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ABSTRAK 

E-commerce telah menjadi fenomena penting dalam kehidupan bisnis saat ini, 

karena perkembangan teknologi dan pertumbuhan ritel online. Namun masih 

banyak orang yang belum yakin pada kualitas layanan elektronik. Penelitian ini 

bertujuan untuk mengukur seberapa besar pengaruh variabel efficiency, fulfillment, 

system availability, privacy pada perceived value dan terhadap loyalty. Teori yang 

digunakan adalah E-S-QUAL pada penelitian Parasuraman. Metode penelitian 

yang digunakan adalah cyber ethnographic dan teknik pengumpulan data 

menggunakan kuesioner dengan menggunakan Google Form. Populasi penelitian 

ini adalah konsumen yang bertransaksi online di Indonesia, dengan metode simple 

random sampling. Adapun ukuran sampel 400 responden pengguna e-commerce 

Tokopedia. Teknik analisis menggunakan model regresi linear sederhana dan 

berganda. Hasil penelitian menunjukkan bahwa electronic service quality 

mempengaruhi perceived value, dan loyalty pelanggan Tokopedia. Artinya bahwa 

pengguna akan loyal pada Tokopedia ketika memiliki persepsi yang baik tentang 

kualitas layanan elektronik yang terdiri dari kemudahan dan kecepatan mengakses 

situs, janji situs tentang pengiriman pesanan dan ketersediaan barang, fungsi 

teknis situs, dan keamanan informasi pelanggan. 

Kata kunci: e-commerce, efficiency, fulfillment, system availability, privacy, 

perceived value, loyalty 
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ABSTRACT 

E-commerce has become an important phenomenon in today's business life, due to 

technological developments and online retail growth. But there are still many 

people who are not sure about the quality of electronic services. This study aims 

to measure how much influence the variables efficiency, fulfillment, system 

availability, and privacy on perceived value and against loyalty. The theory used 

is E-S-QUAL in Parasuraman research. The research method used is cyber 

ethnographic and data collection techniques using questionnaires using Google 

Form. The population of this study are consumers who transact online in 

Indonesia, with simple random sampling method. The sample size of 400 

respondents of Tokopedia e-commerce users. The analysis technique used simple 

and multiple linear regression model. The results show that electronic service 

quality influences perceived value, and Tokopedia customer loyalty. This means 

that users will be loyal to Tokopedia when they have a good perception of the 

quality of electronic services consisting of the ease and speed of site access, site 

promises about order delivery and availability of goods, site technical 

functionality and customer information security. 

Keywords: e-commerce, efficiency, fulfillment, system availability, privacy, 

perceived value, loyalty 
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