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to have a stronger relationship between electronic service
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1. INTRODUCTION

The use of electronic payment systems is increasingly penetrating daily life in the current
technological era, and this influences the financial habits and lifestyles of various
generations, especially Generations X, Millennials, and Z. As technology develops, it is
important for Digital Payment System service providers, such as DANA, to understand
how electronic service quality (E-Service Quality) influences people's financial habits.
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(Faddila, Hartelina, & Hersona, 2023; Kesuma, 2023; Lasmini, Budiarti, Fasyni, &
Zulvia, 2023).

As pioneers of digital technology, Generation X tends to have different
expectations and preferences for online services. Generation Meanwhile, Generation Z,
who grew up in an era of more sophisticated technology, prioritizes services that can
meet their needs. The aim of this research is to find out how the quality of electronic
services (E-Service Quality) in the DANA Digital Payment System influences the level of
user loyalty (E-Loyalty) among Generations X, Y, and Z. (Adhiim & Mabhir, 2021; Dewi &
Ramli, 2023). Factors such as system availability, compliance, responsiveness, and
compensation will be examined to determine how they impact the user's decision to
continue using DANA services. This analysis will provide deeper insight into how service
quality.(Duhita, 2018).

Electronic service quality can be defined as a measure of how well the service
provided meets customer expectations. This includes an evaluation of the expected
(Jimanto, Yohanes, Kunto, & Si, 2014; Taslim, 2015). The concept of e-service quality
also includes the difference between reality and customer expectations regarding the
services received, offered through online platforms, and provided by customers
themselves. (Nurina, Lenggogeni, & Verinita, 2023; Rahmawaty, Kartawinata, Akbar, &
Wijaksana, 2021). According to this research, the four main dimensions of e-wallet
service quality, such as GoPay, OVO, and DANA, are system availability, fulfillment,
responsiveness, and compensation. The term “system availability” refers to the state
when website operations run smoothly and are not interrupted. The delivery of goods and
services as expected and within the specified time is called fulfillment. The extent to
which a website addresses customer issues is defined as responsiveness. Compensation
is reimbursement or compensation for customer problems. (Khraiwish, Al-Gasawneh,
Joudeh, Nusairat, & Alabdi, 2022). E-loyalty refers to a customer's desire to make repeat
purchases or reuse a particular website (Hasyim & Ali, 2022; Taufiqurohman & Fadilla,
2022). This is the result of a profitable relationship between the e-commerce business
and the customer, which encourages Anderson and Srinivassan to make another
purchase (I Gst. Ngr. Jaya Agung Widagda, et al, 2022; Irawan & Nurlinda, 2023; Sherly
Eka Saputri & Karsono, 2022).

Benefits to businesses with loyal customers include increased long-term sales,
increased profitability, and positive recommendations from satisfied customers. Four
aspects of consumer loyalty are mentioned by Griffin (2010) and Mashuri (2020): repeat
purchases, cross-purchases of goods and services, providing recommendations to others,
and showing resilience to competitors(Noviani, 2023).

Generation At this point, technological advances such as personal computers
(PCs), video games, cable TV, and the internet began to occur. A group called Xennials,
born between 1975 and 1985, serves as a link between Generation X and Millennials.
Xennials show a more relaxed attitude towards technology, such as social media, and
prefer handwriting. They also pay attention to the balance between work and personal life
and retain memories of their past use of technology. The millennial generation, also
known as Generation Y, consists of people born from 1981 to 1996 who are familiar with
technology such as computers, video games, and smartphones. In 1993, the term
"Millennial Generation" was first used. This generation usually wuses instant
communication technology such as email, SMS, and instant messaging. They also often
experience quarter-life crises and play online games. Generation Z—those born between
1997 and 2012—is the generation after Millennials and is called the internet generation.
Generation Z is often referred to as the generation that is very connected to the internet,
carrying out various online activities with devices such as cellphones, PCs, and headsets.
They also have the ability to multitask with technology. (Fatin, 2019).
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Based on previous research, this research hypothesis model focuses on four
important dimensions: system availability, compliance, responsiveness, and
compensation; in addition, how each dimension relates to e-service quality.

This research will contribute to providing complete information and description
regarding service quality on customer loyalty for fund users in 3 different generations,
namely generation relates to this topic in more depth and can be a recommendation for
digital payment system service providers.

2. RESEARCH METHOD

This research uses a quantitative verification method with the help of the Smart PLS
application to evaluate the relationship between electronic service quality and e-loyalty
shown by DANA Digital Payment System users. This research verified the conceptual
model by involving 150 respondents selected based on DANA wuser criteria. The
verification process involved testing external weights, R-square, trustworthiness, and
validity, as well as the use of ana methods. This study also used multi-group analysis to
compare the results of generations electronic loyalty. This hypothesis is based on
previous research, which shows that service quality greatly influences customer loyalty.
(Marliyah, Ridwan, & Sari, 2021; Nasution, Fauzi, & Rini, 2019; Purwanto, 2022).
Hypothesis 1, E-Service Quality has a positive effect on E-Loyalty among DANA Digital
Payment System Users. Hypothesis la, E-Service Quality has a positive effect on E-
Loyalty among DANA Digital Payment System Users - Generation X. Hypothesis 1b, E-
Service Quality has a positive effect on E-Loyalty among DANA Digital Payment System
Users - Millennial Generation. Hypothesis 1c, E-Service Quality has a positive effect on
E-Loyalty among DANA Digital Payment System Users - Generation Z.

Mode Equation with: E-Loyalty is the level of user loyalty to the DANA Digital
Payment System. E—ServiceQuality is the quality of electronic services provided by the
DANA platform. B0 is the intercept constant (E-Loyalty value when E—-ServiceQuality=0).
B 1 is a regression coefficient that measures how much change in E-loyalty is caused by
a one unit change in E-Service Quality. € is random error or other factors that cannot be
explained by the model

3. RESULTS AND DISCUSSIONS

This study re-categorized 150 samples based on the respondent's type of work. The
results show a varied distribution, showing participation from various types of work,
such as teachers, private employees, civil servants, self-employed, etc. To produce
appropriate proportions, the categorization analysis was carried out again by considering
the ages used as sample categories based on generation. Of the 150 samples distributed,
fifty respondents came from each generation. The sample distribution results show
proportions that correspond to the characteristics of generations Z.
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Picture 3. . Distribution of Respondents-Employment Type

In the three groups (Complete, Generation X, Millennials, and Generation Z), the
Y1_11 indicator has an outer value of less than 0.5. The low outer values (0.589 in
Complete, 0.704 in Millennial Generation, and 0.255 in Generation Z) indicate that the
Y1_11 indicator has a low contribution in measuring the construct, according to the data
processing results. The outer loading values of the E-Loyalty and E-Service Quality
dimensions are different in each generation group after the data is deleted. After the data
is deleted, the results are as follows:

E-Loyalty Dimensions:

Generation X: There is a decline in several indicators such as X1_1, X1_10, and
Millennial Generation: Several indicators such as Y1_1, Y1_10, and Y1_12 have
decreased, but other indicators still have a good relationship with the E-Loyalty
dimension. Generation Z: There are variations in several indicators, such as Y1_2 and
Y1_8, but overall, the other indicators still show a significant relationship with the E-
Loyalty dimension.

Dimensions of E-Service Quality: Generation X: Indicators in the E-Service
Quality dimension, such as X1_2, X1_3, and Millennial Generation: Some indicators,
such as Y1_1 and Y1_8, have decreased, but other indicators still have a good
relationship with the E-Service Quality dimension. Generation Z: There are variations in
several indicators, such as Y1_2 and Y1_9, but overall, the other indicators still show a
significant relationship with the E-Service Quality dimension. Although some indicators
decreased as a result of data deletion, most indicators remained strongly correlated with
e-loyalty and service quality aspects in each generation. These results provide a more
accurate picture of the relationships between variables in this study, although this
decrease could be due to changes in participants' responses after the data was removed.
The results of the external addition analysis show that the indicators in the E-Loyalty
and E-SerQuality dimensions meet the validity criteria with a value of more than 0.5 in
the full group and all generation groups (Generation X, Millennials, and Generation Z).
(Tavakoli, 2013).

Table 1. Millennials and Generation Z. Construct Reliability and Validity Values

Complete Cronbach’s Rho_A Composite Average Veriance
Alpha Reliability Extracted (AVE)

E-loyalty 0979 0980 0981 0 825

E-Serqual 0990 0990 0991 0901

Gen-X Cronbach’s Rho_A Composite Average Veriance
Alpha Reliability Extracted (AVE)

E-loyalty 0971 0976 0975 0781

E-Serqual 0989 0989 0990 0 892

E-Milenial Cronbach’s Rho_A Composite Average Veriance
Alpha Reliability Extracted (AVE)
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E-loyalty 0985 0 986 0 986 0 867

E-Serqual 0990 0991 0991 0902

Gen-Z Cronbach’s Rho_A Composite Average Veriance
Alpha Reliability Extracted (AVE)

E-loyalty 0979 0977 0978 0 805

E-Serqual 0990 0991 0991 0 906

It can be concluded that the measurement tool used in this research has a good
level of reliability and validity based on the results of reliability and validity
measurements

Table 2. R-Square Value

Complete R Square R Square Adjust
E- Loyalty 0.856 0.855
Gen X R Square R Square Adjust
E- Loyalty 0.920 0.919
Milenial R Square R Square Adjust
E- Loyalty 0.884 0.882
Gen Z R Square R Square Adjust
E- Loyalty 0.754 0.749

R Square or Coefficient of Determination is used to measure the extent to which
the variability of the dependent variable can be explained by the independent variables in
the model. In general, high R Square values in each generation indicate that the research
model has a good ability to explain variations in E-Loyalty in each generation group.

Table 3. Path Coefficients Values
Standard

Original Sample Mean . T Statistics
Complate Deviation P Values
Sample (0) (M) (STDEV) (]O/STDEV)
E-SerQual_> E- 0.925 0.927 0.019 49.563 0.000
Loyality
Original Sample Mean Star}dgrd T Statistics
Gen X Sample (0) (M) Deviation (10/STDEV) P Values
P (STDEV)
E-SerQual > E- 0.959 0.957 0.024 40.412 0.000
Loyality
.. Standard . L.
Milenial Sgrﬁgllza(i)) Samp&\(/e”Mean Deviation (T OS /tgal‘]?)t]g:\z P Values
P (STDEV)
E-SerQual > E- 0.940 0.941 0.025 36.920 0.000
Loyality
.. Standard . L.
Gen Z SOrlgllnaé)) Samp&\(/e”Mean Deviation (T OS /tg?;tg:s) P Values
ampie (STDEV)
E-SerQual > E- 0.868 0.873 0.046 18.756 0.000

Loyality

Path coefficient, also known as path coefficient, shows how strong the relationship
is between the independent variable (e-service quality) and the dependent variable (e-
loyalty) (Indriastuti, Putri, Robiansyah, & Anwar, 2022; Juwaini et al., 2022;
Pradnyadewi & Giantari, 2022). The following is the path coefficient analysis for each
generation group: (a) Total Group: The path coefficient between E-Service Quality and E-
Loyalty is around 0.925 in the total group. This value shows that there is a strong
positive relationship between e-service quality and overall e-loyalty. (b) Gen X: The
relationship between electronic service quality and electronic loyalty in Generation (c)
Millennial Generation: In the Millennial Generation, the path ratio between e-service
quality and e-loyalty is around 0.940. This value shows a strong and positive relationship
between the two.
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Gen Z: In Generation Z, the path ratio between e-service quality and e-loyalty is
approximately 0.868, indicating a significant positive relationship between the two.This
result is highly statistically significant, as there is a p-value of almost zero (0.000) for
each generation group. Thus, there is strong evidence that e-service quality has a
significant positive effect on e-loyalty in each generation group.

This result is highly statistically significant, as there is a p-value of almost zero
(0.000) for each generation group. Thus, there is strong evidence that e-service quality
has a significant positive effect on e-loyalty in each generation group.

The path coefficient, also known as the path coefficient, shows how strong the
relationship is between the independent variable (e-service quality) and the dependent
variable (e-loyalty). The following is the path coefficient analysis for each generation
group: Total Group: The path coefficient between E-Service Quality and E-Loyalty is
around 0.925 in the total group. This value shows that there is a strong positive
relationship between e-service quality and overall e-loyalty.

Gen X: The relationship between electronic service quality and electronic loyalty in
GenerationMillennial. Generation: In the Millennial Generation, the path ratio between e-
service quality and e-loyalty is about 0.940. This value shows a strong and positive
relationship between the two.Gen Z: In Generation Z, the path ratio between e-service
quality and e-loyalty is approximately 0.868, indicating a significant positive relationship
between the two.This result is highly statistically significant, as there is a p-value of
almost zero (0.000) for each generation group. Thus, there is strong evidence that e-
service quality has a significant positive effect on e-loyalty in each generation
group.Comparative Analysis Between Generations.

In terms of the relationship between electronic service quality (E-Service Quality)
and electronic loyalty (E-Loyalty), the groups of generations X, Millennials, and Z can be
compared with each other. Here is a comparative analysis for this group:

Generation X: The path coefficient (0.959) shows a strong correlation between
Generation X e-loyalty and e-service quality. The statistical significance of this
relationship is indicated by the very low p-value (0.000).

Millennial Generation: The strong relationship between electronic service quality
and electronic loyalty in the Millennial Generation is shown by the path coefficient
(0.940). The very low p-value (0.000) indicates the statistical significance of this
relationship.

Gen Z: Path coefficient (0.868) shows a strong relationship between Generation Z's
e-loyalty and service quality. This relationship is still statistically significant with a low p-
value (0.000); This is despite the fact that the road coefficient value is slightly lower than
the previous generation.

Overall, all three generational groups show a strong positive relationship between
e-service quality and e-loyalty; Generation X has the highest path coefficient value,
indicating this relationship is the strongest among them. The millennial generation has a
slightly lower path coefficient value, but this relationship is still statistically significant.
Even though Generation Z has the lowest road coefficient value, this relationship is still
statistically significant. Regardless of differences between generations, success in
maintaining and improving the quality of e-services can have a positive impact on user
loyalty.

4. CONCLUSION

Previous research found that service quality influences customer loyalty. These findings
support previous findings and strengthen the idea that e-service quality is an important
factor in making customers loyal to digital payment services. Consequently, the findings
of this research not only increase understanding of the concepts of e-service quality and
e-loyalty but also provide strong empirical support for previous findings. Overall, all three
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generational groups show a strong positive relationship between e-service quality and e-
loyalty: Generation X has the highest road coefficient value, indicating this relationship is
the strongest among them; the millennial generation has slightly lower road coefficient
values, but this relationship is still statistically significant; and Generation Z has the
lowest road coefficient value, but it is still statistically significant. Success in maintaining
and improving the quality of electronic services, regardless of differences between
generations.

Developing a digital payment system, such as DANA, brings challenges and
opportunities that need to be considered. Here are some of the challenges and
opportunities that may be faced: The biggest challenge is maintaining transaction
security and protecting user data from the threat of hacking and fraud. User education
about digital security, how to use the app, and its benefits needs to be improved to
increase adoption. Opportunities: Financial Inclusion: Providing access to digital
payment systems can increase financial inclusion by touching market segments
previously unreached by traditional financial services. Transaction Efficiency: Digital
payments can increase transaction efficiency by reducing delays and administrative costs
associated with physical payments. Product Innovation: There are opportunities for
continued innovation in digital payment products and services, such as adding new
features, improving the user experience, and supporting the business ecosystem.
Focusing on a good user experience can increase user adoption and loyalty to digital
payment platforms. Digital payments can open up opportunities for market expansion
into regions or segments that were previously difficult to reach.By understanding these
challenges and exploiting these opportunities, digital payment service providers can
create more robust and highly competitive solutions.
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