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ABSTRAK 

 

 

Kepuasan konsumen merupakan bagian penting yang perlu diperhatikan oleh 

perusahaan dalam menjual produk. Kepuasan konsumen menjadi penting bagi 

perusahaan karena dapat memberikan keuntungan. Konsumen yang puas akan 

melakukan pembelian selanjutnya dan bercerita mengenai pengalaman 

menyenangkan yang telah dirasakan kepada orang-orang di sekitarnya. Oleh sebab 

itu, perusahaan perlu untuk mengontrol kualitas, dalam bidang jasa disebut service 

quality. Berkembangnya teknologi dan internet menghasilkan situs perusahaan untuk 

mendekatkan diri kepada konsumen dan memudahkan konsumen untuk menjangkau 

perusahaan dengan mudah. E-service memiliki atribut hedonic-utilitarian. Atribut 

hedonic untuk mengukur website design, enjoyment, dan image sedangkan atribut 

utilitarian untuk mengukur system availability, efficiency, fulfillment, dan privacy. 

Peneliti menyebarkan kuesioner kepada 300 responden pelanggan agen travel online, 

hasilnya terdapat pengaruh efficiency, fulfillment, privacy, website design dan 

enjoyment pada kepuasan konsumen. 

 

 

Kata kunci: e-service quality, hedonic e-service quality, utilitarian e-service quality, 

kepuasan 
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ABSTRACT 

 

 

Consumer satisfaction is an important part that needs to be considered by the 

company to sell the product. Customer satisfaction becomes important for the 

company because it can provide an advantage. Satisfied customers will make 

purchases further and talk about the pleasant experience that has been felt by the 

people around him. Therefore, companies need to control the quality, in the field of 

services is called service quality. Development of technology and the Internet 

resulted in the company's site to get closer to customers and enable customers to 

reach the company easily. E-service has hedonic-utilitarian attributes. Hedonic 

attributes to measure website design, enjoyment, and image while the utilitarian 

attributes to measure system availability, efficiency, fulfillment, and privacy. 

Researchers distributed questionnaires to 300 respondents customers online travel 

agency, a result there are significant efficiency, fulfillment, privacy, website design 

and enjoyment on customer satisfaction. 
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