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ABSTRAK

Perkembangan e-commerce di tengah pesatnya perkambangan teknologi,
menjadikan persaingan antar e-commerce makin ketat. Tiap e-commerce saling
meningkatkan performanya masing-masing baik dalam segi pelayanan maupun
branding kepada para konsumennya secara elektronik. Pengalaman yang diperoleh
tersebut dapat mempengaruhi tingkat kepuasan dan loyalitas konsumen terhadap
situs tersebut, suatu e-commerce, dimana salah satu e-commerce tersebut adalah
Lazada. Berdasarkan data rangking TBI, diketahui bahwa tingkat loyalitas
pelanggan pada Lazada bersifat fluktuatif dan cenderung rendah jika dibandingkan
dengan pesaingnya. Selain itu ada banyak komentar negatif terkait pelayanan dan
citra yang dimiliki Lazada yang membuat pada konsumen tidak lagi puas ketika
menggunakan e-commerce tersebut, dimana hal ini berpotensi untuk mengurangi
tingkat loyalitas pelanggan pada Lazada.

Penelitian ini dilakukan guna mengetahui apakah terdapat pengaruh dari e-service
quality dan brand image sebagai variabel independen terhadap e-loyalty sebagai
variabel dependen melalui e-satisfaction sebagai variabel intervening pada e-
commerce Lazada. Sampel yang diambil untuk penelitian sebanyak 100 responden
dengan Teknik pengambilan sampel propability sampling yakni purposive
sampling melalui multistage. Data tersebut diambil menggunakan kuesioner dan
studi pustaka. Penelitian ini bertipe deskriptif dengan pengolahan data
menggunakan software SmartPLS 3.3.

Hasil dari penelitian menunjukan bahwa ada pengaruh positif dan signifikan antara
e-service quality dan brand image terhadap e-loyalty melalui e-satisfaction.
Pengaruh e-service quality, brand image dan e-satisfaction terhadap e-loyalty
sebesar 66,5% dan pengaruh e-service quality dan brand image terhadap e-
satisfaction sebesar 49,1%. Berdasarkan hasil tersebut, Lazada perlu meningkatkan
sistem pelayanan pada pelanggan serta produk-produknya. Selain itu diharapkan
Lazada dapat memperbaharui fitur yang disediakan agar lebih unik lagi dan menjadi
ciri khas dari Lazada itu sendiri, dengan begitu pelanggan akan merasa puas ketika
menggunakan Lazada dan akan bersikap lebih loyal kedepannya.

Kata Kunci : E-Service Quality, Brand Image, E-Satisfaction, E-Loyalty



THE INFLUENCE OF E-SERVICE QUALITY AND BRAND IMAGE ON
E-LOYALTY THROUGH E-SATISFACTION AS AN INTERVENING
VARIABLE ( A Study On Undergraduate Students Of Diponegoro

University Using Lazada E-Commerce)

ABSTRACT

The development of e-commerce amid rapid technological advancements has
intensified competition among e-commerce platforms. Each e-commerce entity
strives to enhance its performance, both in terms of service and branding, to its
customers electronically. The experiences gained can influence the level of
satisfaction and loyalty of customers to the platform, such as Lazada. Based on TBI
ranking data, it is known that customer loyalty levels on Lazada are fluctuating and
tend to be low compared to its competitors. Additionally, there are numerous
negative comments related to the services and image of Lazada that diminish
customer satisfaction when using the e-commerce platform, potentially reducing
customer loyalty to Lazada.

This study aims to determine whether there is an influence of e-service quality and
brand image as independent variables on e-loyalty as the dependent variable
through e-satisfaction as an intervening variable in Lazada e-commerce. The
sample for the study consists of 100 respondents selected through probability
sampling, specifically purposive sampling through multistage techniques. Data
were collected using questionnaires and literature reviews. This research is
descriptive in nature, and data processing was conducted using SmartPLS 3.3
software.

The results of the study show a positive and significant influence of e-service quality
and brand image on e-loyalty through e-satisfaction. The combined influence of e-
service quality, brand image, and e-satisfaction on e-loyalty is 66.5%, while the
influence of e-service quality and brand image on e-satisfaction is 49.1%. Based on
these findings, Lazada needs to improve its customer service system and its
products. Furthermore, it is expected that Lazada can update its features to be more
unique, becoming a distinctive characteristic of Lazada itself, so that customers will
feel satisfied when using Lazada and will exhibit greater loyalty in the future.

Keywords: E-Service Quality, Brand Image, E-Satisfaction, E-Loyalty.
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