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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh e-service 

quality, e-recovery service quality, dan perceived information quality 

terhadap loyalty intention dengan mediasi perceived value berbelanja 

online. Dalam penelitian ini, menggunakan analisis SEM LISREL 8.70. 

Obyek penelitian ini adalah website Tokopedia sebagai online retail 

business. Jumlah sampel yang digunakan dalam penelitian sebanyak 100 

responden. Hasil penelitian menunjukkan bahwa e-service quality, e-
recovery service quality dan, Perceived information quality berpengaruh 

positif terhadap perceived value. Perceived value berpengaruh positif 

terhadap loyalty intention. E-service quality, e-recovery service quality, 

perceived information quality berpengaruh positif terhadap loyalty intention 

melalui mediasi Perceived value.  

 

 

 

Kata Kunci: E-Service Quality, E-Recovery Service Quality, Perceived 

Information Quality, Perceived Value, Loyalty Intention, Retail Online 
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ABSTRACT 

 

  This study aims to determine the effect of e-service quality, e-

recovery service quality, and perceived information quality with perceived 

value towards loyalty intention with perceived value as a mediation 

variable on e-commerce In this research, use SEM LISREL 8.70. The object 

of this research is website Tokopedia as online retail business. Total sample 

used were 100 respondents. E-service quality, e-recovery service quality, 

and perceived information quality has positive effect on perceived value. 
Perceived value has positive effect on loyalty intention. E-service quality, e-

recoveery service quality,and perceived information quality has positive 

effect on loyalty intention through perceived value.  

 

Keywords: E-Service Quality, E-Recovery Service Quality, Perceived 

Information Quality, Perceived Value, Loyalty Intention, Retail Online 
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