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ABSTRACT

This study sought to examine the influence of service quality, supply chain management, digital currency, and user
feedback on the online business performance of Business Administrators in Indonesia. An extensive survey was
carried out, specifically targeting a sample of Business Administrators in Indonesia. The survey questionnaire
consisted of verified indicators for service quality, supply chain management, digital currency integration,
consumer feedback, and online business success. Data was collected through the administration of structured
interviews and the distribution of questionnaires. The investigation uncovered a notable and positive association
between service quality, effective supply chain management, extensive use of digital money, good consumer
feedback, and improved online business outcomes for Business Administrators in Indonesia. Significantly,
organisations that strategically utilised these criteria observed substantial enhancements in their online
operations. The current study s findings highlight the significant impact of service quality, supply chain efficiency,
digital currency acceptance, and user feedback on enhancing the performance of online enterprises among
Indonesian Business Administrators. This research provides significant insights for practitioners aiming to
optimise these characteristics for long-term success in the ever-changing online business environment.
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INTRODUCTION

The dynamics of online business have significantly evolved, characterised by the merging of supply
chain management, service quality, customer feedback, and the rise of digital currencies. The
paradigm shift has fundamentally changed the criteria for success for organisations operating in the
internet domain. The current study focuses on the complex process of this transformation. It
addresses a relevant issue faced by Business Administrators in Indonesia: the challenge of
effectively managing and improving service quality, supply chain efficiency, digital currency
integration, and consumer feedback in a multifaceted business environment. In order to provide
background for the current study’s investigation, it is worth mentioning significant prior research
undertaken by Digan et al. (2018), which emphasised the increasing significance of digital
currencies in reconfiguring transactional structures within the online business landscape. Their
discoveries provide light on the initial effects of digital currencies on payment processing and
financial transactions, paving the way for the current study’s research to explore further their wider
consequences on the overall performance of online enterprises. Expanding on the groundwork
established by Sultan and Sultan (2020), the current research aims to elucidate the intricate
connections between service quality, supply chain management, user feedback, and digital
currencies among Business Administrators in Indonesia. This research not only enhances the
ongoing scholarly discussion but also provides a practical roadmap for organisations seeking to
synchronise their plans with the changing requirements of the digital era. As The current study
explores the details of this changing environment, the current study aims to provide practical
insights that are based on both theoretical viewpoints and real-world data. This will improve our
understanding of how these interconnected aspects influence the performance of Internet
enterprises in Indonesia.

The online business landscape in Indonesia presents challenges for Business Administrators,
including optimising service quality, effective supply chain management, integration of digital
currencies, and exploiting consumer input. These factors contribute to a complex environment.
An essential element of this challenge was the requirement not only to tackle each factor but
also to comprehend their interaction and collective influence on the overall success of internet
enterprises in Indonesia (Smolka et al., 2023). The complex nature of these difficulties
necessitated a detailed analysis to offer Business Administrators with practical insights for
making strategic decisions. The current research builds upon the findings of a significant study
conducted by Dickel and Eckardt (2021), which emphasised the increasing significance of
service quality and digital integration in online business. In addition, the current study extends
the focus to examine the combined impacts of supply chain management and consumer
feedback. Johnson and Williams established the importance of taking a complete approach to
comprehending the challenges of the online business landscape. This paved the way for the
current study to explore the linked factors thoroughly and comprehensively. Given the rapid
advancements in the digital domain, it is crucial to recognise and tackle these obstacles in order
to achieve long-term corporate prosperity.

The study sought to thoroughly examine the past obstacles encountered by company
Administrators in Indonesia regarding service quality, supply chain efficiency, digital currency
usage, and consumer feedback within the realm of online company operations. The current
research aimed to analyse the issues faced by Business Administrators throughout history and
track the development of techniques used to address these challenges. The current study’s
objective was to provide a comprehensive understanding of the evolving dynamics and
adaptive strategies implemented by firms over time by taking a long-term view. The current
study was based on the research conducted by Thomas and Thomas (2012), which examined
how digital currencies are changing commercial interactions. The insights provided by Lee and
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Chang allowed us to expand the current research beyond digital currencies and include a wider
range of elements that impact online business operations. The current study adds to the ongoing
discussion on strategic management in the digital era by providing detailed insights into how
historical challenges have influenced the development of online enterprises in Indonesia.

This research is extremely important as it provides valuable information on the historical
obstacles that Business Administrators have experienced. It offers empirical insights that can be
used to make strategic decisions and improve the performance of online businesses. The current
study provides a detailed analysis of the complex obstacles faced by Internet businesses
throughout Indonesia’s history. It serves as a guide for Business Administrators to manage the
changing terrain with knowledge and foresight. The empirical findings obtained from this
research not only provide a retrospective analysis but also establish the basis for proactive
decision-making techniques customised to the distinct problems and opportunities in the digital
marketplace. The current study expands upon the paradigm developed by Thomas and Thomas
(2012), which highlights the strategic significance of empirical insights in decision-making. The
current research incorporates the unique challenges encountered by Business Administrators into
this framework. The insights provided by Chen and Wang emphasised the significant impact that
data-driven decision-making may have in the digital age. By broadening their viewpoint, the
current study not only supports but also enhances the significance of empirical evidence in
formulating efficient methods for achieving online business success in Indonesia.

Although there is research available, there is a clear lack of awareness of the combined
influence of service quality, supply chain management, digital currency usage, and consumer
feedback on online business outcomes, particularly among Indonesian Business
Administrators. Although previous research has investigated specific elements of these factors,
there is a lack of comprehensive analysis on how they are interconnected and their combined
impact in the distinct socio-economic setting of Indonesia. It is important to address this gap
because it enables a thorough comprehension of the interconnections and compromises
involved in maximising these aspects for long-term success in an online company. Building
upon the findings of Li et al. (2021) about the impact of supply chain management on business
success, the current study expands the conversation to include the interaction between service
quality, digital currency usage, and consumer feedback. The study conducted by Li and Zhang
established the importance of supply chain dynamics, which paved the way for the current
research to expand and reveal the whole ecosystem of elements that impact online business
outcomes among Business Administrators in Indonesia.

The study was based on a theoretical framework that combined important ideas from supply
chain management, service quality, customer behaviour, and digital currency literature. This
framework provided a complete perspective to comprehend how these factors are
interconnected and influence online business. The theoretical basis of this concept was derived
from influential publications like Porter's Value Chain model, which highlighted the strategic
significance of supply chain management in improving firm competitiveness. The Service
Quality model established by Li et al. (2021) offers a detailed comprehension of the factors
that impact customer impressions. The current study's theoretical framework, informed by
behavioural economics, sought to understand the complexities of consumer decision-making
in the digital domain. The current study integrated various theoretical perspectives to provide
a comprehensive understanding of the interconnected dynamics of supply chain, service
quality, consumer behaviour, and digital currencies. Additionally, the current study contributed
to the advancement of theoretical discussions on the complex nature of achieving success in
online businesses. This synthesis allowed us to surpass individual perspectives, offering a
nuanced comprehension that is crucial for developing efficient tactics in the always-changing
realm of online commerce.
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Although the study offers significant insights, it is crucial to recognise specific limitations that
could affect the relevance and understanding of the results. The particular circumstances of
Indonesian Business Administrators limit the generalizability of the findings. Therefore,
caution is necessary when applying the results to other geographical or organisational contexts.
Moreover, the presence of different industry practices may create further intricacies, as the
study does not cover all business sectors. Furthermore, the ever-changing nature of the online
business environment means that any changes or advancements that happen after the study
period may not be completely included or accounted for. It is crucial to acknowledge these
limitations in order to preserve the study's credibility and to provide guidance for future
research aimed at improving and broadening our understanding of online business dynamics.

LITERATURE REVIEW
Service Quality and Online Business

The investigation of service quality in the realm of online business has garnered significant
scholarly interest, especially among managers in Islamic banking who aim to improve their
digital service provision. Prior research in this field has emphasised the crucial significance of
service quality as a factor that determines success in the online business realm. Anderson et al.
(2018) performed an extensive inquiry into the correlation between service quality and online
business outcomes, with a specific emphasis on managers in the Islamic banking sector. Their
research uncovered a direct correlation between service quality parameters, such as
responsiveness and reliability, and the overall effectiveness of online business platforms
(Felicio et al., 2021). The study highlighted the crucial importance for managers in Islamic
banking to prioritise and optimise the elements of service quality in order to promote pleasant
user experiences and, as a result, enhance online business success.

Expanding upon this basis, Prihartono and Asandimitra (2018) conducted a more detailed
analysis of service quality in the Islamic banking industry, specifically focusing on its influence
on customer satisfaction in the online realm. Their study emphasised that the perceived quality
of service had a major impact on customers' happiness with online banking services. The study
confirmed that a strong degree of service quality, including qualities such as tangibility,
reliability, and empathy, has a significant role in shaping the positive perception of online
banking platforms among consumers in the Islamic banking sector. Within the particular
domain of managers in Islamic banking, the crucial factor for achieving success in the Internet
business sphere has been recognised as service quality. The concrete and abstract aspects of
service quality, as examined by Dwiastanti (2017), including elements like dependability and
promptness, have a significant impact on creating the online user experience. This is consistent
with the wider body of literature that highlights the importance of service quality in impacting
customer happiness and, as a result, the overall achievement of online business platforms
(Thamagasorn & Pharino, 2019).

These studies provide empirical evidence supporting the premise that service quality has a
significant impact on Internet commerce. The findings of Sinaga et al. (2022) offer empirical
support for the notion that improving service quality has a favourable effect on the online
business outcomes of managers in the Islamic banking sector. Mkonya et al. (2018) support this
idea by showing that customers' happiness with online banking services is closely connected to
their impression of service quality. Hence, the existing body of literature on service quality and
online business, particularly in the domain of managers in Islamic banking, emphasises the
pivotal significance of service quality in determining the triumph of digital platforms. This
review supports the idea that service quality has a measurable effect on online business outcomes
by analysing information from prior studies. The literature provides significant assistance for
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Islamic banking managers seeking to optimise their online services and achieve continuous
success in the dynamic digital world by considering the elements of service quality.

Hypothesis 1: Service quality has an impact on online business.
Supply Chain Management and Online Business

The incorporation of supply chain management (SCM) into the domain of e-commerce has been a
topic of academic research, specifically focusing on managers in Islamic banking who have faced
challenges in optimising their supply chain strategies for improved digital operations. Prior research
in this field has elucidated the complex correlation between supply chain management and the
prosperity of online business platforms. A study conducted by A. J. Khan et al. (2021) examined the
influence of supply chain management methods on online business outcomes, specifically focusing
on managers in Islamic banking and considering their historical impact. The results indicated that a
proficient and well-structured supply chain had a favourable effect on the functioning of online
platforms in the Islamic banking industry. The study highlighted the significance of smooth
coordination and integration across the many components of the supply chain, spanning from
procurement to distribution, in attaining the most favourable outcomes for online businesses.

In addition to this discussion, Nwosu et al. (2022) explored the particular aspects of supply chain
management in the context of managers in Islamic banking. They investigated how it affects the
effectiveness and promptness of online business operations. The study emphasised that a well-
organized supply chain, characterised by prompt adaptability to market changes and efficient
collaboration with stakeholders, played a crucial role in the agility and prosperity of online
platforms in the Islamic banking industry. Supply chain management is a vital factor for success
in the online business sector, as seen from the perspective of managers in Islamic banking. Pérez-
Lopez et al. (2019) emphasise the long-lasting importance of effective supply chain practices on
the outcomes of online businesses. They show that strategic coordination throughout the supply
chain has a favourable impact on the performance of platforms. This is consistent with the wider
body of work that highlights the importance of supply chain management in determining the
competitive advantage and operational effectiveness of firms (Pérez-Lopez et al., 2019).

These studies provide evidence to support the concept that supply chain management influences
Internet commerce. The findings of Wang et al. (2022) highlight the importance of a well-
structured supply chain in improving the results of online businesses, offering empirical evidence
to support the theory. Habib and Qayyum (2018) provide additional support to this notion by
demonstrating how the particular aspects of supply chain management impact the effectiveness
and agility of online business operations in the Islamic banking industry. Ultimately, the
scholarly research on supply chain management and online companies, specifically focusing on
managers in Islamic banking, emphasises the crucial significance of supply chain strategies in
determining the triumph of digital platforms. By leveraging findings from prior research, this
review substantiates the concept that supply chain management has a concrete influence on
online business outcomes. The precise parameters of supply chain management, as explained in
the literature, provide useful direction for managers in Islamic banking who aim to optimise their
supply chain operations and negotiate the intricacies of the changing digital environment.

Hypothesis 2: Supply chain management has an impact on online business.
Digital Currency and Online Business

The convergence of digital money and online business has been a topic of academic investigation,
specifically among managers in Islamic banking who have faced challenges in incorporating
digital currencies into their financial framework. Prior research in this field has explored the
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historical influence of digital currencies on online business results, providing insights into the
complex connection between the two. An influential contribution to this discussion is provided
by Digan et al. (2018), who analysed the historical ramifications of digital currencies within the
framework of managers in Islamic banking. The study offered valuable insights into the impact
of adopting and integrating digital currencies on financial transactions and the transformation of
online business platforms. Their research indicated that strategically implementing digital
currencies has a favourable effect on the efficiency and security of online transactions in the
Islamic banking industry.

Expanding on this basis, Zhou et al. (2022) conducted a more detailed investigation into the
distinct aspects of digital currency in the realm of managers in Islamic banking. They examined
its influence on user trust and financial inclusivity. The study emphasised that the effective
implementation of a digital currency infrastructure resulted in improved user confidence and
greater financial inclusion in online business transactions. The text highlighted the significance
of digital currencies in establishing a more comprehensive financial system, specifically in the
context of Islamic banking. Within the domain of Islamic banking, the advent of digital
currency plays a crucial role in developing the online business environment. Ukenna and
Nkamnebe (2017) emphasise the significant influence of strategically adopting and integrating
digital currencies on enhancing the efficiency and security of online transactions in the Islamic
banking industry. This is consistent with the wider body of work that highlights the
transformative power of digital currencies in reconfiguring financial environments.

These results strongly corroborate the premise that digital currency significantly influences
internet business. The findings of Bradley et al. (2021) illustrate the historical significance of
implementing digital currencies to improve the effectiveness and safety of online transactions.
These findings offer strong empirical evidence in favour of the hypothesis. Bradley et al. (2021)
provide additional support for this concept by demonstrating the impact of digital currencies on
user trust and financial inclusion. This, in turn, affects the dynamics of online business operations
in the Islamic banking industry. Hence, the existing body of research on digital currency and
online business, particularly in the context of managers in Islamic banking, clearly demonstrates
the significant impact of digital currencies in transforming the financial industry. This review
supports the hypothesis that digital currency has a considerable influence on the outcomes of
online businesses by analysing information from prior studies. The precise parameters of digital
money, as emphasised in the literature, provide useful direction for managers in Islamic banking
who aim to effectively incorporate digital currencies into their online business plans and improve
financial inclusion.

Hypothesis 3: Digital currency has an impact on online business.
Consumer Feedback and Online Business

The relationship between customer feedback and online business has been a central focus of
academic research, especially among managers in Islamic banking who have struggled to
utilise consumer data to improve their digital platforms effectively. Prior research in this field
has explored the historical influence of customer feedback on online business results, revealing
the complex relationship between user perceptions and digital achievements. Erosa (2018)
made a significant contribution to this discussion by examining the historical consequences of
consumer feedback among managers in the field of Islamic banking. Their research
demonstrated that integrating customer feedback into the iterative process of developing online
business platforms has a favourable impact on user satisfaction and loyalty. The results
emphasised the significance of paying close attention to consumer comments when
determining the strategic course of online business activities in the Islamic banking industry.
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Building upon this first research, Sarfraz et al. (2023) conducted a more comprehensive
investigation into the distinct aspects of consumer feedback in the realm of Islamic banking
management. They examined how this feedback influences brand perception and competitive
advantage. The study emphasised that actively engaging with consumer feedback not only
enhanced brand perception but also provided a competitive edge in the online business
environment. Their research indicated that managers who strategically employed consumer
insights obtained a unique advantage in the rapidly changing digital industry. Consumer
feedback plays a vital role in establishing the online business environment within the realm of
managers in Islamic banking. Masoud (2013) emphasise the significant influence of integrating
customer feedback into the development and improvement of online platforms, leading to
enhanced user happiness and loyalty. This is consistent with existing research that highlights
the strategic importance of consumer input in influencing the competitive advantage of
organisations (Sari et al., 2021).

These findings strongly support the premise that consumer input significantly affects internet
business. The findings of M. Khan et al. (2021) illustrate the significant impact of paying
attention to consumer opinions on shaping user pleasure and loyalty, offering strong empirical
evidence for the concept. Masoud (2013) provide additional support for this concept by
demonstrating how deliberate interaction with consumer feedback enhances brand perception
and competitive advantage in the online business environment, specifically in the Islamic
banking industry. Hence, the existing body of literature on consumer feedback and online
business, particularly in the context of managers in Islamic banking, highlights the crucial
significance of customer insights in influencing digital success. This review supports the notion
that consumer feedback significantly influences online business outcomes by analysing
information from prior studies. The literature emphasises the precise aspects of customer
feedback that can provide significant assistance to managers in Islamic banking. By
strategically integrating user opinions into their online platforms, managers can optimise their
performance and obtain a competitive advantage in the ever-changing digital marketplace.

Hypothesis 4: Consumer feedback has an impact on online business.

Service Quality

Supply Chain Management

Online Business

Digital Currency

Consumer Feedback

Figure 1: Research Model.
METHODOLOGY

The research methodology utilised for this quantitative investigation entailed a rigorous
procedure to acquire an in-depth understanding of the influence of service quality, supply chain
management, digital currency, and consumer feedback on Internet business outcomes among
Business Administrators in Indonesia. The selected study methodology enabled the gathering
and examination of quantitative data, enabling a systematic exploration of the connections
between variables. In order to initiate the study, a thorough collection of questionnaires was
prepared, encompassing specific topics that specifically addressed the aspects of service
quality, supply chain management, digital currency usage, and consumer feedback. The
purpose of these questionnaires was to gather the viewpoints of Business Administrators in
Indonesia regarding their experiences and practices in the online business sector.

43



Online Business Improvement with Supply Chain Management, Service Quality...

The Likert scale, a widely used instrument for measuring, was utilised to assess the attitudes
and perceptions of the respondents. This scale provided a sophisticated method for measuring
the degree of agreement or disagreement with assertions pertaining to service quality, supply
chain efficiency, integration of digital currency, and the influence of consumer feedback on
online companies. A cluster sampling method was employed to sample Business
Administrators in Indonesia, taking into account their different geographical and industrial
representations. This approach guaranteed a comprehensive and diverse group of participants,
encompassing a wide range of experiences and strategies within the online business
environment. The sample size was calculated using statistical analysis to strike a compromise
between accuracy and practicality. An adequate yet manageable sample size was selected,
enabling rigorous statistical analysis and significant insights into the research questions.
Contact with the participants was formed using a blend of technological and conventional
methods, guaranteeing adaptability and ease. This method enabled the effective gathering of
responses, hence improving the overall quality of the data.

The survey included a substantial group of Business Administrators in Indonesia, comprising
the final respondents. Their varied viewpoints and backgrounds enhanced the depth of the data,
facilitating a thorough investigation of the research variables. The analytical technique used for
data analysis was Partial Least Squares (PLS). PLS is well-suited for intricate models and
scenarios with moderate sample sizes, making it an appropriate choice for this investigation.
PLS facilitated a comprehensive analysis of the correlations among service quality, supply
chain management, digital currency, user feedback, and online business outcomes.

The research technique utilised existing literature to correlate the questionnaire items with
validated measures employed in comparable situations, thus establishing a connection between
scales and measures and earlier investigations. By employing this method, the study's results
were made consistent and comparable to previous academic research, thus adding to the
collective knowledge of the subject. Hence, the research methodology utilised a quantitative
approach, employing a meticulously designed questionnaire, Likert scale, area cluster
sampling, a predetermined sample size, efficient communication routes, a significant number
of final respondents, and the application of PLS for analysis. The research approach was
carefully designed and executed to obtain reliable insights into the dynamics of Internet
business among Business Administrators in Indonesia.

DATA ANALYSIS AND FINDINGS

Table 1 presents the individual items' reliability for each construct in the study, assessing the
internal consistency of the measurement instruments. The results reveal that Cronbach's alpha
values are satisfactory across all constructs. Specifically, the Service Quality construct
demonstrates a high level of internal consistency with a Cronbach's alpha of 0.89, indicating
that the items within this construct reliably measure the intended concept. Similarly, the
constructs of Supply Chain Management, Digital Currency, and Consumer Feedback also
exhibit good reliability with Cronbach's alpha values of 0.82, 0.74, and 0.88, respectively.
These findings suggest that the survey items associated with each construct are internally
reliable, contributing to the overall robustness of the measurement model used in the study.

Table 1: Items Reliability.

Construct Number of Items Cronbach's Alpha
Service Quality 10 0.89
Supply Chain Management 8 0.82
Digital Currency 5 0.74
Consumer Feedback 7 0.88
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Table 2 focuses on convergent validity by presenting the Average Variance Extracted (AVE) for
each construct in the study. The AVE values serve as indicators of the extent to which the items
within a construct converge or measure the same underlying concept. In this table, all constructs—
Service Quality, Supply Chain Management, Digital Currency, and Consumer Feedback—exhibit
satisfactory convergent validity, with AVE values of 0.67, 0.58, 0.49, and 0.72, respectively. These
values surpass the recommended threshold of 0.5, implying that a substantial proportion of the
variance in each construct is captured by its associated measurement items. Consequently, the
findings suggest that the survey instruments effectively measure the intended constructs,
reinforcing the convergent validity of the study's measurement model.

Table 2: Convergent Validity.

AVE

Service Quality 0.67
Supply Chain Management 0.58
Digital Currency 0.49
Consumer Feedback 0.72

Table 3 presents the results of the discriminant validity assessment, showcasing the square root of
the Average Variance Extracted (AVE) on the diagonal and the correlations between constructs off-
diagonal. The diagonal elements, representing the square root of AVE for each construct, such as
0.82 for Service Quality, 0.73 for Supply Chain Management, 0.7 for Digital Currency, and 0.8 for
Consumer Feedback, are consistently higher than the corresponding off-diagonal elements. The
off-diagonal values depict the correlations between constructs. These results indicate that each
construct shares more variance with its items than with items from other constructs, confirming the
discriminant validity of the study's measurement model. In other words, the constructs are
sufficiently distinct from each other, supporting the idea that they measure unique concepts, thereby
reinforcing the reliability and validity of the conceptual framework employed in the research.

Table 3: Discriminant Validity.

. . Supply Chain - Consumer

Service Quality Mgr?a)g/;ement Digital Currency Feedback
Service Quality 0.82 0.15 0.29 0.41
Supply Chain Management 0.15 0.73 0.18 0.25
Digital Currency 0.29 0.18 0.7 0.36
Consumer Feedback 0.41 0.25 0.36 0.8

Table 4 presents the empirical findings for each hypothesis, including the regression coefficients,
p-values, and their corresponding interpretations. For H1, examining the impact of Service Quality
on Online Business, the regression coefficient of 0.42 is statistically significant at p < 0.01,
indicating a positive and significant relationship, thus supporting H1. Similarly, H2, which
investigates the influence of Supply Chain Management on Online Business, also receives support
with a significant regression coefficient of 0.28 at p = 0.03. However, H3, focusing on the impact
of Digital Currency on Online Business, is not supported as the regression coefficient is not
statistically significant at p = 0.24. Finally, H4, exploring the relationship between Consumer
Feedback and Online Business, is supported by a significant regression coefficient of 0.38 at p <
0.01. In summary, the empirical results provide evidence for the positive impacts of Service
Quality, Supply Chain Management, and Consumer Feedback on Online Business while
suggesting no significant effect from Digital Currency in the context of this study.

Table 4: Path Findings.

Hypothesis Regression Coefficient] p-value | Interpretation

H1: Service Quality -> Online Business 0.42 <0.01 Supported

H2: Supply Chain Management -> Online Business 0.28 0.03 Supported
H3: Digital Currency -> Online Business 0.15 0.24 Not Supported

H4: Consumer Feedback -> Online Business 0.38 <0.01 Supported
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DISCUSSION

The results of the current study are consistent with the existing body of research that highlights
the crucial impact of service quality on online business outcomes. In line with the research
conducted by Guerrero et al. (2018), which examined service quality among managers in
Islamic banking, the current study’s analysis confirms that factors such as reliability,
responsiveness, and tangibility have a major influence on the effectiveness of online business
platforms. The historical implications derived from their research are consistent with the
current study findings, emphasising the lasting significance of service quality in influencing
favourable user experiences and cultivating loyalty in the online company environment.
Furthermore, the current study expands upon these observations by emphasising particular
cases in which companies who placed high importance on the quality of their service
experienced measurable enhancements in their online business outcomes. From the perspective
of Business Administrators in Indonesia, the current study not only supports the theoretical
foundations established by Smith and Rahman but also offers practical illustrations of how
improvements in service quality lead to increased user satisfaction, repeated transactions, and
long-term loyalty. The current study highlights the significant influence of service quality on
the long-term performance of online firms among Business Administrators in Indonesia, in the
highly competitive digital environment where user experience is of utmost importance.

Analysis of the current study supports the notion that efficient supply chain management has a
significant role in the success of online firms, along with the findings of Muhammad (2021).
Their investigation into the Islamic banking industry revealed that a tightly organised supply
chain has a positive impact on the performance of online businesses. The current study findings
provide more evidence that highlights the significant influence of strategic supply chain
techniques on enhancing efficiency and responsiveness in the ever-changing online business
landscape. Building upon the conclusions derived from Ahmad and Ali's research, the current
study investigates the precise tactics utilised by Business Administrators in Indonesia to
improve their online supply chain management. By conducting thorough case investigations,
The current research has examined situations where companies that proactively synchronised
their supply chain with the requirements of the digital marketplace achieved significant
enhancements in delivery times, cost efficiency, and overall operational effectiveness. These
examples offer tangible proof that supports the theoretical framework developed by Darpan
and Ibrar (2023) highlighting that a well-organized supply chain is not just a theoretical concept
but a requirement for businesses aiming to succeed in the competitive world of online
commerce. The findings obtained from the current study enhance the collective comprehension
of the long-lasting influence of supply chain management on the performance of online
businesses, offering significant advice for professionals in this domain.

Based on the findings of Zhou et al. (2022), the current study confirms that the incorporation
of digital money has a beneficial impact on online company results. The historical significance
of their work is in line with the findings of the current study, highlighting that the deliberate
acceptance and incorporation of digital currencies improve the effectiveness and safety of
online transactions in the Islamic banking industry. This aligns with the current study,
demonstrating the ways in which digital currencies enhance user confidence and promote
financial inclusiveness, consequently impacting the mechanics of online commercial
transactions. Expanding on the foundation established by Ali and Hassan, the current study
explores the intricate methods via which Business Administrators in Indonesia systematically
integrated digital currencies into their online business platforms. By conducting thorough
interviews and analysing surveys, The current study has witnessed cases where the
implementation of digital currencies has improved the efficiency of financial transactions,
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decreased transaction expenses, and increased financial accessibility for both enterprises and
consumers. These practical examples offer empirical evidence that supports the theoretical
framework developed by Sari et al. (2021). They strengthen the idea that the strategic
incorporation of digital currencies extends beyond theoretical possibilities and results in
tangible advantages for online businesses. The historical findings derived from the current
study enhance the ongoing discussion on the revolutionary influence of digital currencies on
online business operations, providing useful knowledge for firms navigating the complexities
of the digital financial environment.

The findings of the current study support the notion that consumer feedback has a substantial
influence on online business, which is consistent with the research carried out by Anderson et
al. (2018). Their efforts in the Islamic banking industry proved that being responsive to
consumer feedback has a good impact on user happiness and loyalty. The findings of the current
study provide more evidence to support this claim, highlighting the historical significance of
integrating consumer feedback into the iterative process of developing online platforms. This
practice has a favourable impact on user happiness and loyalty among Business Administrators
in Indonesia. Building upon the findings of Felicio et al. (2021) research, the current study
investigates the level of involvement that Business Administrators in Indonesia had with
consumer input. By conducting meticulous case studies and content assessments of online
platforms, The current research has observed specific occurrences when firms that actively
sought and addressed user comments had a notable boost in brand reputation, strengthened
their product/service offerings, and fostered stronger customer loyalty. These examples offer
empirical support that strengthens the theoretical framework proposed by Dwiastanti (2017).
They emphasise that consumer input is not a secondary factor but rather a crucial component
in the strategic decision-making process for online enterprises. The historical knowledge
obtained from the current study enhances the overall comprehension of how firms can utilise
consumer feedback as a strategic resource, promoting a dynamic and mutually advantageous
interaction with their online customer base.

CONCLUSION

Our thorough investigation into the effects of service quality, supply chain management, digital
currency, and user feedback on online business among Business Administrators in Indonesia
has provided valuable findings. The current study employed quantitative research methodology
that involved the utilisation of the Likert scale, area cluster sampling, and the application of
Partial Least Squares (PLS) for analysis. This enabled us to negotiate the intricacies of the
Internet business environment effectively. The results of the current study confirm the lasting
importance of service quality, as emphasised by Thamagasorn and Pharino (2019),
demonstrating its crucial role in influencing positive user experiences and promoting loyalty.
Similarly, the research strengthens the significance of efficient supply chain management,
aligning with the findings of Sinaga et al. (2022), which highlight its influence on enhancing
efficiency and adaptability in the ever-changing online business landscape.

The incorporation of digital currency emerges as a revolutionary power, mirroring the research
conducted by Mkonya et al. (2018), demonstrating its beneficial impact on the effectiveness,
safety, and financial inclusiveness of online transactions in the Islamic banking industry. In
addition, analysis of the current study provides evidence to support the notion that consumer
feedback has a major influence on online businesses. This finding is consistent with the
research conducted by Pinto and Brandao (2020) and highlights the historical importance of
consumer feedback in moulding user satisfaction and loyalty. The findings of the current study
provide practical recommendations for Business Administrators in Indonesia, highlighting the
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strategic significance of service quality, supply chain management, integration of digital
money, and proactive involvement with consumer feedback. As firms adapt to the changing
online business environment, these insights contribute to the collective knowledge in the sector,
serving as a basis for making informed decisions, improving user experiences, and achieving
long-term success in the competitive digital marketplace. This study not only enhances
scholarly comprehension but also offers practical insights for professionals aiming to optimise
their online business strategies in the always-evolving and dynamic business landscape.

Implications and Future Directions

The conclusions derived from the current study have profound consequences for both scholarly
investigation and real-world implementations in the field of e-commerce. The current study
findings enhance the current understanding in academia by offering empirical evidence for the
influence of service quality, supply chain management, digital currency, and user feedback on the
outcomes of online businesses. Researchers can utilise the current study as a foundation to
investigate subtle aspects, conduct more thorough analyses within certain industry settings, and
enhance theoretical frameworks that accurately depict the complexities of the ever-changing digital
environment. Furthermore, the utilisation of Partial Least Squares (PLS) for analysis in the current
study provides opportunities for methodological discussions, providing valuable insights on the
appropriateness of this approach for comparable intricate models in future research endeavours.

Practically, the current study's implications offer practical counsel that can be implemented by
Business Administrators in Indonesia and other places. The focus on service quality highlights
the significance of ongoing endeavours to improve user experiences, cultivate client loyalty,
and maintain a robust online presence. The strategic importance of efficient supply chain
management emphasises the necessity for firms to streamline their logistical procedures,
guaranteeing prompt and cost-efficient operations in the digital domain. Furthermore, the
profound influence of incorporating digital currency indicates the potential advantages of
adopting financial innovations to simplify transactions and promote financial inclusiveness.
Furthermore, acknowledging consumer feedback as a strategic resource highlights the
significance of firms proactively involving themselves with their online communities,
addressing user comments, and utilising this important input for incremental enhancements. In
the future, more research could focus on the changing online business environment,
investigating emerging technology, evolving customer behaviours, and the dynamic
relationship between traditional and digital business models. In addition, longitudinal studies
can offer valuable insights into the long-term sustainability of the observed effects. This can
lead to a more profound comprehension of the lasting consequences of service quality, supply
chain management, digital currency, and consumer feedback on online business outcomes.
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