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ABSTRAKSI

Penelitian ini bertujuan menganalisis pengaruh E-Service Quality, Keragaman
Produk, dan E-CRM terhadap Loyalitas Pelanggan melalui Kepuasan Pelanggan
sebagai variabel Intervening pada mitra bisnis (agen dan reseller) Khalifah Store
Kebumen berbasis teori Stimulus-Organism-Response (S-O-R). Metode penelitian
menggunakan pendekatan kuantitatif dengan teknik Purposive sampling terhadap
101 responden. Data dikumpulkan via kuesioner daring dan dianalisis
mengandalkan Structural Equation Modeling berbasis Partial Least Squares (SEM-
PLS) menggunakan SmartPLS 4.1.18. Hasil analisis menunjukkan bahwa E-
Service Quality berpengaruh positif tidak signifikan terhadap Kepuasan Pelanggan,
sedangkan Keragaman Produk dan E-CRM berpengaruh positif signifikan terhadap
Kepuasan Pelanggan, dengan E-CRM sebagai pendorong paling dominan.
Selanjutnya, Kepuasan Pelanggan berpengaruh positif signifikan terhadap
Loyalitas Pelanggan. Pengujian efek mediasi membuktikan bahwa Kepuasan
Pelanggan gagal memediasi pengaruh E-Service Quality dan Keragaman Produk
terhadap Loyalitas Pelanggan. Namun, Kepuasan Pelanggan terbukti secara sah
memediasi pengaruh E-CRM terhadap Loyalitas Pelanggan. Temuan ini
menegaskan bahwa optimalisasi E-CRM dan pemenuhan kepuasan mitra
merupakan pilar utama dalam membangun loyalitas jaringan distribusi di era
digital.

Kata Kunci: E-Service Quality, Keragaman Produk, E-CRM, Kepuasan
Pelanggan, Loyalitas Pelanggan.

viii



ABSTRACT

This study aims to analyze the effect of E-Service Quality, Product Variety, and E-
CRM on Customer Loyalty through Customer Satisfaction as an Intervening
variable among business partners (agents and resellers) of Khalifah Store
Kebumen, grounded in the Stimulus-Organism-Response (S-O-R) theory. The
research employed an explanatory quantitative approach with a Purposive
sampling technique, involving 101 respondents. Data were collected via an online
questionnaire and analyzed using Partial Least Squares-Structural Equation
Modeling (PLS-SEM) through SmartPLS 4.1.18. The results revealed that E-Service
Quality has a positive but statistically insignificant effect on Customer Satisfaction,
whereas Product Variety and E-CRM have a positive and significant effect on
Customer Satisfaction, with E-CRM being the most dominant predictor.
Furthermore, Customer Satisfaction has a positive and significant effect on
Customer Loyalty. Mediation testing proved that Customer Satisfaction fails to
mediate the effect of E-Service Quality and Product Variety on Customer Loyalty.
However, Customer Satisfaction significantly mediates the effect of E-CRM on
Customer Loyalty. These findings emphasize that optimizing E-CRM and fulfilling
partner satisfaction are the primary pillars for building network distribution loyalty
in the digital era.

Keywords: E-Service Quality, Product Variety, E-CRM, Customer Satisfaction,
Customer Loyalty.
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