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ABSTRAK 

Amalia Afiqah 1903020 “Pengaruh E-Service Quality dan E-Satisfaction 
terhadap E-Loyalty pada Online Travel Agencies di Indonesia” di bawah 
bimbingan Dr. Lili Adi Wibowo, S.Sos., S.Pd., M.M. dan Yeni Yuniawati, S.Pd., 
MM.  
 
Penelitian ini bertujuan untuk memperoleh gambaran e-service quality, e-
satisfaction, dan  e-loyalty pada followers Instagram resmi Online Travel Agencies 
di Indonesia, serta untuk mengetahui pengaruh e-service quality dan e-satisfaction 
terhadap e-loyalty pada pelanggan yang tergabung dalam  followers Instagram 
resmi Online Travel Agencies di Indonesia. Jenis penelitian yang digunakan adalah 
deskriptif dan verifikatif. Populasi dalam penelitian ini berukuran 200 responden 
dengan menggunakan teknik sample random sampling. Teknik analisis penelitian 
ini adalah analisis Structural Equation Model (SEM) dengan menggunakan 
program AMOS for windows. Hasil temuan pada penelitian ini menemukan bahwa 
gambaran e-service quality, e-satisfaction, dan e-loyalty berada pada kategori baik. 
Temuan penelitian ini menunjukkan bahwa pengaruh tidak langsung e-service 
quality masih memperoleh besaran pengaruh yang lebih rendah terhadap e-loyalty, 
dibandingkan dengan pengaruh langsung. Berdasarkan hasil penelitian, peneliti 
merekomendasikan agar layanan Online Travel Agencies dapat mengoptimalkan 
kembali e-satisfaction dengan memberikan yang terbaik melalui convenience dan 
financial security, serta mempertahankan e-service quality dengan memberikan 
yang terbaik melalui efficiency dan personalization agar dapat meningkatkan e-
loyalty. 
 
Kata kunci: E-Service Quality, E-Satisfaction E-Loyalty, Online Travel Agencies 
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ABSTRACT 

Amalia Afiqah 1903020 “The Effect of E-Service Quality and E-Satisfaction on 
E-Loyalty towards Online Travel Agencies in Indonesia” under guidance of  Dr. 
Lili Adi Wibowo, S.Sos., S.Pd., M.M. and Yeni Yuniawati, S.Pd., MM 
 
This study aims to obtain an overview of e-service quality, e-satisfaction, and e-
loyalty on the official Instagram followers of Online Travel Agencies in Indonesia, 
as well as to determine the influence of e-service quality and e-satisfaction on e-
loyalty among customers who are members of official Instagram followers of 
Online Travel Agents in Indonesia. The type of research used is descriptive and 
verification. The population in this study was 200 respondents using random 
sampling techniques. The analysis technique for this research is Structural 
Equation Model (SEM) analysis using the AMOS for Windows program. The 
findings in this study found that the description of e-service quality, e-satisfaction, 
and e-loyalty was in the good category. The findings of this research indicate that 
the indirect influence of e-service quality still has a lower magnitude of influence 
on e-loyalty, compared to the direct effect. Based on the research results, 
researchers recommend that Online Travel Agencies services can re-optimize e-
satisfaction by providing the best through comfort and financial security, as well 
as maintaining the quality of e-service by providing the best through efficiency and 
personalization in order to increase e-loyalty. 
 
Keywords: E-Service Quality, E-Satisfaction E-Loyalty, Online Travel Agencies 
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