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MOTTO 

“Barang siapa bertakwa kepada Allah maka Dia akan menjadikan jalan keluar 

baginya, dan memberinya rezeki dari jalan yang tidak ia sangka, dan barang 

siapa yang bertawakal kepada Allah maka cukuplah baginya, Sesungguhnya 

Allah melaksanakan kehendak-Nya, Dia telah menjadikan untuk setiap sesuatu 

kadarnya” 

(Q.S. Ath-Thalaq ayat 2-3) 

 

“Janganlah kamu bersikap lemah dan janganlah pula kamu bersedih hati, 

padahal kamulah orang – orang yang paling tinggi derajatnya jika kamu 

beriman” 

(Q.S. Ali Imran ayat 139) 

 

“Bagi saya definisi kemenangan dan keberhasilan itu ada tiga. 

Selama saya tidak menghianati kebenaran. 

Selama saya tidak mengingkari hati nurani. 

Dan selama saya bisa menjaga harga diri dan martabat saya.” 

(Sri Mulyani, Menteri Keuangan RI) 
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FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN 

ABSTRAKSI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh kepercayaan, 

kualitas pelayanan dan promosi terhadap kepuasan konsumen yang berpengaruh 

pada loyalitas konsumen dalam berbelanja produk fashion di Tokopedia. 

Permasalahan penelitian ini adalah menurunnya jumlah pengunjung Tokopedia 

karena banyaknya pesaing dan terdapat beberapa keluhan konsumen terkait 

pembelian produk fashion di Tokopedia. Jenis penelitian ini adalah penelitian 

kuantitatif. Populasi pada penelitian ini adalah seluruh mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas Muria Kudus yang memakai aplikasi Tokopedia. 

Teknik pengumpulan data menggunakan kuesioner dengan jumlah sampel 

sebanyak 130 responden yang pernah membeli produk fashion minimal 3x di 

Tokopedia. Teknik pengambilan sampling dalam penelitian ini menggunakan non-

probability sampling yakni purposive sampling. Data akan dianalisis 

menggunakan software statistika yaitu Structural Equation Model (SEM) versi 

AMOS 24. 

Hasil penelitian ini yaitu kepercayaan berpengaruh positif dan signifikan 

terhadap kepuasan konsumen dan loyalitas konsumen, kualitas pelayanan 

berpengaruh positif terhadap kepuasan konsumen dan loyalitas konsumen, 

promosi berpengaruh positif terhadap kepuasan konsumen dan loyalitas 

konsumen, kepuasan konsumen berpengaruh positif terhadap loyalitas konsumen. 

Kepercayaan, kualitas pelayanan dan promosi berpengaruh positif dan signifikan 

terhadap loyalitas konsumen melalui kepuasan konsumen. 

 

Kata kunci : kepercayaan, kualitas pelayanan, promosi, kepuasan konsumen, 

loyalias konsumen 
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ABSTRACTION 

 

This study aims to analyze the effect of trust, service quality, and 

promotion on consumer satisfaction which affects consumer loyalty in shopping 

for fashion products at Tokopedia. The problem of this research is the decrease 

visitors of Tokopedia because many competittor and there are several customer 

complaints regarding the purchase of fashion products at Tokopedia. This type of 

research is quantitative research. The population in this study were all students of 

the Faculty of Economics and Business, Muria Kudus University who used the 

Tokopedia application. The data collection technique used a questionnaire with a 

sample of 130 respondents who had bought fashion product at least 3 times at 

Tokopedia. The sampling technique used in this research is non-probability 

sampling, namely purposive sampling. The data will be analyzed using statistical 

software, namely the Structiral Equation Model (SEM) AMOS 24 version. 

The result of this study are that trust has a positive and significant effect 

on consumer satisfaction and consumer loyalty, service quality has a positive 

effect on consumer satisfaction and consumer loyalty, promotion has a positive 

effect on consumer satisfaction and consumer loyalty. Trust, service quality and 

promotion have a positive and significant effect on consumer loyalty through 

customer satisfaction. 

 

Keyword : trust, service quality, promotion, consumer satisfaction, consumer 

loyalty. 

  



 

xi 

 

DAFTAR ISI 

HALAMAN JUDUL ................................................................................................ i 

HALAMAN PERSETUJUAN ................................................................................ ii 

HALAMAN PENGESAHAN ................................................................................ iii 

MOTTO ................................................................................................................. iv 

PERNYATAAN KEASLIAN PENELITAN ........................................................... v 

PERSEMBAHAN .................................................................................................. vi 

KATA PENGANTAR .......................................................................................... vii 

ABSTRAKSI ......................................................................................................... ix 

DAFTAR ISI .......................................................................................................... xi 

DAFTAR TABEL ................................................................................................ xiv 

DAFTAR GAMBAR ........................................................................................... xvi 

BAB I PENDAHULUAN ........................................................................................ 1 

1.1 Latar Belakang Masalah ........................................................................... 1 

1.2 Ruang Lingkup ....................................................................................... 13 

1.3 Perumusan Masalah ................................................................................ 13 

1.4 Tujuan Penelitian .................................................................................... 15 

1.5 Manfaat Penelitian .................................................................................. 17 

BAB II TINJAUAN PUSTAKA ............................................................................ 18 

2.1 Landasan Teori ....................................................................................... 18 

2.1.1 E-Commerce ................................................................................... 18 

2.1.2 Kepercayaan .................................................................................... 23 

2.1.3 Kualitas Pelayanan .......................................................................... 26 

2.1.4 Promosi ........................................................................................... 30 

2.1.5 Kepuasan Konsumen ....................................................................... 34 

2.1.6 Loyalitas Konsumen........................................................................ 40 

2.2 Pengaruh Antar Variabel ........................................................................ 43 

2.3 Penelitian Terdahulu ............................................................................... 49 

2.4 Kerangka Pemikiran Teoritis .................................................................. 56 

2.5 Hipotesis ................................................................................................. 58 

 



 

xii 

 

BAB III METODE PENEILITIAN ....................................................................... 59 

3.1 Rancangan Penelitian ............................................................................. 59 

3.2 Variabel Penelitian dan Definisi Operasional ........................................ 59 

3.2.1 Jenis Variabel .................................................................................. 59 

3.2.2 Definisi Operasional........................................................................ 60 

3.3 Jenis dan Sumber Data ........................................................................... 65 

3.3.1 Jenis Penelitian ................................................................................ 65 

3.3.2 Data Primer ..................................................................................... 66 

3.3.3 Data Sekunder ................................................................................. 66 

3.4 Populasi dan Sampel .............................................................................. 67 

3.4.1 Populasi ........................................................................................... 67 

3.4.2 Sampel ............................................................................................. 67 

3.5 Pengumpulan Data ................................................................................. 69 

3.6 Uji Validitas dan Reliabilitas ................................................................. 71 

3.7 Pengolahan Data ..................................................................................... 73 

3.8 Analisis Data .......................................................................................... 74 

BAB IV HASIL DAN PEMBAHASAN ............................................................. 833 

4.1 Gambaran Umum Obyek Penelitian ....................................................... 83 

4.2 Penyajian Data ........................................................................................ 85 

4.2.1 Karakteristik Responden ................................................................. 85 

4.2.2 Tanggapan Responden Terhadap Variabel Penelitian .................... 88 

4.3 Analisis Data .......................................................................................... 92 

4.3.1 Analisis Konfirmatori...................................................................... 93 

4.3.2 Uji Normalisasi ............................................................................. 104 

4.3.3 Uji Outliers .................................................................................... 105 

4.3.4 Uji Multikolinieritas ...................................................................... 106 

4.3.5 Analisis Structural Equation Modelling (SEM) ............................ 106 

4.3.6 Uji Validitas dan Reliabilitas ........................................................ 107 

4.3.7 Uji Discriminant Validity .............................................................. 109 

4.3.8 Uji Hipotesis ................................................................................. 109 



 

xiii 

 

4.3.9 Pengaruh Langsung (Direct) dan Pengaruh Tidak Langsung 

(Indirect) ...................................................................................................... 112 

4.4 Pembahasan .......................................................................................... 120 

BAB V PENUTUP ............................................................................................. 1344 

5.1 Kesimpulan ........................................................................................... 134 

5.2 Saran ..................................................................................................... 136 

DAFTAR PUSTAKA ........................................................................................ 1388 

 

  



 

xiv 

 

DAFTAR TABEL 

Tabel 

1.1 Jumlah Pengunjung Marketplace di Indonesia ..................................... 6 

3.1 Indikator Per Variabel ........................................................................... 70 

3.2 Indeks Pengujian Kelayakan Structural Equation Modeling (SEM) .... 82 

4.1 Pengalaman Pembelian Responden ....................................................... 86 

4.2 Program Studi Responden ..................................................................... 87 

4.3 Tahun Angkatan .................................................................................... 88 

4.4 Jenis Kelamin Responden ..................................................................... 88 

4.5 Usia Responden ..................................................................................... 89 

4.6 Tanggapan Responden Terhadap Kepercayaan (X1) ............................ 89 

4.7 Tanggapan Responden Terhadap Kualitas Pelayanan (X2) .................. 90 

4.8 Tanggapan Responden Terhadap Promosi (X3) ................................... 91 

4.9 Tanggapan Responden Terhadap Kepuasan Konsumen (Y1) ............... 91 

4.10 Tanggapan Responden Terhadap Loyalitas Konsumen (Y2) .............. 92 

4.11 Uji Model Goodness of Fit Variabel Eksogen .................................... 95 

4.12 Analisis Faktor Konfirmatori Konstruk Eksogen ................................ 96 

4.13 Standardize Regression Weights ......................................................... 97 

4.14 Uji Model Goodness Of Fit Variabel Endogen ................................... 98 

4.15 Hasil Analisis Faktor Konfirmatori Konstruk Endogen ...................... 99 

4.16 Standardize Regression Weight ........................................................... 100 

4.17 Uji Model Goodness Of Fit Full Measurement ................................... 102 

4.18 Hasil Analisis Faktor Konfirmatori Full Measurement ...................... 103 

4.19 Standardized Regression Weights ....................................................... 104 

4.20 Uji Normalitas ..................................................................................... 105 

4.21 Observations Farthest From The Centroid (Mahalanobis distance) .. 106 

4.22 Uji Model Goodness of Fit Model Full SEM ...................................... 108 

4.23 Uji Validitas dan Reliabilitas .............................................................. 109 

4.24 Discriminat Validity ............................................................................ 110 

4.25 Regression Weight ............................................................................... 111 



 

xv 

 

4.26 Hasil Estimasi Direct Effect ................................................................ 113 

4.27 Hasil Estimasi Indirect Effect .............................................................. 114 

4.28 Koefisien Determinasi (Square Multiple Correlation) ....................... 120 

4.29 Kesimpulan Hasil Analisis Data .......................................................... 121 

  



 

xvi 

 

DAFTAR GAMBAR 

Gambar 

1.1 Penggunaan Internet di Indonesia Tahun 2019 – 2020 .............................. 2 

1.2 Pasca Pembelian di Marketplace Tokopedia ............................................. 7 

1.3 Keluhan Konsumen di Tokopedia .............................................................. 9 

2.1 Kerangka Pemikiran Teoritis ..................................................................... 57 

4.1 Analisis Konfirmatori Variabel Eksogen ................................................... 94 

4.2 Analisis Konfirmatori Variabel Endogen .................................................. 98 

4.3 Analisis Konfirmatori Full Measurement .................................................. 101 

4.4 Pengujian Full Model SEM ........................................................................ 107 

4.5 Kepercayaan Terhadap Loyalitas Konsumen Melalui Kepuasan Konsumen 

       .................................................................................................................... 114 

4.6 Kualitas Pelayanan Terhadap Loyalitas Konsumen Melalui Kepuasan 

      Konsumen .................................................................................................. 115 

4.7 Promosi Terhadap Loyalitas Konsumen Melalui Kepuasan Konsumen.... 116 

4.8 Hasil Perhitungan Analisis Sobel Kepercayaan (X1) ................................ 116 

4.9 Hasil Perhitungan Analisis Sobel Kualitas Pelayanan (X2) ...................... 117 

4.10 Hasil Perhitungan Analisis Sobel Promosi (X3) ...................................... 118


