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PENGARUH E-SERVICE QUALITY TERHADAP E-LOYALTY 

DENGAN E-SATISFACTION SEBAGAI VARIABEL INTERVENING 

(Studi pada Pengguna E-Wallet OVO di Kota Bogor) 

ABSTRAKSI 

Kemajuan teknologi informasi telah memberikan kemudahan bagi banyak 

aspek kehidupan manusia, salah satunya kemudahan bertransaksi dengan 

munculnya e-wallet di kalangan masyarakat. Perkembangan e-wallet di 

tengah pesatnya perkembangan teknologi menjadikan persaingan antar e-

wallet semakin ketat. E-wallet dengan berbagai merek saling meningkatkan 

performanya masing-masing baik dalam segi layanan produk mau pun 

layanan pasca konsumsi. Perusahaan untuk dapat memenangkan pasar perlu 

memperhatikan kualitas layanan yang dihasilkan sehingga konsumen merasa 

puas atas pengalaman yang didapat dan mempertahankan loyalitasnya. 

Penelitian ini bertujuan untuk mengetahui pengaruh e-service quality 

terhadap e-loyalty melalui e-satisfaction pada pengguna e-wallet OVO di 

Kota Bogor.  

Tipe penelitian ini adalah explanatory research dengan jumlah sampel 

sebanyak 97 responden. Teknik pengambilan sampel menggunakan non-

probability sampling dengan metode purposive sampling melalui multistage. 

Data yang dikumpulkan menggunakan metode penyebaran kuesioner secara 

offline. Data yang diperoleh diolah menggunakan software SmartPLS SEM 

3.2.9 dan dilakukan melalui dua tahapan, yakni evaluasi model pengukuran 

(outer model) dan evaluasi struktural (inner model). 

Hasil penelitian menunjukan bahwa e-service quality memiliki 

pengaruh positif dan signifikan terhadap e-satisfaction, e-service quality 

memiliki pengaruh positif dan signifikan terhadap e-loyalty, dan e-

satisfaction memiliki pengaruh positif dan signifikan terhadap e-loyalty. Hasil 

penelitian ini juga membuktikan bahwa terdapat pengaruh antara e-service 

quality terhadap e-loyalty melalui e-satisfaction dengan mediasi parsial. 

Saran dalam penelitian ini adalah OVO perlu memperhatikan e-service 

quality produknya dan layanan pasca konsumsi yang diberikan kepada 

konsumen agar konsumen merasa nyaman dan mendapatkan manfaat yang 

maksimal sehingga akan mempertahankan loyalitasnya. 

Kata Kunci: E-Service Quality, E-Satisfaction, E-Loyalty. 

 

 

 

 



 

vi 

 

THE INFLUENCE OF E-SERVICE QUALITY ON E-LOYALTY WITH 

E-SATISFACTION AS AN INTERVENING VARIABLE 

INTERVENING 

(A Study on OVO E-Wallet Users in The City of Bogor) 

ABSTRACT 

The advancement of information technology have provided convenience for 

many aspects of human life, one of which is the ease of transactions with the 

emergence of e-wallets among the public. The development of e-wallets in the 

midst of rapid technological development, makes competition between e-

wallets increasingly tight. E-wallets with various brands improve each other's 

performance both in terms of product services and post-consumption services. 

Companies to be able to win the market need to pay attention to the quality of 

service produced so that consumers feel satisfied with the experience they get 

and maintain their loyalty. This research aims to understand the influence of 

e-service quality on e-loyalty through e-satisfaction among OVO e-wallet 

users in Bogor City.  

This research follows an explanatory approach with a sample size of 

97 respondents. The sampling technique used is non-probability sampling 

with the purposive sampling method through multistage. Data collected using 

offline questionnaire deployment method. The data collected is processed 

using SmartPLS SEM 3.2.9 software and carried out through two stages, 

namely evaluation of measurement (outer model) and evaluation of 

measurement (inner model). 

The results show that e-service quality has a positive and significant 

influence on e-satisfaction. Additionally, e-service quality has a positive and 

significant influence on e-loyalty. Furthermore, e-satisfaction also has a 

positive and significant influence on e-loyalty. The research also found that 

there is an influence between e-service quality on e-loyalty through e-

satisfaction with partial mediation. The suggestion from this research is that 

OVO needs to pay attention to the e-service quality of its products and post-

consumption services provided to consumers so that consumers feel 

comfortable and get maximum benefits so that they will maintain their loyalty. 

Keywords: E-Service Quality, E-Satisfcation, E-loyalty. 
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