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PENGARUH E-TAIL QUALITY TERHADAP E-LOYALTY 

MELALUI EFEK MEDIASI E-TRUST DAN E-SATISFACTION 

DI WWW.MATAHARISTORE.COM  

 

ABSTRAK 

Perusahaan retail berupaya memberikan kemudahan-

kemudahan dalam melayani pelanggan yang membutuhkan produk. 

Kualitas e-tail sangat ditekankan untuk memberikan kepuasan 

kepada pelanggan. Adanya kepuasan pelanggan terhadap e-tail 

akhirnya akan mendorong loyalitas pengguna e-tail (e-loyalty). 

Adanya e-tail yang membuat pelanggan puas (e-satisfaction) 

membuat pelanggan lebih loyal dan setia kepada cara pembelian 

melalui e-tail. Pelanggan akan tetap memilih e-tail dari pada 

pembelian melalui cara konvensional dengan datang langsung ke 

gerai atau outlet. Penelitian ini bertujuan untuk mengetahui 

hubungan antara kualitas e-tail dengan loyalitas pelanggan (e-

loyalty) yang dipengaruhi oleh kepercayaan pelanggan (e-trust), dan 

kepuasan pelanggan (e-satisfaction). Penelitian ini merupakan kausal 

dengan pendekatan kuantitatif. Sampel penelitian ini menggunakan 

purposive sampling. Sampel yang digunkan sebanyak 150 responden 

pembeli produk di www.mataharistore.com. Data dikumpulkan 

dengan kuesioner selanjutnya diolah menggunakan teknik analisis 

Structural Equation Model. Hasil penelitian ini menunjukkan bahwa 

Responsiveness berpengaruh positif terhadap e-trust dan e-

satisfaction. E-trust dan E-satisfaction berpengaruh positif terhadap 

e-loyalty. Responsiveness berpengaruh positif tidak langsung 

terhadap e-loyalty melalui e-trust. Responsiveness berpengaruh 

positif tidak langsung terhadap e-loyalty melalui e-satisfaction. 

 

 

Kata kunci : e-tail, responsiveness, e-trus, e-satisfactiont, e-loyalty 
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EFFECT OF E-TAIL QUALITY ON E-LOYALTY THROUGH 

THE EFFECT OF E-TRUST AND E-SATISFACTION AT 

WWW. MATAHARISTORE.COM 

 

 

ABSTRACT 

Retail companies strive to provide ease in serving customers 

who need the product. Quality of e-tail is emphasized to give 

satisfaction to the customer. The existence of customer satisfaction to 

e-tail will eventually encourage the loyalty of e-tail users (e-loyalty). 

The existence of e-tail that makes e-satisfaction customers make 

customers more loyal and loyal to the way of purchase via e-tail. 

Customers will still opt for etching instead of purchasing in the 

conventional way by coming directly to outlets or outlets. This study 

aims to determine the relationship between quality e-tail with 

customer loyalty (e-loyalty) that is influenced by customer trust (e-

trust), and customer satisfaction (e-satisfaction). This research is 

causal with quantitative approach. The sample of this research using 

purposive sampling. The sample used was 150 respondents of 

product buyers at www.mataharistore.com. Data were collected with 

questionnaire then processed using Structural equation Model 

analysis technique. The results of this study indicate that 

Responsiveness positively affect the e-trust and e-satisfaction. E-trust 

and E-satisfaction have positive effect on e-loyalty. Responsiveness 

positively indirectly affects e-loyalty through e-trust. Responsiveness 

positively indirectly affects e-loyalty through e-satisfaction. 

Keyword : e-tail, responsiveness, e-trus, e-satisfactiont, e-loyalty 

 

 

 


