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Abstract-The purpose of this research is to analyze the significance of the effect of e-service quality, price and e - promotion on e-customer satisfaction during Covid-19 pandemic in Malang City. The research method used is quantitative research methods, sampling techniques data by distributing questionnaires to 150 respondents using purposive sampling technique. Methods of data analysis using Validity and Reliability tests, Multiple Linear Regression, Statistical F Test and Statistical Test t. The results of the study with the F statistical test obtained that e-service quality, price and e - promotion simultaneously have a significant effect on e-customer satisfaction at Grabfood During pandemic. Meanwhile, through the t statistical test, it was obtained that e-service quality, price and e - promotion partially had a significant effect on e-customer satisfaction at Grabfood During pandemic.
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1. INTRODUCTION
During the Covid-19 pandemic, it required people to reduce outside activities and spend more time at home doing activities, including when buying online. The mobility of using smartphones is automatically higher than before the pandemic. In the current digital era, technological developments have also affected multi-sectors, one of which is in the trade industry sector which continues to grow in the online shop sector or online buying and selling which can be easily accessed through social media on the devices of sellers and buyers. (Vizano et al., 2021)
In the current era of globalization, trends and forces are towards service companies with a new set of consumer beliefs and marketing practices. According to Ahyar (2020) the application of marketing concepts, products and services in marketing must be the focus of company operational and planning activities to create synergies in efforts to carry out marketing activities. (Ahyar et al., 2020) Starting from the needs of people's lifestyles that affect their activities, such as the need for faster information and communication globally, this has led to competitive competition between companies to dominate the market. (Wibowo et al., 2021) Likewise with the competition for internet service provider companies that are increasingly rapidly developing technology and information. Technological developments have become easier because people can do anything from home. (Al-Nashmi & Almamary, 2017) This is what makes internet service providers play an important role. In addition, the large potential of human resources, especially the younger generation, will have a major influence on the national economy, one of which is the high number of transactions in the goods and services business sector, which are now increasingly easy to carry out. (Floren et al., 2020)
The importance of information technology in this era, especially during the Covid-19 pandemic, as it is currently being used by grab to form a consumer service using an application system that can be accessed via mobile phones. (Joshi & Garg, 2022) Applications that are used by consumers are specifically designed to get information about food or beverage prices and delivery service prices that are easy for consumers to operate. The Grabfood application menu contains food content that is being promoted and food recommendations that are closest to consumers. (Iranmanesh et al., 2021)
Grabfood as an online application that offers food and beverage delivery services is always innovating and developing to provide the best service for consumers. (Usman et al., 2021) By using smartphones and accessing the food feature in the Grabfood application , people can order food from restaurants that have collaborated with Grabfood , then orders and deliveries are made directly by Grab partners, so as to reduce direct contact with the crowd. (Purwanto et al., 2021)
Grab also made adjustments during the pandemic, such as drivers who had to obey the use of masks. In addition, there is information about keeping the distance that Grab does to each of its partners via broadcast messages. (Wibowo et al., 2021) The health protocol was also implemented by Grab during a pandemic, apart from always obeying wearing masks, drivers also always reminded them not to make direct contact. (Shah et al., 2021) What's more, Grabfood , when delivering food packages that consumers have ordered through the application, always provides information regarding vehicles that have been sterilized and body temperature checks that have been carried out by drivers. (Salehzadeh et al., 2021) This kind of service quality is one of the factors being carried out during a pandemic. In addition to other variables such as price and e-promotion which also influence and support this research, especially during the current Covid-19 pandemic. (Sthapit et al., 2021)
In the midst of increasingly fierce competition, Grabfood must know the needs and desires of consumers so that consumers still have the desire to make repurchasing decisions. One of them is that marketing management must be responsive to things that are considered important by consumers and strive to produce the best possible performance that can satisfy consumers. (Le, 2020) Consumer satisfaction is the level of consumer feelings when comparing what is received and what is expected. If the desire is in accordance with his expectations, a sense of satisfaction will arise. (Moussa, 2021)
Consumer satisfaction in service companies is determined by the quality of service desired by consumers , so that guarantees for service quality, price, and promotions are a top priority for every internet service provider company to be used as a benchmark for the company's competitive advantage. (Wallace et al., 2022) Research conducted by Ahyani (2021) with the title Effects of Ease of Use, Service Quality, Price, and Promotion on Customer Satisfaction (Study of Grabfood Customers in the Lowokwaru District community, Malang City) shows that ease of use, service quality, price, and promotion variables has a significant influence on customer satisfaction. (Ahyani et al., n.d.) Madadi (2021) with the title Effects of Service Quality, Price and Promotion on Traveloka Customer Satisfaction in Yogyakarta in this study shows positive significant results between the relationship of price, promotion and service variables with promotion and customer satisfaction variables being the main variables along with other variables such as price and service quality. (Madadi et al., 2021)
Grabfood services continue to develop significantly in the city of Malang due to changes in the concept of consumer behavior due to technological developments and especially during the pandemic which made us carry out activities at home. (Ahuvia et al., 2020) This causes the use of the internet to increase, including the mobility of using smartphones , which has begun to make it easier for consumers to meet their needs, one of which is food. Therefore the city of Malang is a case study in this research to find out the development of the grabfood application during the Covid-19 pandemic and its effect on the level of consumer satisfaction.
2. RESEARCH METHOD
This research uses quantitative research methods with explanatory research techniques , namely by analyzing the variables studied and their relationship with other variables. (Ahyar et al., 2020)  The research location was carried out in Malang City with data obtained by the questionnaire method on Grab-food consumers , totaling 52,569 customers from a total population of 874,890 people. This study used a non-probabilty sampling method to obtain a sample that complied with the criteria and found a total of 150 respondents using the slovin formula.
The method of data analysis was carried out after successful data collection was carried out then data tabulation was carried out based on variables and types of respondents so that initial hypothesis test calculations were able to be carried out. This study used quantitative methods by distributing questionnaires to some of the sample respondents and measuring the scale using a Likert. (Pongtiku et al., 2016)
The data obtained was tested for data quality using the SPSS application. The results of the processing that has been tested will be presented in tabular form. Furthermore, to analyze statistical data using the classical assumption test . Calculation of the validity and reliability of each instrument for each variable in the research conducted.
With this approach, researchers can capture existing phenomena and facts. In this study, researchers are directly involved as key informants, so that researchers plan, collect data, analyze and interpret, and make research reports. (Ahyar et al., 2020) This research was conducted at Malang City, sample is part of the number and characteristics which owned by population the. Sample which taken must representative or represent the population under study. (Ahyar et al., 2020) The population in this study is the general public all halal food consumers in Indonesia by sampling use technique accidental sampling. Sample taken by random with consider rule taking sample according to now in Sondakh rule of thumb is that the sample size must be more than 30 and less than 500 considered already sufficient for study. With consider protocol health, samples were taken by distributing online questionnaires with google forms . In addition, the distribution of questionnaires is carried out by taking into account the availability of time which there is.
The number of samples taken is 200 which is in accordance with Roscoe's opinion related to the number of research samples. The instrument used in this study was a questionnaire with a Likert scale type (assigning a value for each statement item ). the questionnaire is strongly agree = 5 points, agree = 4 points, neutral = 3 points, disagree = 2 points, strongly disagree = 1 point). Furthermore, validity and reliability tests are carried out to opinion the respondent.

Figure 1. Research Framework
3. RESULTS AND DISCUSSION
3.1 Research result
3.1.1 Validity test
Validity Test is used to indicate the level of reliability or validity of a measuring instrument in carrying out its functions. To obtain this data, the researcher conducted an initial deployment with 150 respondents. Then the following results were obtained:
Table 1. Validity Test Results
	NO
	r count
	r table
	Sig (2-tailed)
	Information

	E-Service Quality (X1)

	1
	0.451
	0.364
	0.012
	Valid

	2
	0.755
	0.364
	0.000
	Valid

	3
	0.731
	0.364
	0.000
	Valid

	4
	0.871
	0.364
	0.000
	Valid

	Price (X2)

	1
	0.678
	0.364
	0.000
	Valid

	2
	0.730
	0.364
	0.000
	Valid

	3
	0.745
	0.364
	0.000
	Valid

	4
	0.755
	0.364
	0.000
	Valid

	E-Promotion (X3)

	1
	0.620
	0.364
	0.000
	Valid

	2
	0.726
	0.364
	0.000
	Valid

	3
	0.783
	0.364
	0.000
	Valid

	4
	0.722
	0.364
	0.000
	Valid

	E-Customer Satisfaction (Y)

	1
	0.826
	0.364
	0.000
	Valid

	2
	0.781
	0.364
	0.000
	Valid

	3
	0.812
	0.364
	0.000
	Valid

	4
	0.781
	0.364
	0.000
	Valid


Based on these data it is known that each statement item has an rcount value greater than the rtable with a standard of 0.361. So based on these standards it shows that every statement in this study is worthy of being continued as research.
3.1.2 Reliability Test
A reliable instrument is an instrument that produces consistent calculation numbers that can be said to be reliable if the Cronbach Alpha value is at least 0.7 (Sarmanu, 2017, p. 9). The following is the test result of Reliability with 150 respondent data.
Table 2. Variable Reliability Test
	Variable
	Cronbach's Alpha
	Information

	E-Service Quality
	0.829
	Reliable

	Price
	0.832
	Reliable

	E-Promotion
	0.820
	Reliable

	E-Customer Satisfaction
	0.855
	Reliable


3.2 Classical Assumption Test Results
The classical assumption test is used as a regression equation method to see the appropriateness of the estimate and this model is declared good if it is free from classical assumptions. Where the classic test in this research uses the SPSS application with the following test results:
3.2.1 Normality test
The normality test is used to see whether there are confounding variables in the regression calculations and is carried out by measuring the probability figures from Jarque-Bera with the following calculations:
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Figure 2. Normality Test Results
Based on the results of the normality test in Figure 2, the Jarque-Bera value is 0.053. ie greater than 0.05. so it was concluded that all data in this study were normally distributed
3.2.2 Multicollinearity Test
The multicollinearity test is used to look at multico problems, done by looking at the magnitude of the correlation between independent variables using the Variance Inflation Factor (VIF) value
Table 3. Multicollinearity Test Results
	Variance Inflation Factors

	Date : 02/04/2021 Time 14.10

	Samples : 1 100

	Included Observations : 100

	Variables
	Coefficient Variance
	Uncentered VIF
	Centered VIF

	C
	0.032497
	1,656,582
	NA

	E-Service Quality
	0.002717
	1,687,816
	1,993,417

	Price
	0.005166
	3,055,702
	1,990,331

	E-Promotion
	0.004192
	1,904,519
	2,221,066


Table 3 shows the results of the Variance Inflation Factor (VIF) test on the Centered VIF table, each variable shows a VIF value <10, namely the e-service quality variable is 1.993, the price variable is 1.990, and the e-promotion variable is 2.221 so it can be concluded that no multicollinearity. So it can be concluded that the regression model does not have multicollinearity between the dependent variable and the independent variable and can be used in this study.
3.2.3 Heteroscedasticity Test
The heteroscedasticity test is used to see whether there is an inequality of variance in the regression model between the residuals in the regression model. In this study using the Glesjer test to see whether there is an inequality of variance between residual observations and other observations.
If the probability results have a significance value above the 5% confidence level, the probability results are said to be significant and identify no heteroscedasticity symptoms, but if the probability results are below 5%, then there are indications of heteroscedasticity symptoms. The following are the results of data processing using the Glesjer test :
Table 4. Heteroscedasticity Test Results
	Heteroskesdasticity Test: Glesjer

	F-statistics
	1.400432
	Prob. F (4.93)
	0.2398

	Obs*R-squared
	5.568223
	Prob. Chi-Square (4)
	0.2338

	Scaled explained SS
	5.133307
	Prob. Chi-Square (4)
	0.2739

	Test Equation :
	
	
	
	

	Dependent Variable : ARESID

	Method : Least Squares
	
	
	
	

	Date: 02/04/21 Time : 14:35

	Samples : 1 100
	
	
	
	

	Included observations : 100

	Variables
	coefficient
	Std. Error
	t-Statistc
	Prob.

	C
	0.171629
	0.104025
	1.649883
	0.1023

	E-Service Quality
	-0.031400
	0.030081
	-1.043835
	0.2992

	Price
	-0.016955
	0.041477
	-0.408787
	0.6836

	E-Promotion
	-0.036787
	0.037362
	-0.984623
	0.3273


Based on the results of table 4 above, it can be seen that the significance value for the e-service quality variable (X 1 ) is 0.299, the price variable (X 2 ) is 0.683, and the e-promotion variable (X 3 ) is 0.327. Because the level of significance of each variable is > 5%, it can be expressed in the regression model, namely homoscedasticity or there is no heteroscedasticity
3.3 Results of Hypothesis Testing
Hypothesis testing can be used as a measuring tool to see the effect of the independent variables on the dependent variable either partially or simultaneously while the hypothesis testing in this study uses SPSS with the following test results
3.3.1 Simultaneous Significance Test (F Test)
Simultaneous hypothesis testing was carried out to see the magnitude of the effect of the independent variables simultaneously on the dependent variable. The F statistical test shows whether the independent variable has a simultaneous effect on the dependent variable being tested with a significance level of 5% as follows
Table 6. F Test Results
	Dependent Variable: E-Customer Satisfaction

	Method : Least Squares
	
	
	
	

	Date: 02/04/21 Time: 15:00

	Samples : 1 100
	
	
	
	

	Included observations: 100

	Variables
	coefficient
	Std. Error
	t-Statistics
	Prob.

	C
	0.851277
	0.180269
	4.722265
	0.0000

	E-Service Quality
	0.122846
	0.052129
	2.356597
	0.0205

	Price
	0.188529
	0.071877
	2.622920
	0.0102

	E-Promotion
	0.348275
	0.064746
	5.379136
	0.0000

	R-squared
	0.733865
	Mean dependent var
	3.509587

	Adjusted R-squared
	0.722659
	SD dependent var
	0.084102

	SE of regression
	0.044291
	Akaike info criterion
	-3.347370

	Sum squared residue
	0.186360
	Schwarz criterion
	
	-3.217111

	Likelihood logs
	172.3685
	Hannan-Quinn criter.
	-3.294652

	F-statistics
	65.49030
	Durbin-Watson stat
	1.888859

	Prob(F-statistic)
	0.000000
	
	


Based on Table 6. above, the calculated F value obtained is 65.469 while the F table is 2.70, it can be seen that the calculated F value (65.469) > F table (2.70) and a significance value of 0.00 <0.05 and it can be concluded that H a 5 is accepted and H 0 5 is rejected. So, it can be said that the e-service quality, price, and e-promotion variables together have a significant effect on the e-customer satisfaction variable for grab-food consumers.
3.3.2 Individual Parameter Significance Test (t-test)
The t test is used to measure the effect of the independent variable on the dependent variable partially, namely to see the influence of the independent variable partially on the dependent variable which can be seen in the following table:
Table 7. T-test results
	Dependent Variable: E-Customer Satisfaction

	Method: Least Squares
	
	
	
	

	Date: 02/04/21 Time: 14:56

	Samples: 1 100
	
	
	
	

	Included observations: 100

	Variables
	coefficient
	std. Error
	t-Statistics
	Prob.

	C
	0.851277
	0.180269
	4.722265
	0.0000

	E-Service Quality
	0.122846
	0.052129
	2.356597
	0.0205

	Price
	0.188529
	0.071877
	2.622920
	0.0102

	E-Promotion
	0.348275
	0.064746
	5.379136
	0.0000

	R-squared
	0.733865
	Mean dependent var
	3.509587

	Adjusted R-squared
	0.722659
	SD dependent var
	0.084102

	SE of regression
	0.044291
	Akaike info criterion
	-3.347370

	Sum squared residue
	0.186360
	Schwarz criterion
	
	-3.217111

	Likelihood logs
	172.3685
	Hannan-Quinn criter.
	-3.294652

	F-statistics
	65.49030
	Durbin-Watson stat
	1.888859

	Prob(F-statistic)
	0.000000
	
	


3.3.3 Determination Coefficient Test (R 2 Test )
Testing the hypothesis The coefficient of determination (R 2 ) can measure the extent to which the model's ability to vary the independent variables, namely with a determinant value between zero and one. If R 2 is greater, then the percentage change in the independent variable (X) to the dependent variable (Y) is greater. Vice versa if R 2 is getting smaller, then the magnitude of the influence of the independent variable (X) on the dependent variable (Y) is getting smaller. (Ahyani et al., n.d.)
Table 8. R Test Results 2
	R-squared
	0.733865
	Mean dependent var
	3.509587

	Adjusted R-Square
	0.722659
	SD dependent var
	0.084102

	SE of regression
	0.044291
	Akaike info criterion
	-3.347370

	Sum squared residue
	0.186360
	Schwarz criterion
	-3.217111

	Log-likehood
	172.3685
	Hannan-Quinn Criter.
	-3.294652

	( F-statistics
	65.49030
	Durbin-Watson stat
	1.888859

	( Prob(F-statistic)
	0.000000
	
	


Table 8 above shows that the R Square is 0.722 or 72.2%. These results indicate that the independent variables, namely e-service quality, price, and e-promotion, can explain 72.2% of the dependent variable, namely e-customer satisfaction for grab-food consumers , while the remaining 27.8% (100% - 72.2%) is explained by other variables not included in this study, such as consumer behavior, competitor product prices, religiosity.
3.4 Results of Multiple Regression Analysis
Based on the results of the data test presented earlier , it will then be analyzed with SPSS software to determine the magnitude of the influence of e-service quality , price, and e-promotion variables on grab-food consumer e-customer satisfaction variables. The results of data management with SPSS can be seen in the table below
Table 9. Regression Analysis Results
	Dependent Variable: E-Customer Satisfaction

	Method: Least Squares
	
	
	
	

	Date: 02/04/21 Time: 15:52
	
	
	
	

	Samples: 1 100
	
	
	
	

	Included observations: 100
	
	
	
	

	Variables
	coefficient
	std. Error
	t-Statistics
	Prob.

	C
	0.851277
	0.180269
	4.722265
	0.0000

	E-Service Quality
	0.122846
	0.052129
	2.356597
	0.0205

	Price
	0.188529
	0.071877
	2.622920
	0.0102

	E-Promotion
	0.348275
	0.064746
	5.379136
	0.0000

	
	
	
	
	


1. Effect of e-service quality, price and e-promotion on e-customers satisfaction
Based on the results of this study it is known that the variables e-service quality , price and e-promotion grabfood services during the Covid-19 pandemic have a strong influence so that it can be interpreted H 1 accepted, which means that the variables of ease of use, service quality, price and promotion have a significant effect simultaneously on e-customer satisfaction . The results of this study are in accordance with research conducted by Satria (2019) which shows that the variables of ease of use, service quality, price and promotions are simultaneously significant with grabfood consumer satisfaction in Lowokwaru District. Another study conducted by Desya (2020) also shows that the variables Service Quality (X1), Price (X2) and Promotion (X3) simultaneously affect Customer Satisfaction (Y). Customer satisfaction occurs if the quality of service, price and promotions provided or carried out by the company are in accordance with the expectations that consumers want and the performance that has been felt.
2. Effect of e-service quality on e-customer satisfaction
Service quality is the key in the marketing mix to satisfy customer needs, namely by providing goods and services of the highest quality and fulfilling consumer desires where excellent service quality will increase consumer loyalty and satisfaction and vice versa.
The results of the study show that e-service quality has a strong and positive effect on e-customer satisfaction for grabfood services during the Covid-19 pandemic. H2 is accepted, e-service quality has a simultaneous effect on Grabfood e-customer satisfaction . This shows that the services provided by GrabFood greatly affect e-customer satisfaction , so it is necessary to pay attention to e-service quality . Services that are felt by consumers match or may exceed what is expected so as to create satisfaction for consumers. 
Therefore, strong e-service quality will stem the negative influence on Grabfood 's services so that consumers do not turn to competitors. Strong e-service will increase trust, confidence and preference for services such as Grabfood, if it is able to maintain and improve e-service quality it will be an opportunity for consumers to be proud . The results of this study are supported by Riani's research (2021) which states that there is an influence from Service Quality on Consumer Satisfaction of Coffee Toffee Post Shop Bogor. Based on the results of the research, the conclusion of the study is that if you want to increase customer satisfaction, service quality is one that must be improved.
3. Effect of price on e-customer satisfaction
Price as the main mix in marketing is the nominal that must be paid by consumers to obtain the goods and services needed where pricing will have a major effect on consumer satisfaction (Al-Nashmi & Almamary, 2017). The results showed that price had a significant effect on e-customer satisfaction for grabfood services during the Covid-19 pandemic. H 3 is accepted, price has a simultaneous effect on Grabfood e-customer satisfaction .
The price set by Grabfood affects consumer satisfaction, which has the right to assess the suitability of the price for the benefits of the goods and services offered. Therefore, Grabfood must be able to determine the right pricing strategy in order to obtain consumer satisfaction when using the service. Consumers not only compare the quality of service but also think about the worth of the price. The results of this study are relevant to the results of previous research conducted by Lenzun (2014) and Lumintang Intan Sintya, Joyce Lapian and Merlyn M. Karuntu (2018) which stated that price partially has a positive and significant influence on consumer satisfaction.
4. Effect of e-promotion on e-customer satisfaction
Promotion as the main marketing mix for companies in maintaining sales stability where E=Promotion is one of the efforts used in the digital era by offering products and services on a website and online application. The results of the study show that e-promotion has a significant effect on e-customers of grabfood services during the Covid-19 pandemic. H4 is accepted, e-promotion has a simultaneous effect on e-customer satisfaction Grabfood . This research is relevant to the results of previous research conducted by Rusmawati and Marlindawaty (2018) which stated that promotions partially affect consumer satisfaction.
4. CONCLUSION
It can be concluded that there is a simultaneous and partial strong and positive influence between e-service quality , price and e-promotion variables on e-sonsumer satisfaction of Grabfood services during the Covid-19 pandemic .Future research is expected to be able to examine other variables in the context of consumer satisfaction because customer satisfaction determines the stability of service provider companies to bind consumer loyalty to the products and services offered by the company.The problem in this study only uses a questionnaire and is specifically for Grabfood consumers who have ordered more than 3 times through the Grabfood application service during the Covid-19 pandemic.
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