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Agqiilah

ABSTRAK

Penelitian ini bertujuan untuk meneliti hubungan E-CRM (Electronic Customer
Relationship Management) dengan E-Loyalty pada salah satu Penyelenggara e-
commerce terbesar di Indonesia yaitu Shopee Indonesia. Hal ini dikarenakan
Shopee Indonesia merupakan salah satu ecommerce yang cukup dominan dan top
of mind di masyarakat Indonesia. Penelitian ini menggunakan sepuluh E-CRM
values sebagai sub variabel (customization, interactivity, rewards, care, choice,
online community, convenience, personalization, site security, dan cultivation),
serta mengambil peran kualitas pelayanan chatbot sebagai variabel moderasi.
Penelitian ini menggunakan metode kuantitatif yang kemudian dianalisis dengan
Structured Equation Modeling (SEM) menggunakan software SmartPLS. Data
yang digunakan dalam penelitian ini didapatkan melalui penyebaran online survey
kepada generasi millennial dan generasi Z yang berdomisili di Jabodetabek. Hasil
penelitian ini menunjukkan bahwa E-CRM berpengaruh positif dan signifikan
terhadap E-Loyalty, sedangkan kualitas pelayanan chatbot terbukti tidak berperan
sebagai variabel moderasi terhadap hubungan E-CRM dengan E-Loyalty.

Kata kunci: E-CRM, E-Loyalty, Shopee Indonesia, Chatbot, Kualitas Pelayanan,
PLS-SEM
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Agiilah

ABSTRACT

This study aims to examine the relationship between E-CRM (Electronic Customer
Relationship Management) and E-Loyalty at one of the largest e-commerce
providers in Indonesia, namely Shopee Indonesia. This is because Shopee
Indonesia is one of the most dominant and top-of-mind e-commerce in Indonesian
society. This study uses ten values of E-CRM as sub-variables (customization,
interactivity, rewards, care, choice, online community, convenience,
personalization, site security, and cultivation), and takes the role of a service
quality of chatbot as a moderating variable. This study uses a quantitative method
which is then analyzed by Structured Equation Modeling (SEM) using SmartPLS
software. The data used in this study was obtained through the distribution of online
surveys to the millennial generation and generation Z who live in Greater Jakarta.
The results of this study indicate that E-CRM has a positive and significant effect
on E-Loyalty, while the quality of chatbot services is proven not to act as a

moderating variable on the relationship between E-CRM and E-Loyalty.

Keywords: E-CRM, E-Loyalty, Shopee Indonesia, Chatbot, Service quality, PLS
SEM
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