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ABSTRAK

Telah terjadi fenomena-fenomena terkait e-commerce hingga
saat ini, karena pertumbuhan peritel online yang pesat dan
perkembangan teknologi. Dengan meningkatnya jumlah peritel
online, maka persaingan antar pelaku bisnis online pun semakin
sengit. Dalam persaingan ini, kualitas layanan sangat ditekankan,
mengingat bahwa kebanyakan pelanggan berpindah retailer karena
mendapatkan layanan yang buruk. Sehingga kualitas dari layanan
menjadi salah satu faktor penting yang dapat mempengaruhi
keseluruhan nilai yang dirasakan konsumen, kepuasan konsumen dan
mempertahankan konsumen di pasar online yang kompetitif saat ini.

Penelitian ini membahas topik yang disebutkan di atas dan
diterapkan sampel pada 180 responden dengan tujuan untuk menguji
pengaruh e-service quality, e-recovery service quality dan perceived
value terhadap loyalty intentions konsumen ZALORA Indonesia.
Penelitian ini menggunakan teknik analisis SEM dengan bantuan
program LISREL 8.80. Hasil penelitian ini menunjukan bahwa ada
pengaruh yang kuat dari kualitas layanan terhadap nilai yang
dirasakan konsumen; kemudian pengaruh yang kuat dari nilai yang
dirasakan terhadap niat loyalitas konsumen.

Kata Kunci: E-Service Quality; E-Recovery Service Quality;
Loyalty Intentions; dan Perceived Value
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ABSTRACT

There have been phenomena related to e-commerce until today,
due to the rapid growth of online retailers and technological
developments. With the increase in the number of online retailers, the
competition between online businesses is increasing. In this
competition, service quality is highly emphasized, considering most
customers move to another retailers because they get poor service.
Thus the quality of service is one of the important factors that can
affect the overall value perceived by consumers, customer satisfaction
and retain consumers in today's competitive online market.

This study discusses the topics mentioned above and applied
samples to 180 respondents with the aim of examining the effect of e-
service quality, e-recovery service quality and perceived value on
loyalty intensions of ZALORA Indonesia's consumer. This study uses
SEM analysis techniques with the help of the LISREL 8.80 program.
The results of this study indicate that there is a strong influence of
service quality on the value perceived by consumers; then a strong
influence of perceived value on consumer loyalty intentions.

Keywords: E-Service Quality; E-Recovery Service Quality; Loyalty
Intentions; and Perceived Value
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