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ABSTRAK 

 

Electronic commerce (e-commerce) adalah proses pembelian, penjualan 

atau pertukaran produk, jasa dan informasi melalui jaringan internet, Shopee 

merupakan salah satu platform perdagangan melalui elektronik. Penelitian ini 

bertujuan untuk mengetahui pengaruh iklan dan e-service quality terhadap 

keputusan pembelian dan loyalitas pelanggan pada e-commerce Shopee di 

Surabaya. Metode pengambilan sampel yang digunakan adalah Purposive 

sampling. Sampel pada penelitian ini adalah 100 responden yang pernah melakukan 

pembelian di e-commerce Shopee di Surabaya. Pengolahan data dengan 

menggunakan Program WarpPLS 7.0. Validitas item pernyataan loyalitas 

pelanggan, keputusan pembelian, iklan dan e-service quality dinyatakan valid, 

seluruh variabel dalam penelitian ini dinyatakan reliabel dan dapat digunakan 

dalam penelitian. Kriteria Goodness of Fit model telah terpenuhi dan hasil 

perhitungan Tenenhaus GoF (GoF) diperoleh sebesar 0.394 menunjukkan kekuatan 

prediksi model adalah besar. 

Berdasarkan hasil pengolahan data diperoleh hasil sebagai berikut : iklan 

berpengaruh signifikan terhadap keputusan pembelian dengan nilai p-value 0.013 

dan  jalur koefisien 0.212, e-service quality berpengaruh signifikan terhadap 

keputusan pembelian dengan nilai p-value < 0.01 dan  jalur koefisien 0.498, iklan 

berpengaruh signifikan terhadap loyalitas pelanggan dengan nilai p-value 0.002 dan  

jalur koefisien 0.270, e-service quality berpengaruh signifikan terhadap loyalitas 

pelanggan dengan nilai p-value 0.002 dan  jalur koefisien 0.274, keputusan 

Pembelian berpengaruh signifikan terhadap loyalitas pelanggan dengan nilai p-

value 0.040 dan  jalur koefisien 0.169, iklan berpengaruh signifikan terhadap 

loyalitas pelanggan dengan keputusan pembelian sebagai variabel mediasi ditolak, 

e-service quality berpengaruh signifikan terhadap loyalitas pelanggan dengan 

keputusan pembelian sebagai variabel mediasi  pada e-commerce Shopee di 

Surabaya diterima. 

 

 

Kata kunci : iklan, e-service quality, keputusan pembelian dan loyalitas pelanggan  

  

  

 

 



 
 

xii 
 

 

 

 

ABSTRACT 

 

Electronic commerce (e-commerce) is the process of buying, selling or 

exchanging products, services and information through the internet network, 

Shopee is one of the trading platforms through electronics. This study aims to 

determine the effect of advertising and e-service quality on purchasing decisions 

and customer loyalty in Shopee e-commerce in Surabaya. The sampling method 

used was purposive sampling. The sample in this study were 100 respondents who 

had made purchases at Shopee e-commerce in Surabaya. Processing data using the 

WarpPLS 7.0 Program. The validity of the statement of customer loyalty, 

purchasing decisions, advertising quality and e-service is declared valid, all 

variables in this study are declared reliable and can be used in the study. The criteria 

for the Goodness of Fit model have been met and the calculation result of the 

Tenenhaus GoF (GoF) is 0.394 which shows the predictive power of the large 

model. 

Based on the results of data processing, the following results obtained: 

advertising has a significant effect on purchasing decisions with a p-value of 0.013 

and a path coefficient of 0.212, the quality of e-service has a significant effect on 

purchasing decisions with an ap-value <0.01 and a path coefficient of 0.498, 

advertising has an effect significant. on customer loyalty with a p-value of 0.002 

and a path coefficient of 0.270, the quality of electronic services has a significant 

effect on customer loyalty with a p-value of 0.002 and a path coefficient of 0.274. 

Purchasing decisions have a significant effect on customer loyalty with a p-value 

of 0.040 and a path coefficient of 0.169, advertising has a significant effect on 

customer loyalty with purchasing decisions as a mediating variable rejected, e-

service quality has a significant effect on customer loyalty with purchasing 

decisions as a mediating variable in Shopee e-commerce in Surabaya accepted. 

  

 

Keywords : advertising, e-service quality, purchasing decisions and customer 

loyalty 
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