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Abstrak 

 
Penelitian ini bertujuan untuk membuktikan dan menganalisis pengaruh e- 

service quality terhadap e-customer loyalty melalui e-customer satisfaction 

sebagai variabel mediasi pada pengguna E-Money OVO di Kota Padang. Pada 

penelian ini digunakan beberapa pengguna E-Money OVO di Kota Padang yang 

dipilih secara random. Dalam penelitian ini digunakan analisis Structural 

Equation Model (SEM) yang diolah dengan menggunakan Smart PLS. Hasil 

pengujian hipotesis menemukan bahwa e-service quality berpengaruh positif 

terhadap e-customer satisfaction, dalam tahapan pengujian hipotesis juga 

ditemukan e-service quality berpengaruh positif terhadap kepuasan. Pada tahapan 

hipotesis ketiga ditemukan kepuasan tidak berpengaruh signifikan terhadap e- 

customer loyalty, sedangkan pada tahapan pengujian hipotesis keempat ditemukan 

e-service quality tidak berpengaruh terhadap e-customer loyalty melalui e- 

customer satisfaction sebagai variabel mediasi dalam menggunakan E-Money Ovo 

di Kota Padang. 

 
Kata Kunci: E-Service Quality, E-Customer Satisfaction & E-Customer Loyalty 
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Abstract 

This study aims to prove and analyze the effect of e-service quality on e- 

customer loyalty through e-customer satisfaction as a mediating variable for E- 

Money OVO users in Padang City. In this study, several E-Money OVO users in 

Padang City were selected randomly. In this study, Structural Equation Model 

(SEM) analysis was used which was processed using Smart PLS. The results of 

hypothesis testing found that e-service quality had a positive effect on e-customer 

satisfaction, in the hypothesis testing stage it was also found that e-service quality 

had a positive effect on e-customer satisfaction. In the third hypothesis stage, it 

was found that satisfaction had no significant effect on e-customer loyalty, while 

at the fourth hypothesis testing stage it was found that e-service quality had no 

effect on e-customer loyalty through e-customer satisfaction as a mediating 

variable in using E-Money Ovo in the City. field. 

Keywords: E-Service Quality, E-Customer Satisfaction & E-Customer Loyalty 
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