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ABSTRAK 

 
 

Penelitian ini ingin mengetahui lebih lanjut mengenai “Pengaruh 

E-Service Quality, Customer E- Satisfaction dan Customer Value 

Terhadap Customer E- Loyalty Dimoderasi Oleh Brand Image Melalui E-

CRM Quality Sebagai Variabel Intervening Pada Pengguna Grabfood di 

Surabaya”. Adapun yang melatarbelakangi diadakannya penelitian ini 

adalah cepatnya perkembangan teknologi hingga berdampak pada bidang 

jasa. Sampel penelitian yang digunakan dalam penelitian ini sebanyak 100 

sampel dengan teknik purposive sampling. Data yang digunakan adalah 

data primer yang diperoleh dengan menyebarkan kuesioner kepada 

pengguna Grabfood di Surabaya. Teknik analisis data yang digunakan 

adalah menggunakan SEM dengan software PLS. 

Hasil penelitian menunjukkan bahwa E-CRM Quality berpengaruh 

positif terhadap Customer E- Loyalty, pengaruh E-Service Quality 

terhadap Customer E- Loyalty melalui peran mediasi E-CRM Quality 

berpengaruh positif, Customer E- Satisfaction terhadap Customer E- 

Loyalty melalui mediasi E-CRM Quality berpengaruh positif, pengaruh 

Customer Value terhadap Customer E- Loyalty melalui peran mediasi E-

CRM Quality berpengaruh positif, Brand Image dimoderasi E-Service 

Quality terhadap Customer E- Loyalty melalui E-CRM Quality tidak 

berpengaruh, Brand Image dimoderasi Customer E- Satisfaction terhadap 

Customer E- Loyalty melalui E-CRM Quality tidak berpengaruh, Brand 

Image dimoderasi Customer Value terhadap Customer E- Loyalty melalui 

E-CRM Quality tidak berpengaruh. 

Kata kunci: E-Service Quality, Customer E- Satisfaction, Customer Value, 

Customer E- Loyalty, Brand Image, E-CRM Quality 
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THE EFFECT OF E-SERVICE QUALITY, CUSTOMER E-

SATISFACTION AND CUSTOMER VALUE ON CUSTOMER E-

LOYALTY MODIFIED BY BRAND IMAGE THROUGH E-CRM 

QUALITY AS INTERVENING VARIABLES IN GRABFOOD USERS IN 

SURABAYA 

 

ABSTRACT 
 

This study wants to find out more about "Quality of E-Service, E-Customer 

Satisfaction and Customer Value of Customer E-Loyalty Moderated By Brand 

Image Through E-CRM Quality as an Intervening Variable in Grabfood Users in 

Surabaya". As for the background of this research is the rapid development of 

technology to the improvement in the service sector. The research sample used in 

this study amounted to 100 samples with a purposive sampling technique. The data 

used are primary data obtained by distributing questionnaires to Grabfood users in 

Surabaya. The data analysis technique used is SEM with PLS software. 

The results showed that E-CRM Quality was positive towards Customer E-

Loyalty, the influence of E-Service Quality on Customer E-Loyalty through the role 

of positive Quality E-CRM mediation, Customer E-Satisfaction with Customer E-

Loyalty through mediation E-CRM Quality affects positively, influencing Customer 

Value to E-Loyalty Customers through the mediating role of E-CRM Quality 

positively influences, Brand Image is moderated E-Service Quality of E-Loyalty 

Customers through E-CRM Quality is not appropriate, Brand Image is moderated 

by Customer E-Satisfaction with E Customers - Loyalty through E-CRM Quality is 

not approved, Brand Image is moderated Customer Value to Customers E-Loyalty 

through E-CRM Quality is not binding. 

 

Keywords : E-Service Quality, Customer E- Satisfaction, Customer Value, 

Customer E- Loyalty, Brand Image, E-CRM Quality 

 

 

 

 

 

 

 


