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ABSTRAK 

 

ANALISIS ONLINE MARKETING, E-SERVICE QUALITY,  

E-RECOVERY SERVICE QUALITY TERHADAP LOYALITAS 

MELALUI KEPUASAN KONSUMEN PENGGUNA SHOPEE DI 

KABUPATEN KUDUS 

 

JAYA PRADANA 

NIM. 2019-01-023 

 

Pembimbing I   : Dr. H. MOCHAMAD EDRIS, Drs., M.M. 

Pembimbing II : SUTONO, SE., M.M., PhD. 

 

 Penelitan ini menganalisis pengaruh online marketing, e-service quality, e-

recovery service quality terhadap loyalitas melalui kepuasan konsumen pengguna 

Shopee di Kabupaten Kudus dengan sampel sebanyak 200 responden. Analisis 

data menggunakan SEM (Structural Equation Modelling) kesimpulannya  

terdapat pengaruh positif dan tidak signifikan antara online marketing terhadap 

kepuasan e-recovery service quality terhadap loyalitas. Terdapat pengaruh positif 

dan signifikan e-service quality terhadap kepuasan, e-recovery service quality 

terhadap kepuasan, online marketing terhadap loyalitas, e-service quality terhadap 

loyalitas, kepuasan terhadap loyalitas. Kepuasan hanya memediasi e-recovery 

service quality terhadap loyalitas dan tidak memediasi online marketing terhadap 

loyalitas serta e service quality terhadap loyalitas. 

 

Kata kunci : Online marketing, e-service quality, e-recovery service quality, 

kepuasan, loyalitas. 
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ABSTRACT 

 

ONLINE MARKETING ANALYSIS, E-SERVICE QUALITY, 

E-RECOVERY SERVICE QUALITY ON LOYALTY THROUGH CONSUMER 

SATISFACTION OF SHOPEE USERS IN KUDUS DISTRICT 

 

JAYA PRADANA 

NIM. 2019-01-023 

 

Advisor I : Dr. H. MOCHAMAD EDRIS, Drs., M.M. 

Advisor II : SUTONO, SE., M.M., PhD. 

 

This study analyzes the effect of online marketing, e-service quality, e-recovery 

service quality on loyalty through consumer satisfaction of Shopee users in Kudus 

Regency with a sample of 200 respondents. Data analysis using SEM (Structural 

Equation Modeling) the conclusion is that there is a positive and insignificant 

effect between online marketing on e-recovery service quality satisfaction and 

loyalty. There is a positive and significant effect of e-service quality on 

satisfaction, e-recovery service quality on satisfaction, online marketing on 

loyalty, e-service quality on loyalty, satisfaction on loyalty. Satisfaction only 

mediates e- recovery service quality on loyalty and does not mediate online 

marketing on loyalty and e- service quality on loyalty. 

 

Keywords: Online marketing, e-service quality, e-recovery service quality, 

satisfaction, loyalty. 
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