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PENGARUH E-SERVICE QUALITY DAN PRICE TERHADAP
CUSTOMER TRUST SERTA DAMPAKNYA PADA

E-LOYALTY (STUDI PADA GRAB FOOD)

ABSTRAK

Penelitian ini bertujuan untuk menguji model penelitian yang diharapkan memperoleh
hasil dari pengaruh E-service quality dan Price terhadap Customer Trust serta dampaknya
pada E-Loyalty. Data responden yang diperoleh dari hasil sebaran kuesioner kepada pengguna
layanan Grabfood secara online melalui platform Qualtrics XM kepada 150 responden selama
bulan September 2022. Pada penelitian ini dilakukan 5 pengujian terhadap hipotesis
berdasarkan indikator variabel yang disusun dengan menggunakan analisis SEM PLS (partial
least square) dengan metode smartPLS. Pengujian ini terdiri dari outer model, inner model,
dan pengujian hipotesis. Pengujian hipotesis yang menunjukan adanya hubungan berpengaruh
langsung secara positif dan signifikan antara lain H1: E-Service Quality berpengaruh positif
dan signifikan terhadap E-loyalty, H2: E-Service Quality berpengaruh positif dan signifikan
terhadap Customer Trust, H3: Price berpengaruh positif dan signifikan terhadap E-loyalty,
H4:Price berpengaruh positif dan signifikan terhadap Customer Trust, dan H5: Customer
Trust berpengaruh positif dan signifikan terhadap E-Loyalty. Penelitian ini diharapkan dapat
memberikan implikasi yang baik secara teoritis maupun pada penelitian selanjutnya. Selain
itu, implikasi penelitian ini juga dapat menjadi masukan bagi perusahaan untuk merancang
program e-loyalty yang mengintegrasikan e-service quality, price dan customer trust. Hal ini
penting karena hubungan antara e-loyalty dengan e-service quality dan price dimediasi oleh
customer trust.

Kata Kunci: E-Service Quality, Price, Customer Trust, E-Loyalty
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THE INFLUENCE OF E-SERVICE QUALITY AND
PRICE ON CUSTOMER TRUST AND ITS IMPACT ON

E-LOYALTY (STUDY ON GRAB FOOD)

ABSTRACT

This study aims to test the research model which is expected to obtain results from the
influence of E-service quality and Price on Customer Trust and its impact on E-Loyalty.
Respondent data was obtained from the results of distributing questionnaires to Grabfood
service users online through the Qualtrics XM platform to 150 respondents in September
2022. In this study, 5 tests of hypotheses were carried out based on variable indicators
compiled using SEM PLS (partial least square) analysis with the smartPLS method. This test
consists of an outer model, the inner model, and hypothesis testing. Hypothesis testing that
shows a positive and significant direct effect relationship includes H1: E-Service Quality has
a positive and significant effect on E-loyalty, H2: E-Service Quality has a positive and
significant effect on Customer Trust, H3: Price has a positive and significant effect on
E-loyalty, H4: Price has a positive and significant effect on Customer Trust, and H5:
Customer Trust has a positive and significant effect on E-Loyalty. This research is expected
to provide good implications theoretically and in future research. In addition, the implications
of this research can also be input for companies to design e-loyalty programs that integrate
e-service quality, price and customer trust. This is important because the relationship between
e-loyalty with e-service quality and price is mediated by customer trust.

Keywords: E-Service Quality, Price, Customer Trust, E-Loyalty
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