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ABSTRAK 

 
Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh emotional 

experience terhadap EWOM pada pelanggan Tokopedia, menganalisis pengaruh 

EWOM terhadap loyalitas pada pelanggan Tokopedia, serta menganalisis EWOM 

memediasi pengaruh Emotional Experience terhadap loyalitas pada pelanggan 

Tokopedia. Data penelitian berupa data primer yang dilakukan dengan cara 

penyebaran kuesioner online kepada responden pelanggan yang sudah membeli 

produk di Tokopedia. Sampel penelitian diperoleh dengan teknik sampling purposif 

dengan jumlah sebanyak 199 responden. Data penelitian dianalisis menggunakan 

teknik analisis jalur dengan bantuan program SPSS. Hasil uji menunjukkan bahwa 

emotional experience berpengaruh positif secara langsung terhadap E-WOM. E- 

WOM berpengaruh positif secara langsung terhadap loyalitas pelanggan 

Tokopedia. EWOM memediasi pengaruh emotional experience terhadap loyalitas 

pelanggan Tokopedia. 

 
 

Kata kunci : Emotional Experience, EWOM, Loyalitas Pelanggan. 



viii            Universitas Kristen Maranatha 

 

 

ABSTRACT 

 
This study aims to test and analyze the influence of emotional experience on EWOM 

in Tokopedia customers, analyze the effect of EWOM on loyalty in Tokopedia 

customers, and analyze EWOM mediating the influence of Emotional Experience 

on loyalty in Tokopedia customers. Research data in the form of primary data 

conducted by distributing online questionnaires to respondents consumers who 

have already bought product on Tokopedia. The research sample was obtained by 

purposive sampling technique with total of 199 respondents. Research data were 

analyzed using path analysis techniques help by SPSS program. Test results show 

that emotional experience has a direct positive effect on E-WOM. E-WOM has a 

direct positive effect on Tokopedia customer loyalty. EWOM mediates the influence 

of emotional experience on Tokopedia customer loyalty 

 
 

Key words: Emotional Experience, EWOM, Customer Loyalty. 
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