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ABSTRAK 

 

Nurul Habiburrahmah, NIM: 1920420320001, 2021. Pengaruh e-

Satisfaction, e-Service Quality, e-trust terhadap e-loyalty customer Marketplace 

Shopee. Bimbingan Raden Roro Yulianti Prihatiningrum. 

Penelitian ini bertujuan untuk menguji pengaruh e-Satisfaction, e-Service 

Quality, e-trust terhadap e-loyalty customer Marketplace Shopee. Adapun 

Pendekatan yang digunakan dalam penelitian ini bersifat kuantitatif, dengan tipe 

penelitian asosiatif kasual.  

Metode pengambilan sampel mengunakan nonprobability Sampling dengan 

metode purposive Sampling terhadap 384 orang pengguna aplikasi marketplace 

Shopee. Pengumpulan data menggunakan kuesioner google form yang dibagikan 

melalu Whatsapp, Instagram serta Facebook. Analisis data menggunakan software 

SmartPLS 4.0. 

Hasil penelitian menunjukan bahwa e-service quality berpengaruh terhadap 

e-satisfaction pengguna aplikasi Marketplace Shopee, e-service quality 

berpengaruh terhadap e-trust pengguna aplikasi Marketplace Shopee, e-service 

quality berpengaruh terhadap e-loyalty customer pengguna aplikasi Marketplace 

Shopee, e-satisfaction berpengaruh terhadap e-Trust, e-satisfaction berpengaruh 

terhadap e-loyalty customer pengguna aplikasi Marketplace Shopee, e-trust tidak 

berpengaruh terhadap e-loyalty customer pengguna aplikasi Marketplace Shopee. 
 

Kata Kunci: e-Satisfaction, e-Service Quality, e-trust dan e-loyalty Customer 
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ABSTRACT 

Nurul Habiburrahmah, NIM: 1920420320001, 2021. The influence of e-

Satisfaction, e-Service Quality, e-trust on e-loyalty customer Marketplace 

Shopee. Guidance from Raden Roro Yulianti Prihatiningrum. 

This research aims to test the influence of e-Satisfaction, e-Service Quality, 

e-trust on e-loyalty customer Marketplace Shopee. The approach used in this 

research is quantitative, with a casual associative research type.  

The sampling method used nonprobability sampling with the purposive 

sampling method for 384 users of the Shopee marketplace application. Data 

collection uses a Google Form questionnaire which is shared via Whatsapp, 

Instagram and Facebook. Data analysis using SmartPLS 4.0 software. 

The research results show that e-service quality influences the e-satisfaction 

of users of the Shopee Marketplace application, e-service quality influences the e-

trust of users of the Shopee Marketplace application, e-service quality influences 

the of e-loyalty Customers of users of the Shopee Marketplace application, , e- 

Satisfaction has no effect on e-Trust, e-satisfaction has no effect on e-loyalty 

Customers who use the Shopee Marketplace application, e-trust has no effect on e-

loyalty Customers who use the Shopee Marketplace application. 

Keywords: e-Satisfaction, e-Service Quality, e-trust and e-Customer Loyalty.
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