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E-SERVICE QUALITY DAN BRAND IMAGE SERTA DAMPAK 

CUSTOMER SATISFACTION DAN LOYALTY (STUDI KASUS PADA 

PENGGUNA TRAVELOKA) 

ABSTRAK 

 

Amreyza Pahlevi 

1908698 

 

Penelitian ini bertujuan untuk menguji pengaruh e-service quality dan brand image terhadap 

customer satisfaction dan loyalty dari pengguna platform online Traveloka. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode pengambilan sampel purposive sampling, 

di mana populasi targetnya adalah pelanggan Traveloka di Indonesia. Data dikumpulkan 

melalui survei dengan kuesioner sebagai instrumen penelitian. Analisis data dilakukan 

menggunakan Structural Equation Modeling (SEM) untuk menguji hubungan antara variabel-

variabel yang diteliti. Hasil penelitian menunjukkan bahwa e-service quality memiliki 

pengaruh positif dan signifikan terhadap customer satisfaction dan loyalty pada pengguna 

Traveloka. Kualitas layanan elektronik yang baik, seperti interfaces pengguna yang mudah dan 

responsif, berkontribusi pada kepuasan dan loyalitas pelanggan yang tinggi. Namun, Brand 

image tidak memiliki pengaruh signifikan terhadap loyalitas, meskipun berdampak positif pada 

customer satisfaction. Penelitian ini memaparkan hubungan antara Customer satisfaction dan 

customer loyalty. Temuan ini menggarisbawahi pentingnya meningkatkan kualitas layanan 

elektronik dan citra merek untuk memperkuat hubungan dengan pelanggan di pasar agen 

perjalanan online yang kompetitif. 

Kata kunci: e-service quality, brand image, customer satisfaction, customer loyalty, OTA, 

Traveloka   
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E-SERVICE QUALITY AND BRAND IMAGE AND THEIR IMPACT ON 

CUSTOMER SATISFACTION AND LOYALTY (A CASE STUDY ON 

TRAVELOKA USERS) 

ABSTRACT 

 

Amreyza Pahlevi 

1908698 

 

This research aims to examine the influence of e-service quality and brand image on customer 

satisfaction and loyalty of users on the online platform Traveloka. This study employs a 

quantitative approach with purposive sampling as the sampling method, targeting the 

population of Traveloka customers in Indonesia. Data were collected through a survey using 

questionnaires as the research instrument. Data analysis was conducted using Structural 

Equation Modeling (SEM) to test the relationships between the studied variables. The results 

of the study indicate that e-service quality has a positive and significant impact on customer 

satisfaction and loyalty among Traveloka users. Good electronic service quality, such as user-

friendly and responsive interfaces, contributes to high customer satisfaction and loyalty. 

However, brand image does not have a significant influence on loyalty, although it positively 

affects customer satisfaction. The study reveals the relationship between customer satisfaction 

and customer loyalty. These findings emphasize the importance of enhancing electronic service 

quality and brand image to strengthen customer relationships in the competitive market of 

online travel agencies. 

Keywords: e-service quality, brand image, customer satisfaction, customer loyalty, OTA, 

Traveloka 
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