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ABSTRACT 

 Anjani (2024). The Influence of E-Service Quality and E-Trust on E-Loyalty 

with E-Satisfaction as an Intervening Variable (Study of Shopee E-Commerce 

Buyers in Banjarmasin). Supervisor: Rusniati, Rusniati. 

 This research aims to analyze the influence of e-service quality on e-

satisfaction of Shopee buyers, the influence of e-trust on e-satisfaction of Shopee 

buyers, the influence of e-satisfaction on e-loyalty of Shopee buyers, the influence 

of e-service quality on e-loyalty of Shopee buyers, and the influence of e-trust on e-

loyalty of Shopee buyers. As well as analyzing the influence of e-service quality on 

e-loyalty which is intervened by e-satisfaction of Shopee buyers, and the influence 

of e-trust on e-loyalty which is intervened by e-satisfaction of Shopee buyers. 

 This research is quantitative research with the type of research being 

explanatory research. The population and sample in this research are Shopee 

buyers in the city of Banjarmasin who are at least 17 years old and have made 

purchases at Shopee at least twice with a sample size of 180 respondents. The 

sampling technique uses a non-probability sampling technique with purposive 

sampling. The data analysis technique uses Structural Equation Modeling (SEM) 

AMOS. 

 The research results show that e-service quality has an effect on Shopee 

buyers' e-satisfaction, e-trust has an effect on Shopee buyers' e-satisfaction, e-

satisfaction has no effect on Shopee buyers' e-loyalty, e-service quality has no effect 

on buyers' e-loyalty Shopee. e-trust has no effect on Shopee buyers' e-loyalty. It also 

shows that e-service quality has no effect on e-loyalty which is intervened by e-

satisfaction of Shopee buyers, and e-trust has no effect on e-loyalty which is 

intervened by e-satisfaction of Shopee buyers. 

 

Keywords: E-Service Quality, E-Trust, E-Satisfaction, E-Loyalty 
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ABSTRAKSI 

 Anjani (2024). Pengaruh E-Service Quality dan E-Trust Terhadap E-Loyalty 

Dengan E-Satisfaction Sebagai Variabel Intervening (Studi Pada Pembeli E-

Commerce Shopee Di Banjarmasin). Pembimbing : Rusniati, Rusniati. 

 Penelitian ini bertujuan untuk menganalisis pengaruh e-service quality 

terhadap e-satisfaction pembeli Shopee, pengaruh e-trust terhadap e-satisfaction 

pembeli Shopee, Pengaruh  e-satisfaction terhadap e-loyalty pembeli Shopee, 

pengaruh e-service quality terhadap e-loyalty pembeli Shopee, dan pengaruh e-trust 

terhadap e-loyalty pembeli Shopee. Serta menganalisis pengaruh e-service quality 

terhadap e-loyalty yang di intervening oleh e-satisfaction pembeli Shopee, dan 

pengaruh e-trust terhadap e-loyalty yang di intervening oleh e-satisfaction pembeli 

Shopee. 

 Penelitian ini merupakan penelitian kuantitatif dengan jenis penelitian 

berupa penelitian explanatory research. Populasi dan sampel dalam penelitian ini 

adalah  pembeli Shopee yang berada di kota Banjarmasin yang telah berumur 

minimal 17 tahun dan telah melakukan pembelian di Shopee  minimal 2 kali dengan 

jumlah sampel sebanyak 180 responden. Teknik pengambilan sampel 

menggunakan teknik non-probability sampling dengan purposive sampling. Teknik 

analisis data menggunakan Structural Equation Modeling (SEM) AMOS. 

 Hasil penelitian menunjukan bahwa e-service quality berpengaruh terhadap 

e-satisfaction pembeli Shopee, e-trust berpengaruh terhadap e-satisfaction pembeli 

Shopee, e-satisfaction tidak berpengaruh terhadap e-loyalty pembeli Shopee, e-

service quality tidak berpengaruh terhadap e-loyalty pembeli Shopee. e-trust tidak 

berpengaruh terhadap e-loyalty pembeli Shopee. Serta menunjukkan e-service 

quality tidak berpengaruh terhadap e-loyalty yang di intervening oleh e-satisfaction 

pembeli Shopee, dan e-trust tidak berpengaruh terhadap e-loyalty yang di 

intervening oleh e-satisfaction pembeli Shopee. 

 

Kata kunci : E-Service Quality, E-Trust, E-Satisfaction, E-Loyalty 
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