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ABSTRACT 

Digital transformation can increase competitiveness and customer loyalty and become a business 

strategy, especially in the context of data security and trust. This study aims to empirically analyze the 

impact of digital transformation on customer loyalty, emphasizing the mediating role of customer trust 
at PT Pos Indonesia Pematangsiantar branch. Quantitative research using explanatory surveys of 100 

customers selected by purposive sampling technique. The data collection instrument, with the 

distribution of questionnaires with a Likert scale of 5, has been tested for validity and reliability. Partial 

Least Squares-Structural Modeling based on SmartPLS 3. The results showed that digital 
transformation had a significant impact on customer loyalty trust (β = 0.836; p < 0.001) and loyalty (β 

= 0.906; p < 0.001). However, trust did not significantly impact loyalty (β = 0.076; p < 0.181). The 

study found that digital transformation can foster loyalty by providing a personalized, secure, and 
transparent service experience. This study's theoretical and practical implications are the strengthening 

of trust-based digital strategies for the postal services sector in developing countries. 

Keywords: Digital Transformation, Loyalty, Data Security 
 

ABSTRAK 
Transformasi digital mampu meningkatkan daya saing dan loyalitas pelanggan dan menjadi strategi 
bisnis terutama dalam konteks keamanan data dan kepercayaan. Penelitian ini bertujuan menganalisis 

secara empiris dampak transformasi digital terhadap loyalitas pelanggan dengan penekanan pada peran 

mediasi kepercayaan pelanggan di PT Pos Indonesia cabang Pematangsiantar. Penelitian kuantitatif 

dengan menggunakan survey explanatory terhadap 100 pelanggan yang dipilih dengan teknik purposive 
sampling. Instrumen pengumpulan data dengan penyebaran kuesioner dengan skala Likert 5 yang telah 

diuji validitas dan reliabilitasnya. Partial Least Squares-Structural Modeling berbasis SmartPLS 3. Hasil 

menunjukkan bahwa transformasi digital berdampak signifikan terhadap kepercayaan loyalitas 
pelanggan (β = 0,836; p < 0,001) dan loyalitas (β = 0,906; p < 0,001). Namun, kepercayaan tidak 

berdampak signifikan terhadap loyalitas (β = 0,076; p < 0,181). Studi ini menemukan bahwa 

transformasi digital dapat menumbuhkan loyalitas dengan memberikan pengalaman layanan yang 
terpersonalisasi, aman, dan transparan. Implikasi teoritis dan praktis penelitian ini adalah penguatan 

strategi digital berbasis kepercayaan untuk sektor jasa pos di negara berkembang.  
Kata Kunci: Transformasi Digital, Loyalitas, Keamanan Data 

 

INTRODUCTION 

Digital transformation has changed the 

industrial sector by leveraging blockchain, big 
data, and omnichannel technology. This 

technology changes how customers interact and 

creates organizational value through enhanced 

capabilities and efficiency (Ali et al., 2020; Bhatti 

et al., 2021). This process enables businesses to 
enhance operational efficiency, strengthen 

competitiveness, and create value by utilizing new 
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technologies. Indonesia's digital technology 

transformation offers excellent economic growth 
opportunities with efficiency and competitiveness. 

However, the success of this transformation 

requires appropriate policy support, technology 
adoption, infrastructure improvement, and digital 

literacy (Bhatti et al., 2021). Digital 

transformation in companies significantly impacts 
operational performance improvement and the 

change of organizational culture that is adaptive to 

technology (Yu et al., 2022). As the oldest courier 

company, PT Pos Indonesia faces significant 
challenges in the increasingly competitive 

technology-based shipping industry. To remain 

competitive, PT Pos Indonesia needs to adopt new 
strategies and technologies that can enhance the 

efficiency and effectiveness of its operations 

(Kurniawan & Chandra, 2001; Timperio et al., 

2020). Pos can enhance customer loyalty while 
addressing data privacy and cybersecurity with 

several strategies based on customer trust and 

value theory (Fianto, 2023; Shankar & 
Jebarajakirthy, 2019; Yanu Alif Fianto, 2023). 

One of the main issues in this research is how 

digital transformation can enhance customer 
loyalty, especially amidst the challenges of 

privacy and data security that can diminish 

customer trust (Kothapalli, 2022). Additionally, it 

is necessary to understand how PT Pos Indonesia 
can effectively implement digital technology to 

create sustainable loyalty. This research focuses 

on how technology can create a more secure and 
transparent loyalty system. 

Although many studies discuss the 

importance of digital technology in enhancing 
customer loyalty, there is still a gap in the 

literature regarding technology implementation in 

the goods delivery sector, particularly in 

developing countries like Indonesia. Most of the 
research focuses more on the retail or banking 

sectors, thus paying less attention to the 

complexities faced by postal services in digital 
transformation (Jayanthi et al., 2022; Kilay et al., 

2022a, 2022b; Nastia, 2024; Setiawan et al., 2021; 

Trinugroho et al., 2022). 

This research raises a crucial issue in the 
digital transformation era, especially for state-

owned companies like PT Pos Indonesia that face 

stiff competition from technology-based logistics 
services. The urgency of this research lies in the 

need for PT POS, one of the largest postal service 

providers, to compete in the digital era. With the 
increasing customer expectations for 

personalization and security in services, the 

company must be able to meet the challenge by 

providing relevant innovations. Customer trust in 

digital systems is very important because, without 
trust, customer loyalty is difficult to build, even 

with advanced technology. 

The contribution of this research is twofold. 
First, this research empirically validates the 

relationship between digital transformation and 

customer loyalty with customer trust as a 
mediating variable, using a robust quantitative 

method (PLS-SEM based on SmartPLS 3). 

Second, this research offers practical insights for 

service providers in building digital trust amid 
concerns over data privacy. The novelty of the 

research lies in its focus on the postal service 

sector in developing countries, which has been 
rarely studied, unlike the literature that 

predominantly highlights the retail or banking 

sectors. Moreover, the finding that trust does not 

significantly affect loyalty offers a new 
perspective and opens up space for theory 

development in the digital trust model. 

 
THEORETICAL STUDY 

Digital transformation in postal services can 

be explained using the trust and customer value 
theory. Studies show that digital transformation in 

postal services can enhance customer value and 

company performance by improving the quality of 

systems, information, and services, as well as by 
building better relationships between the company 

and customers (Kamalaldin et al., 2020; Kim & 

Yang, 2024; Kumar, 2024; Yang et al., 2024). The 
theory of trust highlights the importance of trust in 

the company-customer relationship, especially in 

addressing privacy and data security issues. Trust 
is crucial for addressing customer concerns 

regarding the vulnerability of their data (Grosso et 

al., 2020; Martin et al., 2017). The customer value 

theory emphasizes the importance of 
personalization and technological innovation in 

creating value that can enhance customer loyalty. 

Technologies such as blockchain and big data play 
an important role in strengthening this relationship 

(Fernández-Rovira et al., 2021; Wassouf et al., 

2020). 

Digital transformation is crucial in enhancing 
customer loyalty in the banking sector and 

personalizing services in the retail sector. In 

banking, omnichannel strategies and big data are 
key to achieving this goal (Sandhya Kona, 2020; 

Varsha et al., 2024). However, the implementation 

in the postal service sector, especially in 
developing countries, is still very minimal to 

discuss despite the importance of data privacy and 

operational efficiency issues. Blockchain has 
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become an important innovation in loyalty 

systems, offering more flexible and secure peer-
to-peer loyalty point management. This 

technology addresses various weaknesses of 

traditional loyalty programs, such as high costs, 
low security, and less attractive customer 

incentives. (Bozkurt et al., 2022; Santos et al., 

2023) Advancements in data offerings and 
artificial intelligence (AI) have enhanced the 

personalization of customer service, which in turn 

can strengthen trust and drive customer loyalty. 

However, this also poses challenges related to data 
protection and privacy (Meurisch & Mühlhäuser, 

2022). Integrating blockchain technology into 

postal services can enhance operational efficiency 
and address data privacy issues. Blockchain offers 

solutions with unique characteristics such as 

traceability, immutability, transparency, and 

decentralization, which can be used to redesign 
postal services efficiently. PT Pos Indonesia needs 

to adopt this innovation to enhance its 

competitiveness. 
The impact of digital transformation on 

customer loyalty 

The theory states that customer satisfaction is 
the main prerequisite for creating loyalty. In the 

context of digital transformation, the utilization of 

information technology not only optimizes 

operational efficiency but also enhances 
interaction experiences through responsive digital 

services, personalization with the help of big data, 

and transparency in digital communication. This 
customer-centric approach, as supported by 

experiential marketing theory, mediates the 

relationship between digital service performance 
and loyalty, so satisfied customers tend to show 

higher loyalty (Aufa Nadya, 2020). 

In the empirical realm, several studies have 

confirmed that positive relationship. For example, 
research in the banking sector shows that 

integrating digital systems that combine physical 

and virtual environments significantly enhances 
service quality and customer loyalty (Kamath et 

al., 2019). The same is also observed in research 

on digital customer experience, where the study 

revealed that a satisfying digital experience can 
strengthen customer loyalty through the mediating 

roles of satisfaction and emotional marketing 

(Yessi Claudia et al., 2023). Furthermore, research 
on digital marketing on e-commerce platforms 

states that personalization, the use of data in 

Customer Relationship Management (CRM) 
systems, and overall digital marketing strategies 

can enhance customer trust and engagement, 

indicating that digital transformation acts as a 

catalyst for loyalty (Kurniawan et al., 2023). 
However, some studies showshowing that 

implementing digital transformation that is not 

aligned with customer needs and expectations can 
reduce satisfaction and, consequently, decrease 

loyalty. Research conducted in the context of Go-

Jek's digital services shows that suboptimal e-
service quality, such as complex interfaces or lack 

of personal touch, does not have a positive impact 

on customer loyalty; conversely, factors such as 

perceived value become the main influence 
(Zarkasyi et al., 2023). These findings emphasize 

that the effectiveness of digital transformation is 

contextual and highly dependent on how a 
customer-centric approach is integrated into 

digital services. Based on the explanation above: 

H1: Digital transformation has a significant 

positive influence on customer loyalty. 

The Influence of Customer Trust on Customer 

Loyalty 

Based on the Commitment-Trust Theory 
proposed by Morgan and Hunt (Rahma & 

Prayoga, 2022). This theory emphasizes the 

importance of trust as a key element in building 
long-term relationships between customers and 

companies. In this context, trust reflects 

customers' confidence in the company's integrity, 

ability to fulfill promises, and commitment to data 
protection and service quality. When customers 

feel confident that the company is reliable, their 

likelihood of remaining loyal, making repeat 
purchases, and recommending the service to 

others increases significantly (Rahma & Prayoga, 

2022). Furthermore, trust is an emotional bond 
that underlies the interaction between customers 

and the brand, strengthening long-term loyalty 

(Rachman & Oktavianti, 2021). 

Various empirical studies have consistently 
supported the relationship between customer trust 

and loyalty. The study by (Dewantari et al., 2024) 

shows that trust significantly influences customer 
loyalty, with customer satisfaction as a mediator 

(Dewantari et al., 2024). Additionally, research by 

(Rachman & Oktavianti, 2021) in Prologia found 

that consumer trust directly contributes to 
customer loyalty in the use of online payment 

systems, emphasizing the importance of trust in 

the context of digital business (Rachman & 
Oktavianti, 2021). Martin et al. also highlight that 

trust in digital service providers is a key predictor 

of customer loyalty, especially in the e-commerce 
sector, where threats to information security and 

privacy are increasing (Dewantari et al., 2024). 
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Similar findings were also presented in the 

research by (Kurniasih et al., 2023), which showed 
that strong promotions can increase trust, which 

drives consumer loyalty. Although this interaction 

is complex, the results indicate that building trust 
through efficient and transparent communication 

methods is key to maintaining customer loyalty 

(Kurniasih et al., 2023). Additionally, research by 
(Yasin et al., 2021) emphasizes the 

multidimensional role of trust in e-commerce, 

showing that the quality of information and 

security protection significantly influence 
consumer loyalty (Yasin et al., 2021). Based on 

the explanation above: 

H2: There is a significant positive influence of 

Customer Trust on Customer Loyalty 

 

The Influence of Digital Transformation on 

Customer Trust 

The relationship between digital 

transformation and customer trust can be 

understood through two main theories: the 
Technology Acceptance Model (TAM) and the 

Trust-Based Relationship Theory. TAM assesses 

that perceptions of ease of use and the benefits of 
technology influence customer attitudes, which 

can foster trust in service providers (Pristiyono et 

al., 2022). On the other hand, trust-based 

relationship theory emphasizes that trust emerges 
when customers feel that technology optimization 

provides significant added value, particularly 

regarding data security and transparency (WU & 
Dahlan, 2023). In digital services, customers will 

develop trust if they feel the technology aligns 

with their interests and keeps their data secure 
(Portes et al., 2020). 

Several empirical studies confirm this 

hypothesis. For example, research by (Pristiyono 

et al., 2022) shows that digital transformation in 
the banking sector significantly increases 

customer trust, emphasizing information 

transparency and data security. Additionally, 
(Rodi et al., 2023) indicate that using advanced 

technologies, such as artificial intelligence and big 

data analytics, can strengthen the perception of 

system reliability, thereby building long-term trust 
between customers and digital services. Research 

by (Mujianto et al., 2023) also found that when 

companies demonstrate a commitment to data 
protection and provide transparent services, 

customer trust significantly increases, supporting 

the claim that effective digital transformation can 
strengthen the relationship between companies 

and customers. 

However, not all research aligns with that 

hypothesis. Meurisch & Mühlhäuser (Portes et al., 
2020) found that although customers actively use 

digital services, they remain skeptical about 

managing and storing their data. Trust does not 
automatically increase because of digital 

transformation, especially if the technology is 

non-transparent or difficult. In the context of 
micro, small, and medium enterprises (MSMEs) in 

developing countries, research by Kilay et al. 

(Johri & Kumar, 2023) reveals that low digital 

literacy and regulatory uncertainty are significant 
barriers to building trust, even though 

digitalization has been implemented. These 

findings indicate that customer trust is greatly 
influenced by the social context and the existing 

technological readiness, as well as how companies 

communicate about their use of technology. Based 

on the explanation above: 
H3: There is a significant positive influence of 

Digital Transformation on Customer Trust 

 

The Influence of Digital Transformation on 

Customer Loyalty with Customer Trust as a 

Mediating Variable 

Trust-Based Relationship Theory, customer 

trust in digital systems functions as a 

psychological mechanism that reinforces the 

impact of digital transformation on customer 
loyalty. In the SDL model, trust is considered an 

essential mediating element because customers 

not only evaluate the outcome (output) of the 
service but also the process and relational value 

offered by technology (Albarq, 2023). In the 

digital context, customers who feel secure, trust 
data protection and perceive digital services as 

transparent tend to develop stronger and more 

consistent loyalty (WU & Dahlan, 2023). 

Many studies support the relevance of this 
hypothesis. Research by Kamalaldin et al. (Yessi 

Claudia et al., 2023) in Industrial Marketing 

Management shows that digital transformation 
strengthens the relationship between providers 

and customers by building trust through improved 

service quality and information systems. Research 

by Matarazzo et al. supports this argument by 
showing that digitalization creates customer value 

through the trust gained during the digital 

interaction, directly impacting customer loyalty 
(Puspaningrum, 2020). Additionally, Fernández-

Rovira et al. (Yessi Claudia et al., 2023) 

emphasize the importance of personalization and 
data-driven engagement to build digital trust, 

which fosters customer loyalty. In this context, 

trust serves as a crucial psychological mediator 
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between the utilization of technology and long-

term relational decisions. 
However, not all findings support this 

hypothesis. Independent research shows that 

customer trust does not significantly mediate the 
relationship between digital transformation and 

loyalty. This indicates that although digital 

transformation can enhance trust, that trust may 
not be strong enough to bridge the impact of 

digital transformation on customer loyalty (Dewi 

et al., 2024). In a study by Meurisch & 

Mühlhäuser (Chalirafi et al., 2021) published in 
ACM Computing Surveys, it was revealed that 

although advanced digital systems are available, 

low transparency in data usage and lack of digital 
education can diminish the positive impact of trust 

on loyalty. In many cases, more loyal customers 

may be influenced by other factors, such as 

convenience, price, and efficiency, rather than just 
their trust in the digital system itself. 

Based on the explanation above: 

H4: There is a significant positive influence of 

Customer Loyalty with Customer Trust as a  

        Mediating Variable 

 

RESEARCH METHOD 

Population and Sample 

This research uses a quantitative approach to 

analyze the relationship between digital 
transformation, customer trust, and customer 

loyalty at the PT POS Indonesia branch in 

Pematangsiantar. The research population consists 
of 2,303 customers who used PT POS Indonesia's 

services during the last year of 2024 in 

Pematangsiantar. Based on the Slovin calculation 
with an error rate of 0.10, the sample size is 100 

respondents. In the research context, using the 

Slovin formula with a margin of error of 0.1 is 

often employed to determine a sample size 
representative of a larger population (Elvira et al., 

2022; Qi et al., 2023). Data were collected using a 

5-point Likert scale questionnaire to measure 
respondents' perceptions of digital transformation, 

trust, and customer loyalty. 

Data Collection Techniques 

The data collection technique in this study 
uses a closed questionnaire distributed to 

customers of PT Pos Indonesia branch 

Pematangsiantar. The instrument was constructed 
using a 5-point Likert scale to measure 

respondents' perceptions of digital transformation, 

trust, and customer loyalty. The Likert scale is 
used with a range of 1 = Strongly Disagree to 5 = 

Strongly Agree. The questionnaire has been tested 

for validity and reliability before distribution. 

Data was collected in-person and online, adjusted 

to the respondents' conditions and distribution 
effectiveness. This approach was chosen because 

it is efficient and allows respondents to answer 

independently and anonymously. 
Analysis Method 

Data were analyzed using Structural 

Equation Modeling (SEM) with Smartpls 3 
software. This model was chosen because it can 

simultaneously analyze the complex relationships 

between variables and mediation variables 

(Matthews, 2018; Sarstedt & Cheah, 2019; Wong, 
2013). SEM can also simultaneously evaluate the 

validity and reliability of instruments and produce 

more accurate and robust analyses. Hair et al. 
2017. 

Operational Variable 

The Research variables include digital 

transformation as the independent variable, which 
encompasses indicators such as improved service 

efficiency, personalization of customer 

experiences, technology adoption, reliability of 
digital systems, ease of service features, data 

security, digital customer data management, and 

technological flexibility in meeting customer 
needs. These indicators refer to the study 

(Karwatzki et al., 2017), which emphasizes the 

importance of personalization and data security in 

the digital environment, as well as to the Research 
(Oppold & Herschel, 2020), which highlights the 

role of transparent and automated systems in data-

driven decision-making. 
The customer trust variable as a mediating 

variable includes indicators such as trust in service 

reliability, the belief that the company maintains 
data privacy and security, consistency in fulfilling 

service promises, and satisfaction with operational 

transparency. These indicators are in line with the 

findings of Segijn et al. (2021), who developed a 
transparency and control framework as a basis for 

building digital trust, and the study by Portes et al. 

(2020) on the dimensions of digital transparency 
that affect the quality of customer relationships. 

The customer loyalty variable as a dependent 

variable is measured through the intention to 

continue using the service, providing 
recommendations, satisfaction levels, and the 

perceived value of the customer relationship with 

the company. These indicators are also supported 
by customer loyalty approaches in e-commerce 

and digital services studies, as discussed in 

(Kamalaldin et al., 2020) and (Yessi Claudia et al., 
2023). Variables were selected based on their 

relevance to the digital transformational 

challenges faced by PT POS Indonesia. By 
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understanding the interactions of these variables, 

researchers are expected to provide evidence-
based strategy recommendations to support the 

development of digital services at PT POS 

Indonesia. 
 

RESULTS AND DISCUSSION 

Result 

Respondent Characteristics  

Data was collected and analyzed using Smart 

PLS 3 software. The characteristics of the 

respondents in this study indicate that 75% are 
female and 25% are male. Based on age, 32% of 

the respondents are aged 26–30 years, 24% are 

aged 21–25 years, 15% are aged 16–20 years, 18% 
are aged 31–35 years, and 11% are aged over 35 

years. The demographic diversity of the 

respondents, both in terms of gender and age 

groups, significantly contributes to the richness of 

the data collected. This diversity allows the 

Research to capture a broader perception of digital 
transformation, trust, and customer loyalty, 

considering that preferences for digital services 

can vary based on age and gender factors (WU & 
Dahlan, 2023). For example, younger customers 

tend to be more open to technological innovations, 

while older customers may trust digital systems 
differently 

Each question item was tested for validity and 

reliability, where the validity test results showed a 

correlation value (R calculated) higher than the R 
table value of 0.196. Thus, all items were declared 

valid. The reliability test shows a Cronbach's alpha 

value of more than 0.70, indicating that all 
variables in this study have good internal 

consistency and can be relied upon for further 

analysis (Hair Jr et al., 2014, 2021), where the 

validity test results are explained in Table 1.

Table 1. Validity Testing 

 Customer Loyalty Customer Trust Digital Transformation 

L1 0.783     

L2 0.741     

L3 0.820     

L4 0.791     

L5 0.829     

TD1     0.803 

TD2     0.761 

TD3     0.713 

TD4     0.794 

TD5     0.740 

TD6     0.721 

TD7     0.808 

TD8     0.750 

TRS1   0.748   

TRS2   0.849   

TRS3   0.796   

TRS4   0.795   

           Source: Data processing results, 2025 

 

The data in Table 1 shows that the 
construction of customer loyalty, trust, and digital 

transformation variables have good validity and 

reliability. All indicators in each contract have 
loading factor values above the threshold of 0.7. 

The loading factor for customer loyalty data is 

(0.741-0.829), the loading factor for customer 

trust is (0.748-0.849), and the loading factor for 
Digital Transformation is (0.713-0.808). These 

values meet the criteria for convergent validity, 

indicating that the indicators within the construct 
consistently measure the same concept (Hair et al., 

2017). With an estimated Composite Reliability 

(CR) value of >0.7 and Average Variance 

Extracted (AVE) >0.5, this contract is considered 
valid and reliable, and the construct meets the 

reliability and convergent validity criteria 

recommended in SEM-PLS analysis (Sarstedt & 
Cheah, 2019). These findings are consistent with 

previous research showing that CR values >0.7 

and AVE >0.5 indicate reliable and valid 

constructs in digital service research and customer 
behavior (Hair et al., 2021; Henseler et al., 2016). 

Cronbach's Alpha analysis is used to measure 

internal consistency in each construct. If the value 
is above 0.7, it indicates good reliability, as shown 

in Table 2.

Table 2. Construct Reliability and Validity 

 Cronbach's rho_A Composite Average Variance Extracted 
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Alpha Reliability (AVE) 

Customer Loyalty 0.852 0.854 0.895 0.630 

Customer Trust 0.810 0.819 0.875 0.636 

Digital Transformation 0.897 0.900 0.917 0.581 

Source: Data processing results, 2025 

 

The analysis results in Table 2 show that all 
constructs have good reliability and validity. 

Customer loyalty has a Cronbach's Alpha of 

0.852, Composite Reliability of 0.895, and AVE 

of 0.630. Customer Trust is reliable with a 
Cronbach Alpha of 0.810, Composite Reliability 

of 0.875, and AVE of 0.636. Digital 

Transformation has a Cronbach's Alpha of 0.897, 
Composite Reliability of 0.917, and AVE of 

0.581. The Cronbach's Alpha value exceeding 0.7 

indicates good internal reliability and consistency 
among indicators within each construct (Hair et 

al., 2021). Composite Reliability, also above 0.7, 

indicates that these constructs have strong 
measurement stability and accuracy. AVE greater 

than 0.5 indicates that the construct can explain 

more than 50% of the variance of its indicators, 

which is the minimum requirement for convergent 
validity (Fornell & Larcker, 1981). Thus, overall, 

the constructs in this study are reliable and valid 

to support subsequent structural model analysis 
(Henseler et al., 2016; Sarstedt & Cheah, 2019). 

Overall, the constructs in this study are reliable 

and valid to support further analysis. The PLS 
model is shown in the following Figure 1:

 
Figure 1. PLS Modeling 

Source: Primary Data Processing, 2025 
 

The results of the Mean, STDEV, T-Value, 
and P-Values in Figure 1 and Table 3 explain how 

the relationship between the variables is being 
studied.

 

Table 3. Mean, STDEV, T-Values, P-Values 

  Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values 

Customer Trust -> 

Customer Loyalty 

0.076 0.068 0.057 1.339 0.181 

Digital Transformation -> 

Customer Loyalty 

0.906 0.913 0.045 20.055 0.000 

Digital Transformation -> 

Customer Trust 

0.836 0.838 0.028 30.152 0.000 

Source: Data processing results, 2025 

 

Partial hypothesis testing is explained in 

Table 3, which states that Customer Trust for 
Customer Loyalty has an Original Sample value of 

0.076 with a T Statistic of 1.339 and a P-value of 

0.181. P Value > 0.05 indicates that this 
relationship is not significant. Customer trust does 
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not affect Customer Loyalty. Digital 

Transformation for Customer Loyalty shows a 
strong and significant relationship with an 

Original Sample value of 0.906, T Statistic of 

20.055, and P Value of 0.000. P-value < 0.05 
indicates that digital transformation has a 

significant positive relationship with customer 

loyalty. Digital Transformation on Customer Trust 
also significantly and greatly affects the Original 

Sample of 0.836, T-Statistic 30.152, and P-value 

of 0.000. P-value < 0.05 indicates that Digital 

Transformation has a significant positive impact 
on customer trust. These results affirm that digital 

transformation drives customer loyalty directly 

without relying on trust as an intermediary 
variable. This is consistent with previous findings, 

which State's's's that increased digital interaction, 

personalization, and transparency of digital 
services can directly strengthen customer loyalty 

(Kamath et al., 2019; Yessi Claudia Sianipar et al., 

2023). 
On the contrary, the insignificance of the 

influence of trust on loyalty supports the argument 

that in the digital context, trust alone is not always 
sufficient to form customer loyalty, especially if 

the functional aspects of digital services are 

already very adequate (Meurisch & Mühlhäuser, 

2022). These findings are relevant to the empirical 
approach in PLS-SEM, where significant 

relationships are observed through T values > 1.96 

and P < 0.05 for a 95% confidence level (Hair et 
al., 2017).

Table 4. Path Coefficients 

  Customer Loyalty Customer Trust Digital Transformation 

Customer Loyalty       

Customer Trust 0.076     

Digital Transformation 0.906 0.836   

Source: Data processing results, 2025 

 

The results of the relationships between 

variables in the research model are explained as 
follows. Customer trust has no significant 

relationship with customer loyalty, with a 

coefficient value 0.076. This relationship is very 
weak and insignificant. Digital transformation has 

a significant positive relationship with customer 

loyalty, with a coefficient of 0.906. This 

relationship is so strong that it indicates that digital 

transformation significantly enhances customer 
loyalty. Digital transformation has a significant 

positive relationship with a coefficient value of 

0.836. This strong relationship indicates that 
digital transformation dramatically contributes to 

increasing customer trust.

Table 5. Total Indirect Effects 

Mean, STDEV, T-Values, P-Values      

 Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Customer Trust -> Customer 

Loyalty 

  0.000 0.000     

Digital Transformation -> 

Customer Loyalty 

0.063 0.057 0.048 1.326 0.186 

Digital Transformation -> 

Customer Trust 

    0.000     

Source: Data processing results, 2025 
 

The research results indicate that customer 

trust does not significantly mediate the 

relationship between digital transformation and 
customer loyalty. This is evident from the indirect 

effect value of 0.063 with a T-statistic value of 

1.326 and a P-value of 0.186, above the 
significance threshold of 0.05. This means that 

although digital transformation has a direct 

positive and significant impact on customer 
loyalty (β = 0.906; p < 0.001) and also on customer 

trust (β = 0.836; p < 0.001), customer trust is not 

strong enough to bridge the impact of digital 

transformation on loyalty (β = 0.076; p = 0.181). 
Discussion 

The Relationship Between Customer Trust and 

Customer Loyalty 

The research results show that digital 
transformation significantly impacts customer 

loyalty at the PT Pos Indonesia branch in 

Pematangsiantar. This is evident from the 
coefficient value of 0.906 with a significance level 

(P-Value 0.000), which confirms that the 
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application of digital technology can enhance 

customer loyalty. These findings indicate that, 
although theoretically important, trust does not 

become a dominant factor in shaping customer 

loyalty in the digital context of PT Pos Indonesia. 
This is in line with the Trust-Based Relationship 

theory, which states that trust indeed underpins 

long-term relationships, but it does not always 
directly impact loyalty if customers have become 

more focused on the functional value of the 

service (Albarq, 2023; Portes et al., 2020). The 

study (Meurisch & Mühlhäuser, 2022) also shows 
that in digital services, customers continue to use 

the services despite being skeptical about data 

management because efficiency and convenience 
factors have a greater impact on loyalty than trust. 

Similarly, (Dewi et al., 2024) found that trust 

does not significantly mediate the relationship 

between digital marketing and loyalty, especially 
when the perceived value of service benefits is 

higher for customers. Conversely, several 

previous studies, such as (Dewantari et al., 2024) 
and (Rachman & Oktavianti, 2021), found that 

trust significantly influences loyalty. However, 

the context is more dominant in the banking and 
e-commerce sectors, which require a higher level 

of trust due to the greater transaction risks 

involved. Thus, in the context of PT Pos 

Indonesia's digital services, customer loyalty is 
more influenced by direct experience with 

technology usage rather than solely by perceptions 

of trust. 
The Relationship Between Digital 

Transformation and Customer Loyalty 
Digital transformation also significantly 

affects customer trust, with a coefficient of 0.836 

(P-value 0.000). This result indicates that 

customers build trust in PT Pos Indonesia's 

services when digital technology can provide 
convenience, security, and transparency. These 

findings are supported by the Technology 

Acceptance Model (TAM) and Trust-Based 
Relationship Theory, which explain that 

customers' perceptions of the usefulness and 

reliability of technology drive the formation of 

trust (Portes et al., 2020; Pristiyono et al., 2022). 
Previous research also supports these findings. In 

the banking sector, digitalization emphasizes data 

protection and information clarity, which has 
increased customer trust (Henseler et al., 2016; 

Shankar & Jebarajakirthy, 2019). A similar 

phenomenon occurs in the automotive sector 
(Miguel et al., 2022), the container industry (WU 

& Dahlan, 2023), and SMEs (Matarazzo et al., 

2021), where the use of digital technology builds 

a positive perception among customers towards 

the service system. Thus, digital transformation is 
a tool for efficiency and a strategic instrument for 

building customer trust in digital services, 

including in the postal service sector. 
The Relationship between Digital 

Transformation and Customer Trust 

On the other hand, customer trust does not 
have a significant effect on loyalty, with a 

coefficient value On the other hand, customer trust 

does not significantly affect loyalty, with a 

coefficient value of 0.076 and a P value of 0.181. 
These findings indicate that in the context of 

digitized postal services, customer trust has not yet 

become the main factor directly shaping loyalty. 
Although the Commitment-Trust theory by 

Morgan & Hunt (Rahma & Prayoga, 2022) 

emphasizes the importance of trust in building 

long-term relationships between customers and 
companies, this result shows that trust has not fully 

played a role when customers prioritize the 

functional benefits of digital services, such as 
speed, convenience, and efficiency (Meurisch & 

Mühlhäuser, 2022). 

Previous studies by (Sumelvia Dewi et al., 
2024) also found that trust does not significantly 

mediate the relationship between digital 

marketing and customer loyalty, particularly in the 

MSME sector, which is more sensitive to 
convenience and economic value. On the other 

hand, other studies, such as those conducted by 

(Dewantari et al., 2024) and (Rachman & 
Oktavianti, 2021), show a positive and significant 

relationship between trust and loyalty. However, 

the context of their research is in the banking and 
digital payment system sectors, where the level of 

trust plays a more critical role in customer 

decision-making. Thus, in the context of digital 

transformation in the postal service sector, trust is 
a supporting factor rather than the main 

determinant of loyalty. Strengthening trust 

remains important, but it must be accompanied by 
technological innovations that can provide fast, 

safe, and transparent service experiences. 

The Relationship Between Digital 

Transformation and Customer Loyalty with 

Customer Trust as a Mediating Variable 
The research results indicate that customer 

trust does not significantly mediate the 
relationship between digital transformation and 

customer loyalty. This is reflected in the indirect 

effect value of 0.063 with a T-statistic of 1.326 and 
a P-value of 0.186, which exceeds the significance 

threshold of 0.05. These findings do not support 

the assumptions in Trust-Based Relationship 
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Theory and the Service-Dominant Logic (SDL) 

framework, which view trust as an important 
element in creating long-term relationships 

between customers and service providers (Albarq, 

2023; WU & Dahlan, 2023). On the contrary, a 
study by (Meurisch and Mühlhäuser, 2022) found 

that in the context of digital services, customer 

loyalty is often more influenced by ease of use, 
efficiency, and speed of service rather than by trust 

factors. Another study by (Sumelvia Dewi et al., 

2024) also shows that trust does not always 

function as a significant mediator in the 
relationship between digital innovation and 

loyalty, particularly in the MSME sector, where 

customers prioritize practical and time-efficient 
service experiences. In the context of the 

digitalization of PT Pos Indonesia's services, these 

results suggest that increasing customer loyalty is 

more effectively achieved through the 
optimization of technology that directly enhances 

user experience rather than solely relying on the 

formation of trust as a mediating pathway. 
 

CONCLUSION 
This research shows that digital 

transformation significantly increases customer 

loyalty at the Pematangsiantar branch of PT Pos 

Indonesia. This transformation can create a more 

efficient, personalized, and reliable service 
experience, strengthening the long-term 

relationship between the company and its 

customers. Digital transformation has also been 
proven to increase customer trust significantly. 

However, that trust does not significantly impact 

loyalty, nor does it serve as an effective mediating 
variable in the relationship between digital 

transformation and customer loyalty. These results 

affirm that customer loyalty in the context of 

digital services is more influenced by the direct 
benefits of technology implementation rather than 

trust factors. Therefore, loyalty enhancement 

strategies should focus on developing adaptive, 
accessible, and transparent service technologies. 

This finding expands the understanding of the 

role of digital transformation in shaping customer 

behavior in the service sector, particularly in 
developing countries. These results serve as a 

basis for PT Pos Indonesia to prioritize technology 

investments to maintain and enhance customer 
loyalty. Future research can deepen the analysis by 

considering demographic characteristics, 

technology usage behavior, and digital literacy 
levels to obtain a more comprehensive picture of 

customer loyalty formation in the digital era. 

 

BIBLIOGRAPHY  
Albarq, A. N. (2023). The Impact of CKM and 

Customer Satisfaction on Customer 

Loyalty in the Saudi Banking Sector: The 

Mediating Role of Customer Trust. 

Administrative Sciences, 13(3), 90. 
https://doi.org/10.3390/admsci13030090 

Ali, O., Ally, M., Clutterbuck, P., & Dwivedi, Y. 

(2020). The state of play of blockchain 
technology in the financial services 

sector: A systematic literature review. 

International Journal of Information 

Management, 54, 102199. 
https://doi.org/10.1016/j.ijinfomgt.2020.1

02199 

Aufa Nadya, N. (2020). Effect Of Experiential 
Marketing On Customer Loyalty: The 

Role Of Customer Satisfaction As A 

Mediator. Journal of Business Studies and 
Management Review, 4(1), 27–33. 

https://doi.org/10.22437/jbsmr.v4i1.1190

9 

Bhatti, A., Malik, H., Kamal, A. Z., Aamir, A., 
Alaali, L. A., & Ullah, Z. (2021). Much- 

needed business digital transformation 

through big data, internet of things and 
blockchain capabilities: implications for 

strategic performance in the 

telecommunication sector. Business 
Process Management Journal, 27(6), 

1854–1873. 

https://doi.org/10.1108/BPMJ-12-2020-

0553 
Bozkurt, H. I., Gemici, S., Yucekaya, A., & 

Hekimoglu, M. (2022). Blockchain 

Technology In Loyalty Program 
Applications. Proceedings of the 2022 

International Conference on Big Data, 

IoT, and Cloud Computing, 1–4. 

https://doi.org/10.1145/3588340.3588528 
Chalirafi,., Matriadi, F., Munandar,., Sutriani,., & 

Mariana,. (2021). The Influence of 

Consumer Innovatively, Company 
Reputation, and E-Trust on E-Loyalty of 

E-Commerce Customers in Aceh. Asian 

Journal of Economics, Business and 
Accounting, 40–49. 

https://doi.org/10.9734/ajeba/2021/v21i1

630483 

Dewantari, F., Telagawathi, N. L. W. S., & 
Widiastini, N. M. A. (2024). Peran 

Kepuasan Pelanggan Dalam Memediasi 

Kualitas Pelayanan Dan Kepercayaan 
Terhadap Loyalitas Nasabah Bri Di 

Kabupaten Buleleng. JMBI UNSRAT 

http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.3390/admsci13030090
https://doi.org/10.1016/j.ijinfomgt.2020.102199
https://doi.org/10.1016/j.ijinfomgt.2020.102199
https://doi.org/10.22437/jbsmr.v4i1.11909
https://doi.org/10.22437/jbsmr.v4i1.11909
https://doi.org/10.1108/BPMJ-12-2020-0553
https://doi.org/10.1108/BPMJ-12-2020-0553
https://doi.org/10.1145/3588340.3588528
https://doi.org/10.9734/ajeba/2021/v21i1630483
https://doi.org/10.9734/ajeba/2021/v21i1630483


EKUILNOMI: Jurnal Ekonomi Pembangunan Vol 7 No 2, 2025                     e – ISSN: 2614 – 7181 

DOI: https://doi.org/ 10.36985/88gt8930 

 
This is an open access article distributed under the Creative Commons Attribution 4.0 International License  557 

(Jurnal Ilmiah Manajemen Bisnis Dan 

Inovasi Universitas Sam Ratulangi)., 
11(1), 160–173. 

https://doi.org/10.35794/jmbi.v11i1.5357

6 
Dewi, S., Anita, Sudarmiatin, S., & Syahputra, E. 

(2024). The Influence Of Green 

Marketing And Digital Marketing On 
Customer Loyalty In Chicken Intestine 

Chips Msmes In Kediri. Jurnal Ekonomi 

Kreatif Dan Manajemen Bisnis Digital, 

2(4), 431–442. 
https://doi.org/10.55047/jekombital.v2i4.

632 

Elvira, V., Martino, L., & Robert, C. P. (2022). 
Rethinking the Effective Sample Size. 

International Statistical Review, 90(3), 

525–550. 

https://doi.org/10.1111/insr.12500 
Fernández-Rovira, C., Álvarez Valdés, J., 

Molleví, G., & Nicolas-Sans, R. (2021). 

The digital transformation of business. 
Towards the datafication of the 

relationship with customers. 

Technological Forecasting and Social 
Change, 162, 120339. 

https://doi.org/10.1016/j.techfore.2020.12

0339 

Fianto, A. Y. A. (2023). Artificial Intelligence and 
Novel Services: Exploring Opportunities 

in the Marketing Landscape. Journal of 

Applied Management and Business. 
https://doi.org/10.37802/jamb.v4i1.399 

Fornell, C., & Larcker, D. F. (1981). Evaluating 

Structural Equation Models with 
Unobservable Variables and 

Measurement Error. Journal of Marketing 

Research, 18(1), 39–50. 

https://doi.org/10.1177/00222437810180
0104 

Grosso, M., Castaldo, S., Li, H. (Ariel), & 

Larivière, B. (2020). What Information 
Do Shoppers Share? The Effect of 

Personnel-, Retailer-, and Country-Trust 

on Willingness to Share Information. 

Journal of Retailing, 96(4), 524–547. 
https://doi.org/10.1016/j.jretai.2020.08.0

02 

Hair, J. F., Howard, M. C., & Nitzl, C. (2021). 
Assessing measurement model quality in 

PLS-SEM using confirmatory composite 

analysis. Journal of Business Research, 
109, 101–110. 

https://doi.org/10.1016/j.jbusres.2019.11.

069 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, 

M., Danks, N. P., & Ray, S. (2017). A 
Primer on Partial Least Squares Structural 

Equation Modeling (PLS-SEM) (2nd ed.) 

(pp. 49–74). SAGE Publications. 
https://doi.org/10.1007/978-3-030-

80519-7_3 

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., 
Sarstedt, M., Danks, N. P., & Ray, S. 

(2021). Partial least squares structural 

equation modeling (PLS-SEM) using R: 

A workbook. Springer Nature. 
Hair Jr, J. F., Sarstedt, M., Hopkins, L., & 

Kuppelwieser, V. G. (2014). Partial least 

squares structural equation modeling 
(PLS-SEM): An emerging tool in business 

research. European Business Review, 

26(2), 106–121 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2016). 
Testing measurement invariance of 

composites using partial least squares. 

International Marketing Review, 33(3), 
405–431. https://doi.org/10.1108/IMR-

09-2014-0304 

Jayanthi, R., Dinaseviani, A., Indraprahasta, G. S., 
& Sitompul, R. F. (2022). Digital 

technology and smart village development 

in Banyuwangi, Indonesia: an exploratory 

study. Bulletin of Geography. Socio-
Economic Series, 57, 79–91. 

https://doi.org/10.12775/bgss-2022-0024 

Johri, A., & Kumar, S. (2023). Exploring 
Customer Awareness towards Their 

Cyber Security in the Kingdom of Saudi 

Arabia: A Study in the Era of Banking 
Digital Transformation. Human Behavior 

and Emerging Technologies, 2023, 1–10. 

https://doi.org/10.1155/2023/2103442 

Kamalaldin, A., Linde, L., Sjödin, D., & Parida, 
V. (2020). Transforming provider-

customer relationships in digital 

servitization: A relational view on 
digitalization. Industrial Marketing 

Management, 89, 306–325. 

https://doi.org/10.1016/j.indmarman.202

0.02.004 
Kamath, P. R., Pai, Y. P., & Prabhu, N. K. P. 

(2019). Building customer loyalty in retail 

banking: a serial-mediation approach. 
International Journal of Bank Marketing, 

38(2), 456–484. 

https://doi.org/10.1108/IJBM-01-2019-
0034 

Karwatzki, S., Dytynko, O., Trenz, M., & Veit, D. 

(2017). Beyond the Personalization–

http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.35794/jmbi.v11i1.53576
https://doi.org/10.35794/jmbi.v11i1.53576
https://doi.org/10.55047/jekombital.v2i4.632
https://doi.org/10.55047/jekombital.v2i4.632
https://doi.org/10.1111/insr.12500
https://doi.org/10.1016/j.techfore.2020.120339
https://doi.org/10.1016/j.techfore.2020.120339
https://doi.org/10.37802/jamb.v4i1.399
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1016/j.jretai.2020.08.002
https://doi.org/10.1016/j.jretai.2020.08.002
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1016/j.jbusres.2019.11.069
https://doi.org/10.1007/978-3-030-80519-7_3
https://doi.org/10.1007/978-3-030-80519-7_3
https://doi.org/10.1108/IMR-09-2014-0304
https://doi.org/10.1108/IMR-09-2014-0304
https://doi.org/10.12775/bgss-2022-0024
https://doi.org/10.1155/2023/2103442
https://doi.org/10.1016/j.indmarman.2020.02.004
https://doi.org/10.1016/j.indmarman.2020.02.004
https://doi.org/10.1108/IJBM-01-2019-0034
https://doi.org/10.1108/IJBM-01-2019-0034


EKUILNOMI: Jurnal Ekonomi Pembangunan Vol 7 No 2, 2025                     e – ISSN: 2614 – 7181 

DOI: https://doi.org/ 10.36985/88gt8930 

 
This is an open access article distributed under the Creative Commons Attribution 4.0 International License  558 

Privacy Paradox: Privacy Valuation, 

Transparency Features, and Service 
Personalization. Journal of Management 

Information Systems, 34(2), 369–400. 

https://doi.org/10.1080/07421222.2017.1
334467 

Kilay, A. L., Simamora, B. H., & Putra, D. P. 

(2022a). The Influence of E-Payment and 
E-Commerce Services on Supply Chain 

Performance: Implications of Open 

Innovation and Solutions for the 

Digitalization of Micro, Small, and 
Medium Enterprises (MSMEs) in 

Indonesia. Journal of Open Innovation: 

Technology, Market, and Complexity, 
8(3), 119. 

https://doi.org/10.3390/joitmc8030119 

Kilay, A. L., Simamora, B., & Putra, D. P. 

(2022b). The Influence of E-Payment and 
E-Commerce Services on Supply Chain 

Performance: Implications of Open 

Innovation and Solutions for the 
Digitalization of Micro, Small, and 

Medium Enterprises (MSMEs) in 

Indonesia. Journal of Open Innovation: 
Technology, Market, and Complexity. 

https://doi.org/10.3390/joitmc8030119 

Kim, C.-G., & Yang, O.-S. (2024). Global 

Companies’ Dynamic Response to 
Business Environment Uncertainty 

through Digital Transformation: 

Sustainable Digital Quality–Customer 
Value–Market Performance 

Relationships. Sustainability, 16(15), 

6541. 
https://doi.org/10.3390/su16156541 

Kothapalli, K. R. V. (2022). Exploring the Impact 

of Digital Transformation on Business 

Operations and Customer Experience. 
Global Disclosure of Economics and 

Business, 11(2), 103–114. 

https://doi.org/10.18034/gdeb.v11i2.760 
Kumar, H. (2024). Enablers for Digital 

Transformation of Services to Harness 

New Business Opportunities. IEEE 

Transactions on Engineering 
Management, 71, 14282–14292. 

https://doi.org/10.1109/TEM.2024.34377

33 
Kurniasih, V., Ika Febrilia, & Rahmi. (2023). 

Pengaruh Promosi Penjualan, 

Kepercayaan terhadap Loyalitas 
Konsumen melalui Kepuasan Konsumen 

Layanan Pesan Antar Makanan di Jakarta. 

Jurnal Bisnis, Manajemen, Dan 

Keuangan, 3(3), 919–933. 

https://doi.org/10.21009/jbmk.0303.23 
Kurniawan, E., & Chandra, Sk. M. Y. I. (2001). 

Goods Delivery System Design in PT. Pos 

Indonesia Mampang Prapatan Using 
Visual Basic 6.0. Information Systems, 

134027. 

https://consensus.app/papers/goods-
delivery-system-design-in-pt-pos-

indonesia-mampang-kurniawan-

chandra/be7c80a456625a42b6bd38ae159

60448/ 
Kurniawan, E., Fitriani, N., Rahadian, M. I., 

Handaru, A. W., & Nikensari, S. I. (2023). 

The Role Of Digital Marketing, Customer 
Satisfaction, And Customer Trust In 

Maintaining Millennial Customer 

Loyalty: Case Study On The Tokopedia 

Indonesia Marketplace. International 
Journal of Research in Commerce and 

Management Studies, 05(06), 113–123. 

https://doi.org/10.38193/IJRCMS.2023.5
609 

Martin, K. D., Borah, A., & Palmatier, R. W. 

(2017). Data Privacy: Effects on 
Customer and Firm Performance. Journal 

of Marketing, 81(1), 36–58. 

https://doi.org/10.1509/jm.15.0497 

Matarazzo, M., Penco, L., Profumo, G., & 
Quaglia, R. (2021). Digital transformation 

and customer value creation in Made in 

Italy SMEs: A dynamic capabilities 
perspective. Journal of Business 

Research, 123, 642–656. 

https://doi.org/10.1016/j.jbusres.2020.10.
033 

Matthews, L. (2018). PLS-SEM : The Holy Grail 

For Advanced Analysis. 

https://consensus.app/papers/plssem-the-
holy-grail-for-advanced-analysis-

matthews/7fe79b7048d45fe5845688d593

11bdca/ 
Meurisch, C., & Mühlhäuser, M. (2022). Data 

Protection in AI Services. ACM 

Computing Surveys, 54(2), 1–38. 

https://doi.org/10.1145/3440754 
Miguel, P. M. de, De-Pablos-Heredero, C., 

Montes, J. L., & García, A. (2022). Impact 

of Dynamic Capabilities on Customer 
Satisfaction through Digital 

Transformation in the Automotive Sector. 

Sustainability, 14(8), 4772. 
https://doi.org/10.3390/su14084772 

Mujianto, M., Hartoyo, H., Nurmalina, R., & 

Yusuf, E. Z. (2023). The Unraveling 

http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.1080/07421222.2017.1334467
https://doi.org/10.1080/07421222.2017.1334467
https://doi.org/10.3390/joitmc8030119
https://doi.org/10.3390/joitmc8030119
https://doi.org/10.3390/su16156541
https://doi.org/10.18034/gdeb.v11i2.760
https://doi.org/10.1109/TEM.2024.3437733
https://doi.org/10.1109/TEM.2024.3437733
https://doi.org/10.21009/jbmk.0303.23
https://consensus.app/papers/goods-delivery-system-design-in-pt-pos-indonesia-mampang-kurniawan-chandra/be7c80a456625a42b6bd38ae15960448/
https://consensus.app/papers/goods-delivery-system-design-in-pt-pos-indonesia-mampang-kurniawan-chandra/be7c80a456625a42b6bd38ae15960448/
https://consensus.app/papers/goods-delivery-system-design-in-pt-pos-indonesia-mampang-kurniawan-chandra/be7c80a456625a42b6bd38ae15960448/
https://consensus.app/papers/goods-delivery-system-design-in-pt-pos-indonesia-mampang-kurniawan-chandra/be7c80a456625a42b6bd38ae15960448/
https://consensus.app/papers/goods-delivery-system-design-in-pt-pos-indonesia-mampang-kurniawan-chandra/be7c80a456625a42b6bd38ae15960448/
https://doi.org/10.38193/IJRCMS.2023.5609
https://doi.org/10.38193/IJRCMS.2023.5609
https://doi.org/10.1509/jm.15.0497
https://doi.org/10.1016/j.jbusres.2020.10.033
https://doi.org/10.1016/j.jbusres.2020.10.033
https://consensus.app/papers/plssem-the-holy-grail-for-advanced-analysis-matthews/7fe79b7048d45fe5845688d59311bdca/
https://consensus.app/papers/plssem-the-holy-grail-for-advanced-analysis-matthews/7fe79b7048d45fe5845688d59311bdca/
https://consensus.app/papers/plssem-the-holy-grail-for-advanced-analysis-matthews/7fe79b7048d45fe5845688d59311bdca/
https://consensus.app/papers/plssem-the-holy-grail-for-advanced-analysis-matthews/7fe79b7048d45fe5845688d59311bdca/
https://doi.org/10.1145/3440754
https://doi.org/10.3390/su14084772


EKUILNOMI: Jurnal Ekonomi Pembangunan Vol 7 No 2, 2025                     e – ISSN: 2614 – 7181 

DOI: https://doi.org/ 10.36985/88gt8930 

 
This is an open access article distributed under the Creative Commons Attribution 4.0 International License  559 

Loyalty Model of Traditional Retail to 

Suppliers for Business Sustainability in 
the Digital Transformation Era: Insight 

from MSMEs in Indonesia. Sustainability, 

15(3), 2827. 
https://doi.org/10.3390/su15032827 

Nastia, N. (2024). Transformasi Digital Melalui 

Inovasi E-Government Pada Pemerintah 
Daerah Kabupaten Buton Selatan. 

Governance, 12(2), 268–281. 

https://doi.org/10.33558/governance.v12i

2.9799 
Oppold, S., & Herschel, M. (2020). A System 

Framework for Personalized and 

Transparent Data-Driven Decisions. In 
Advanced Information Systems 

Engineering (Vol. 12127, pp. 153–168). 

https://doi.org/10.1007/978-3-030-

49435-3_10 
Portes, A., N’Goala, G., & Cases, A.-S. (2020). 

Digital transparency: Dimensions, 

antecedents and consequences on the 
quality of customer relationships. 

Recherche et Applications En Marketing 

(English Edition), 35(4), 72–98. 
https://doi.org/10.1177/20515707209735

48 

Pristiyono, P., Juliana, J., & Prayoga, Y. (2022). 

Measuring Customer Trust Through 
Digital Transformation Of Banking As A 

Competitive Advantage. Jurnal Ekonomi 

Bisnis Dan Kewirausahaan. 
https://doi.org/10.26418/jebik.v11i2.5198

6 

Puspaningrum, A. (2020). Social Media 
Marketing and Brand Loyalty: The Role 

of Brand Trust. The Journal of Asian 

Finance, Economics and Business, 7(12), 

951–958. 
https://doi.org/10.13106/jafeb.2020.vol7.

no12.951 

Qi, H., Rizopoulos, D., & van Rosmalen, J. 
(2023). Sample size calculation for 

clinical trials analyzed with the meta‐

analytic‐predictive approach. Research 

Synthesis Methods, 14(3), 396–413. 
https://doi.org/10.1002/jrsm.1618 

Rachman, R., & Oktavianti, R. (2021). Pengaruh 

Kepercayaan Konsumen terhadap 
Loyalitas Pelanggan dalam Penggunaan 

Sistem Pembayaran Online (Survei 

Pengguna Produk Unipin). Prologia, 5(1), 
148. 

https://doi.org/10.24912/pr.v5i1.8200 

Rahma, D. A., & Prayoga, D. (2022). Faktor Yang 

Berpengaruh Terhadap Loyalitas Pasien 

Rawat Inap di Rumah Sakit: Scoping 
Review. Poltekita : Jurnal Ilmu 

Kesehatan, 16(3), 384–391. 

https://doi.org/10.33860/jik.v16i3.967 
Rodi, R., Ahmad, S., & M. Rahman, F. (2023). 

The Influence of Service Quality, Product 

Quality and Trust on Customer Loyalty of 
CV. Ferdi Mandiri. Journal Of 

Economics, Finance And Management 

Studies, 06(12). 

https://doi.org/10.47191/jefms/v6-i12-13 
Sandhya Kona, S. (2020). Customer Segmentation 

and Personalization in Banking Services: 

Investigating the use of Big Data 
Analytics to Segment Banking Customers 

based on their Behavior, Demographics, 

and Preferences, and Leveraging these 

Insights to Personalize Banking Services 
a. International Journal of Science and 

Research (IJSR), 9(8), 1566–1570. 

https://doi.org/10.21275/SR24522131706 
Santos, A. F., Marinho, J., & Bernardino, J. 

(2023). Blockchain-Based Loyalty 

Management System. Future Internet, 
15(5), 161. 

https://doi.org/10.3390/fi15050161 

Sarstedt, M., & Cheah, J.-H. (2019). Partial least 

squares structural equation modeling 
using SmartPLS: a software review. 

Journal of Marketing Analytics, 7(3), 

196–202. https://doi.org/10.1057/s41270-
019-00058-3 

Segijn, C., Strycharz, J., Riegelman, A., & 

Hennesy, C. (2021). A literature review of 
personalization transparency and control: 

Introducing the Transparency-

Awareness-Control Framework. Media 

and Communication, 9(4). 
https://doi.org/10.17645/mac.v9i4.4054 

Setiawan, B., Nugraha, D. P., Irawan, A., Nathan, 

R. J., & Zoltan, Z. (2021). User 
Innovativeness and Fintech Adoption in 

Indonesia. Journal of Open Innovation: 

Technology, Market, and Complexity, 

7(3), 188. 
https://doi.org/10.3390/joitmc7030188 

Shankar, A., & Jebarajakirthy, C. (2019). The 

influence of e-banking service quality on 
customer loyalty. International Journal of 

Bank Marketing, 37(5), 1119–1142. 

https://doi.org/10.1108/IJBM-03-2018-
0063 

Sumelvia Dewi, A., Sudarmiatin, S., & Syahputra, 

E. (2024). The Influence Of Green 

http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.3390/su15032827
https://doi.org/10.33558/governance.v12i2.9799
https://doi.org/10.33558/governance.v12i2.9799
https://doi.org/10.1007/978-3-030-49435-3_10
https://doi.org/10.1007/978-3-030-49435-3_10
https://doi.org/10.1177/2051570720973548
https://doi.org/10.1177/2051570720973548
https://doi.org/10.26418/jebik.v11i2.51986
https://doi.org/10.26418/jebik.v11i2.51986
https://doi.org/10.13106/jafeb.2020.vol7.no12.951
https://doi.org/10.13106/jafeb.2020.vol7.no12.951
https://doi.org/10.1002/jrsm.1618
https://doi.org/10.24912/pr.v5i1.8200
https://doi.org/10.33860/jik.v16i3.967
https://doi.org/10.47191/jefms/v6-i12-13
https://doi.org/10.21275/SR24522131706
https://doi.org/10.3390/fi15050161
https://doi.org/10.1057/s41270-019-00058-3
https://doi.org/10.1057/s41270-019-00058-3
https://doi.org/10.17645/mac.v9i4.4054
https://doi.org/10.3390/joitmc7030188
https://doi.org/10.1108/IJBM-03-2018-0063
https://doi.org/10.1108/IJBM-03-2018-0063


EKUILNOMI: Jurnal Ekonomi Pembangunan Vol 7 No 2, 2025                     e – ISSN: 2614 – 7181 

DOI: https://doi.org/ 10.36985/88gt8930 

 
This is an open access article distributed under the Creative Commons Attribution 4.0 International License  560 

Marketing And Digital Marketing On 

Customer Loyalty In Chicken Intestine 
Chips Msmes In Kediri. Jurnal Ekonomi 

Kreatif Dan Manajemen Bisnis Digital, 

2(4), 431–442. 
https://doi.org/10.55047/jekombital.v2i4.

632 

Timperio, G., Tiwari, S., Gaspar Sánchez, J. M., 
García Martín, R. A., & de Souza, R. 

(2020). Integrated decision support 

framework for distribution network 

design. International Journal of 
Production Research, 58(8), 2490–2509. 

https://doi.org/10.1080/00207543.2019.1

680894 
Trinugroho, I., Pamungkas, P., Wiwoho, J., 

Damayanti, S. M., & Pramono, T. (2022). 

Adoption of digital technologies for micro 

and small businesses in Indonesia. 
Finance Research Letters, 45, 102156. 

https://doi.org/10.1016/j.frl.2021.102156 

Varsha, A., Avni Garg, Simar Olakh, Dr. 
Lakshman K, Prabhat Sharma, Dr. 

Dhruvin Chauhan, & Shubhi Goyal. 

(2024). Impact of Digital Evolution on 
Customer Relationship Strategies in the 

Banking Sector. Evolutionary Studies In 

Imaginative Culture, 877–889. 

https://doi.org/10.70082/esiculture.vi.117
7 

Wassouf, W. N., Alkhatib, R., Salloum, K., & 

Balloul, S. (2020). Predictive analytics 
using big data for increased customer 

loyalty: Syriatel Telecom Company case 

study. Journal of Big Data, 7(1), 29. 
https://doi.org/10.1186/s40537-020-

00290-0 

Wong, K. K.-K. (2013). Partial Least Squares 

Structural Equation Modeling (PLS-
SEM) Techniques Using SmartPLS. 

https://consensus.app/papers/partial-least-

squares-structural-equation-modeling-
wong/e088c8ade3535d41b78227a3813e8

562/ 

WU, A., & Dahlan, K. S. S. (2023). The Impact Of 

Digital Trust On Customer Satisfaction 
And Loyalty (The Case Of Digitalization 

In Container Shipping Services In 

Indonesia). OPSearch: American Journal 
of Open Research, 2(12), 816–827. 

https://doi.org/10.58811/opsearch.v2i12.

87 
Yang, Z., Hu, D., & Chen, X. (2024). The role of 

omnichannel integration and digital value 

in building brand trust: a customer 

psychological perception perspective. 

Internet Research. 
https://doi.org/10.1108/INTR-06-2023-

0464 

Yanu Alif Fianto, A. (2023). Artificial 
Intelligence and Novel Services: 

Exploring Opportunities in the Marketing 

Landscape. Journal of Applied 
Management and Business, 4(1), 49–59. 

https://doi.org/10.37802/jamb.v4i1.399 

Yasin, A. Y., Yoga Wirawan, H., Fahima Hanifa, 

M., Bernadeta, N., & Burman, S. (2021). 
Pembentukan E-Loyalty dengan 

Framework Kepercayaan - Multidimensi 

pada E-Commerce di Indonesia. 
PERWIRA - Jurnal Pendidikan 

Kewirausahaan Indonesia, 4(1), 13–35. 

https://doi.org/10.21632/perwira.4.1.13-

35 
Yessi Claudia, S., Syafrizal Helmi, S., & Rulianda 

Purnomo, W. (2023). Analysis Of The 

Effect Of Digital Customer Experience 
On Customer Loyalty Through Emotional 

Marketing And Customer Satisfaction For 

Indihome Customers. International 
Journal of Economic, Business, 

Accounting, Agriculture Management and 

Sharia Administration (IJEBAS), 3(4), 

1235–1247. 
https://doi.org/10.54443/ijebas.v3i4.1023 

Yessi Claudia Sianipar, Syafrizal Helmi 

Situmorang, & Rulianda Purnomo 
Wibowo. (2023). Analysis Of The Effect 

Of Digital Customer Experience On 

Customer Loyalty Through Emotional 
Marketing And Customer Satisfaction For 

Indihome Customers. International 

Journal of Economic, Business, 

Accounting, Agriculture Management and 
Sharia Administration (IJEBAS), 3(4), 

1235–1247. 

https://doi.org/10.54443/ijebas.v3i4.102 
Yu, J., Wang, J., & Moon, T. (2022). Influence of 

Digital Transformation Capability on 

Operational Performance. Sustainability, 

14(13), 7909. 
https://doi.org/10.3390/su14137909 

Zarkasyi, N. A., Supeni, R. I., & Sumowo, S. 

(2023). Pengaruh E-Service Quality dan 
Perceived Value Terhadap Loyalitas 

Pelanggan Go-Jek (Go-Food). Journal of 

Economics, Assets, and Evaluation, 1(1), 
1–10. 

https://doi.org/10.47134/jeae.v1i1.25 
 

http://creativecommons.org/licenses/by/4.0/
https://doi.org/10.55047/jekombital.v2i4.632
https://doi.org/10.55047/jekombital.v2i4.632
https://doi.org/10.1080/00207543.2019.1680894
https://doi.org/10.1080/00207543.2019.1680894
https://doi.org/10.1016/j.frl.2021.102156
https://doi.org/10.70082/esiculture.vi.1177
https://doi.org/10.70082/esiculture.vi.1177
https://doi.org/10.1186/s40537-020-00290-0
https://doi.org/10.1186/s40537-020-00290-0
https://consensus.app/papers/partial-least-squares-structural-equation-modeling-wong/e088c8ade3535d41b78227a3813e8562/
https://consensus.app/papers/partial-least-squares-structural-equation-modeling-wong/e088c8ade3535d41b78227a3813e8562/
https://consensus.app/papers/partial-least-squares-structural-equation-modeling-wong/e088c8ade3535d41b78227a3813e8562/
https://consensus.app/papers/partial-least-squares-structural-equation-modeling-wong/e088c8ade3535d41b78227a3813e8562/
https://doi.org/10.58811/opsearch.v2i12.87
https://doi.org/10.58811/opsearch.v2i12.87
https://doi.org/10.1108/INTR-06-2023-0464
https://doi.org/10.1108/INTR-06-2023-0464
https://doi.org/10.37802/jamb.v4i1.399
https://doi.org/10.21632/perwira.4.1.13-35
https://doi.org/10.21632/perwira.4.1.13-35
https://doi.org/10.54443/ijebas.v3i4.1023
https://doi.org/10.54443/ijebas.v3i4.102
https://doi.org/10.3390/su14137909

