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ABSTRAK

Mutiara Chaivazahra Putri Soleh (2107554) “Pengaruh E-SERVQUAL dan E-
CRM terhadap Customer Engagement (Survei pada Pelanggan Tiket.com)” di
bawah bimbingan Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. dan Dr. Bambang
Widjajanta, M.M.

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh dari E-
SERVQUAL dan E-CRM terhadap Customer Engagement pada pelanggan
Tiket.com. Penelitian ini menggunakan jenis penelitian deskriptif dan verifikatif
dengan pendekatan kuantitatif serta metode explanatory survey. Teknik
pengumpulan sampel menggunakan simple random sampling dengan ukuran
sampel sebanyak 348 responden yang merupakan pelanggan Tiket.com. Data
diolah secara statistik menggunakan metode Structural Equation Modelling
(SEM). Hasil temuan pada penelitian ini menemukan bahwa gambaran E-
SERVQUAL, E-CRM, dan customer engagement berada pada kategori tinggi. E-
SERVQUAL dan E-CRM memiliki pengaruh signifikan terhadap customer
engagement. Temuan ini menunjukkan bahwa penerapan E-SERVQUAL dan E-
CRM akan mendorong customer engagement pada pelanggan Tiket.com.
Berdasarkan hasil penelitian, peneliti merekomendasikan agar dapat
mempertahankan dan meningkatkan customer engagement melalui program-
program komunitas yang meningkatkan interaksi pelanggan, serta mengadakan
kegiatan atau acara offline yang melibatkan pelanggan agar mampu menciptakan
hubungan yang lebih erat serta memperkuat loyalitas pelanggan terhadap
Tiket.com.

Kata Kunci: E-SERVQUAL, E-CRM, customer engagement



ABSTRACT

Mutiara Chaivazahra Putri Soleh (2107554) “The Influence of E-SERVQUAL
and E-CRM on Customer Engagement (Survey on Tiket.com Customers)”
under the guidance of Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. and Dr. Bambang
Widjajanta, M.M.

This study aims to obtain an overview and influence of E-SERVQUAL and E-CRM
on Customer Engagement among Tiket.com customers. The research employs
descriptive and verification methods with a quantitative approach, utilizing an
explanatory survey method. The sample collection technique used is simple
random sampling, with a sample size of 348 respondents who are Tiket.com
customers. Data is statistically processed using Structural Equation Modeling
(SEM). The findings of this study reveal that E-SERVQUAL, E-CRM, and
customer engagement are all categorized as high. E-SERVQUAL and E-CRM
have a significant impact on customer engagement. These findings indicate that
the implementation of E-SERVQUAL and E-CRM will encourage customer
engagement among Tiket.com customers. Based on the results of the study,
researchers recommend maintaining and enhancing customer engagement
through community programs that increase customer interaction, as well as
organizing offline events involving customers to foster stronger relationships and
strengthen customer loyalty towards Tiket.com.

Keywords: E-SERVQUAL, E-CRM, customer engagement



KATA PENGANTAR

Puji dan syukur penulis panjatkan kepada Tuhan Yang Maha Esa karena
dengan rahmat, karunia, dan kehendak-Nya penulis dapat menyelesaikan skripsi
“Pengaruh E-SERVQUAL dan E-CRM terhadap Customer Engagement (Survei
pada Pelanggan Tiket.com)” yang sebagai salah satu syarat menempuh ujian
sidang Sarjana Pendidikan, Program Studi Pendidikan Bisnis, Universitas
Pendidikan Indonesia. Penyusunan skripsi ini dilakukan untuk memperoleh
temuan mengenai gambaran E-SERVQUAL, E-CRM dan customer engagement,
serta pengaruh E-SERVQUAL dan E-CRM terhadap customer engagement.

Penulis menyadari bahwa skripsi ini masih memiliki kekurangan, sehingga
saran dan kritik dari pemabaca sangat diharapkan sebagai bahan evaluasi untuk
penulisan selanjutnya. Penulis telah berusaha secara optimal dalam Menyusun
skripsi ini, dengan harapan dapat memberikan manfaat dan kontribusi bagi
kemajuan dunia pemasaran digital, terutama di bidang relationship marketing dan
pendidikan.

Bandung, Januari 2025

Penulis
Mutiara Chaivazahra Putri Soleh



UCAPAN TERIMA KASIH

Puji dan syukur penulis panjatkan kehadirat Tuhan Yang Maha Esa karena
rahmat dan karunia-Nya penulis dapat menyelesaikan skripsi ini yang disusun
dalam rangka memenuhi salah satu syarat memperoleh gelar Sarja Pendidikan
pada Program Studi Pendidikan Bisnis. Penulis menyadari bahwa dalam proses
penyusunan skripsi ini tidak lepas dari adanya kerjasama dan dukungan dari
berbagai pihak. Oleh karena itu, dalam kesempatan ini penulis menyampaikan
terima kasih sebesar-besarnya dan penghargaan yang setinggi-tingginya kepada
pihak-pihak berikut ini:

1. Bapak Prof. Dr. H. M. Solehuddin, M.Pd., M.A., selaku Rektor Universitas
Pendidikan Indonesia, penulis ucapkan terima kasih atas kesempatan yang
telah diberikan untuk menempuh pendidikan di Universitas Pendidikan
Indonesia. Penulis juga menghaturkan rasa hormat atas komitmen beliau
dalam menciptakan lingkungan akademik yang aman, nyaman, dan
mendukung proses belajar, berkembang, serta eksplorasi ilmu pengetahuan.

2. lbu Prof. Dr. Hj. Ratih Hurriyati, M.P., selaku Dekan periode 2025-2029
Fakultas Pendidikan Ekonomi dan Bisnis Universitas Pendidikan Indonesia,
Penulis mengucapkan selamat atas dilantiknya Ibu sebagai Dekan FPEB.
Semoga Ibu dapat menjalankan amanah ini dengan penuh kebijaksanaan dan
membawa fakultas menuju pencapaian yang lebih gemilang di masa
mendatang.

3. Bapak Prof. Dr. H. Eeng Ahman, M.S., selaku Dekan Fakultas Pendidikan
Ekonomi dan Bisnis Universitas Pendidikan Indonesia 2020-2024, Penulis
mengucapkan terima kasih yang sebesar-besarnya atas dedikasi dan
pengabdiannya, serta kesempatan yang telah Bapak berikan kepada penulis
untuk menempuh pendidikan di fakultas yang Bapak pimpin merupakan suatu
kehormatan dan anugerah yang tidak ternilai.

4. lbu Dr. Puspo Dewi Dirgantari, S.Pd., M.T., M.M., selaku Ketua Program
Studi Pendidikan Bisnis Universitas Pendidikan Indonesia, penulis ucapkan

terima kasih atas motivasi dan arahan yang telah diberikan selama masa studi.



Semoga Tuhan Yang Maha Esa melimpahkan keberkahan, kesehatan, dan
kelancaran dalam kehidupan beliau.

Bapak Dr. Bambang Widjajanta, M.M., selaku Ketua Tim Pengembangan
Penulisan Skripsi Program Studi Pendidikan Bisnis Universitas Pendidikan
Indonesia, dosen pembimbing II, dan juga selaku dosen pembimbing
akademik, penulis ucapkan terima kasih atas bimbingan, arahan, motivasi,
serta fasilitas yang telah diberikan, baik selama proses penyelesaian skripsi
maupun dalam perjalanan akademik. Semoga beliau senantiasa diberkahi oleh
Tuhan Yang Maha Esa dan diberikan kesehatan serta kelancaran dalam setiap
langkah kehidupan.

Bapak Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M., selaku Dosen Pembimbing
I, penulis ucapkan terima kasih yang sebesar-besarnya atas bimbingan,
kesabaran, ketelitian, serta motivasi yang telah diberikan selama proses
penulisan skripsi. Semoga beliau senantiasa menjadi teladan yang inspiratif,
serta diberikan perlindungan, kebahagiaan, kesehatan, dan kelancaran dalam
setiap urusan oleh Tuhan Yang Maha Esa.

. Segenap dosen dan staf Program Studi Pendidikan Bisnis, FPEB UPI, penulis
sampaikan rasa terima kasih yang mendalam atas ilmu, motivasi, dan arahan
yang telah diberikan selama masa perkuliahan. Semoga segala ilmu yang
diberikan dapat penulis aplikasikan dengan baik, dan semoga Tuhan Yang
Maha Esa membalas segala kebaikan dengan limpahan pahala yang berlipat
ganda.

. Orang tua tersayang Bapak H. Idi Supriyadi dan Ibu Hj. Iva Syarifa, penulis
haturkan rasa syukur dan terima kasih yang tiada terhingga atas segala cinta,
doa, dukungan, dan pengorbanan yang telah diberikan sepanjang hidup ini.
Bapak dan Ibu adalah sumber inspirasi dan kekuatan bagi penulis untuk terus
belajar dan berusaha. Segala keberhasilan yang penulis capai hingga saat ini
tidak akan terwujud tanpa kasih sayang, nasihat, serta keikhlasan yang tak
pernah putus dari Bapak dan Ibu. Semoga Tuhan Yang Maha Esa senantiasa
melimpahkan kesehatan, kebahagiaan, serta keberkahan dalam kehidupan
Bapak dan Ibu. Dengan penuh kerendahan hati, penulis persembahkan karya

ini sebagai wujud bakti dan rasa terima kasih kepada Bapak dan Ibu tercinta.

\



9.

10.

Kakak-kakak tercinta, Intan Putri Wandiva Soleh, Renaldy Fachrezzy
Mochammad Soleh, Yudi Christian, dan Indri Ardiyanti, penulis sampaikan
rasa terima kasih yang tulus atas dukungan, motivasi, dan kasih sayang yang
telah diberikan selama ini. Kehadiran kalian menjadi sumber semangat dan
inspirasi bagi penulis untuk terus berjuang dan menyelesaikan pendidikan ini.
Terima kasih atas perhatian, bantuan, dan kebersamaan yang selalu
menguatkan langkah penulis. Semoga Tuhan Yang Maha Esa senantiasa
melimpahkan kebahagiaan, kesehatan, dan kesuksesan dalam kehidupan
kalian semua.
Teman-teman terdekat Sherly Aulia Nur Rizky, Rizky Nurbayani Muhari,
Levina Syafin Tejasukmana, Nadzifa Nur Huwaida, Rosa Choerunnisa,
Zasmin Aufania Putri, Siti Sajaa Sri Wahyuni, Mufidah Zahroh, Novy Fitria
Wahyuni, Raudhatul Mawaddah, Mega Tri Nadya, dan Najwa Salim, penulis
sampaikan rasa terima kasih yang mendalam atas dukungan, kebersamaan,
dan semangat yang selalu diberikan selama perjalanan ini. Kehadiran kalian
memberikan warna dan kebahagiaan tersendiri dalam hidup penulis, serta
menjadi sumber kekuatan untuk terus melangkah. Terima kasih atas tawa,
cerita, dan segala bantuan yang tak ternilai. Semoga persahabatan ini
senantiasa terjaga, dan Tuhan Yang Maha Esa melimpahkan keberkahan,
kebahagiaan, serta kesuksesan dalam hidup kalian semua. Karya ini penulis
persembahkan sebagai wujud penghargaan dan cinta untuk teman-teman
terbaik.

Sebagai penutup, penulis menyampaikan rasa terima kasih yang sebesar-

besarnya kepada seluruh pihak yang tidak dapat disebutkan satu per satu atas

segala kontribusi dan dukungan yang telah diberikan. Segala bantuan, arahan, dan

dorongan yang diterima menjadi pondasi yang kokoh dalam menyelesaikan proses

penyusunan skripsi ini. Semoga segala kebaikan yang telah diberikan

mendapatkan balasan terbaik dari Tuhan Yang Maha Esa.

Bandung, Januari 2025

Penulis

Mutiara Chaivazahra Putri Soleh

Vi



DAFTAR ISI

ABSTRAK .ottt ettt ne e [
ABSTRACT .ottt bbbttt ettt bbb e nne s i
KATA PENGANTAR ...ttt sttt e s iii
UCAPAN TERIMA KASIH ..ot 1\
DAFTAR IS ..ottt sre e vii
DAFTAR TABEL ..ot IX
DAFTAR GAMBAR ..ottt Xi
DAFTAR LAMPIRAN ...ttt Xiii
BAB | PENDAHULUAN ..ottt eneas 1
1.1  Latar Belakang Penelitian ...........ccccovoviiieiiiii i 1
1.2 RUMUSAN MaSAIAN .......coeiiiiiiiee e 11
1.3 Tujuan Penelitian.........cccoviiiiiiiiiic e 11
1.4 Kegunaan Penelitian............cccooveiiiiiiicie e 11
BAB Il KAJIAN PUSTAKA, KERANGKA PEMIKIRAN,
DAN HIPOTESIS ..o 13
2.1 KaJian PUSLAKA ........cooviiiiiiiiieee s 13
2.1.1  Pendekatan TeOM....coccoiiierieieieieie et 13
2.1.2  Konsep Customer ENgagement.........ccccveviieeiiieesnieesiiee e 14
2.1.3  Konsep E-Service Quality (E-SERVQUAL) ......ccevvvvvreniiirieninn 25
2.1.4  Konsep Electronic Customer Relationship Management (E-CRM) 34
2.2 Kerangka PEMIKIran ..........cccccooviiiiie i 41
2.3 HIPOTESIS ...ttt 46
BAB 111 OBJEK DAN METODOLOGI PENELITIAN .....coceiiiiieiiiceieie 48
3.1 ObJek PENEITIAN ..ccveieieiiciiieiece e 48
3.2 Metode Penelitian..........cceiviieiieiiee e 48
3.2.1  Jenis Penelitian dan Metode yang Digunakan ............c.ccccceevveennenee. 48
3.2.2  Operasionalisasi Variabel.............ccccccoovviviiiiiiiiiiii e 49
3.2.3  Jenis dan SUMDEr Data..........ccoocveeieeieiiesiee e 55
3.2.4  Populasi, Sampel dan Teknik Sampling..........ccccccoeveveiiieiecieenene. 56
3.25  Teknik Pengumpulan Data...........ccccceeviiieiieieciieceece e 60
3.2.6  Hasil Pengujian Validitas dan Reliabilitas.............cccccovvrivninnnnnnn. 61
3.2.7  Teknik Analisis Data.........ccccoeeruiiiiriiieiinie e 69
BAB IV HASIL PENELITIAN DAN PEMBAHASAN.......ccccocoiiiiiiiiieien, 87
4.1 HaSH PENEITIAN......cui it 87
4.1.1  Profil Perusahaan, Karakteristik, dan Pengalaman ........................ 87
4.1.2  Hasil PeNelitian .......cccooveiveiiiie e 107
4.2 Pembahasan Penelitian ..........cccccoovviieeiiiiiiiiece e 170



4.2.1  Pembahasan Hasil Penelitian Deskriptif...........cccoooiinniinnnn 170
4.2.2  Pembahasan Hasil Pengujian HIpOtesis ..........cccceveieniiincninnnnn. 182
4.2.3  Implikasi Hasil Temuan Penelitian ..............cccoocevviieiieincieciee, 186
4.2.4  Implikasi Hasil Penelitian E-SERVQUAL, E-CRM, dan Customer
Engagement dalam Program Studi Pendidikan Bisnis dan Unsur
PendidiKaN........coviiiiieee e 197
BAB V KESIMPULAN DAN REKOMENDASI ......c.cccooeiiiereie e 202
5.1 KeSIMPUIAN. ...t 202
5.2 REKOMENUAST ....ocvviiiiiiiiiieiiieie et 204
DAFTAR PUSTAKA ..ottt 208

viii



No.

1.1
1.2

1.3
14
2.1
2.2
2.3
2.4
2.5
2.6
3.1
3.2
3.3
3.4
3.5
3.6
3.7

3.8
3.9
3.10
3.11
3.12
4.1
4.2
4.3

4.4
4.5
4.6
4.7
4.8
4.9
4.10
411
412

4.13

DAFTAR TABEL

Judul Tabel Hal.
Engagement Dept Aplikasi Online Travel Agent 2022- 2024.................... 4
Rating dan Reviews Online Travel Agent di Play Store dan App Store
TANUN 2024 ... et 5
Website Metrics Online Travel Agent 2022-2024...........ccccccevveveivecneenenn, 6
Instagram Engagement Online Travel Agent Tahun 2022- 2024 ............... 7
Konsep Customer Engagement menurut Para Ahli ..., 15
Pengukuran Customer Engagement dalam Penelitian Terhadulu............. 16
Sitasi atas Definisi E-SERVQUAL menurut Para Ahli.........cccccoevveveanee. 26
Pegukuran E-SERVQUAL dalam Penelitian Terdahulu .......................... 27
Konsep E-CRM menurut Para Ahli .......c.cccooveiiiiiiiiececcece e 35
Pengukuran E-CRM dalam Penelitian Terhadulu............cccccoceiininnnnne 37
Operasionalisasi variabel ...............cccoviiieiicii e 50
Jenis dan SUMDBEr data..........cccevieiiiieiiee e 56
Jumlah Sampel dari Populasi Tertentu.........ccccceveeveeneereiiie e 58
Hasil Uji Validitas Variabel X1 (E-SERVQUAL) ......cccccooiiiiiniiiieen, 63
Hasil Uji Validitas Variabel X2 (E-CRM) ..o, 64
Hasil Uji Validitas Variabel Y (Customer Engagement)..........c.cccccevnee. 66
Hasil Pengujian Reliabilitas Variabel E-SERVQUAL, E-CRM, dan
CuStomer ENQGAgeMENT .......ccvoiiiiieiiiieiee e 68
SKOP AIEINALIT. ... 70
Tabulasi Silang (Cross Tabulation) ..o 71
ANALISIS DESKITPLIT ... s 72
Kriteria Penafsiran Hasil Perhitungan Responden...........cccccovvevvivieinenee. 72
Indikator Pengujian Kesesuaian Model ..........c.ccoovviiiiiiinencience 79
Karakteristik Pelanggan TiKet.COM..........ccccovvevieii i 89
Klasifikasi Tingkat Customer Engagement Pelanggan Tiket.Com......... 100
Keterkaitan Tingkat Customer Engagement berdasarkan Usia dan Jenis
(=] - 0 o OSSR 101
Keterkaitan Tingkat Customer Engagement berdasarkan Pendidikan
1= L OSSPSR 103
Keterkaitan Tingkat Customer Engagement berdasarkan Pekerjaan
dan Pendapatan atau Uang SaKu ..........cccccererininienieieienene e 105
Skor Kontribusi Item Pernyataan Dimensi Variabel E-SERVQUAL..... 118
Skor Kontribusi Item Pernyataan Dimensi Variabel E-CRM................. 129
Skor Kontribusi Item Pernyataan Dimensi Variabel
CUuStomer ENQGAgEMENT .......c.eeiieiiiieiiercse e 142
Hasil Uji Normalitas Data............ccccovveiieiiieiie e 144
Hasil Pengujian Outlierts Data...........ccccevvriiiieiiniseee s 146
Hasil Uji Estimasi Measurement Model ............ccccoovivieieicic e, 149
Validitas dan Reliabilitas Model Pengukuran Konstruk
Eksogen E-SERVQUAL ........oocviiiiiiiieieie et 152
Hasil Evaluasi Goodnes of Fit Model CFA Konstruk Eksogen
E-SERVQUAL ..ottt 152



4.14

4.15

4.16

4.17

4.18
4.19

4.20

4.21

4.22

4.23

4.24

4.25

4.26
4.27

Validitas dan Reliabilitas Model Pengukuran Konstruk

EKSOQEN E-CRM ..ottt 154
Evaluasi Goodnes of Fit Model CFA Konstruk

EKSOQEN E-CRM ..ottt 155
Validitas dan Reliabilitas Model Pengukuran Konstruk

Endogen Customer ENQagement ..........ccccvevveieeieeiesieseese e 157
Hasil Evaluasi Goodnes of Fit Model CFA Konstruk

Endogen Customer ENQagement ..........ccoovevveieeieeresie e e 157
Modification Index Konstruk ENdOgen ..........ccccovveviriinieiinie e 158
Hasil Evaluasi Goodnes of Fit Model 2 CFA Konstruk Endogen

Customer ENQGAgemMENT .........coiieiiiiieiieiire e 159
Validitas dan Reliabilitas Model Pengukuran Konstruk Endogen

Customer ENQGAgemMENT .........covieiiiiiiiiecieese e 160
Hasil Estimasi Full Model Pengaruh E-SERVQUAL dan E-CRM

terhadap Customer ENgagement..........cocvererereninineeieiene e 162
Hasil Evaluasi Goodnes of Fit Model Pengaruh E-SERVQUAL dan E-
CRM terhadap Customer ENgagement............ccocevvvieierienene e 162
Modification Index Full Model 1 Pengukuran Pengaruh E-SERVQUAL
dan E-CRM terhadap Customer Engagement ...........ccccooevenenenenenenn. 163
Hasil Estimasi Full Model Pengaruh E-SERVQUAL dan E-CRM

terhadap Customer ENgagement..........cooeereiirineneeieeese e 165
Hasil Evaluasi Goodnes of Fit Model 2 Pengaruh E-SERVQUAL dan
E-CRM terhadap Customer Engagement..........ccocovvvvvenienenenencnnnnnns 165
Analisis Uji Hipotesis Full Model ...........ccccoooeiiieiiiece e, 166
Implied Correlation of All Variabels ............cccooviiiiiiiis 168



No.

1.1
2.1
2.2
2.3
2.4
2.5
2.6
2.7
2.8
2.9
2.10
2.11
3.1

3.2
3.3
3.4
3.5

3.6
3.7
3.8
4.1
4.2
4.3
4.4
4.5
4.6
4.7
4.8
4.9
4.10

411

4.12

4.13

4.14

DAFTAR GAMBAR

Judul Gambar Hal.
Nilai Online Booking Pariwisata dan Proyeksinya ...........cccoocvvieenieniienennne. 1
Customer ENgagement CYCIE ..........ooviiveiiiiiiiiiieceeee e 19
Customer Engagement Process Model ... 21
Model CE’s Temporal Evolution throughout the CE Lifecycle ................. 24
Conceptual Model for Understanding and Improving E-Service Quality . 30
E-Service Quality Model for Tourism Domain ..........ccceoveveieneiencnennnn. 32
The Conceptual Framework of E-Service Quality.........ccccccoovvviniiienennnnne. 34
Model Structure of E-CRM ..o 39
Model Management Steps for E-CRM..........cccooiiiiiiiiiicc e 40
Model Characteristics and Features of E-CRM..........cccccoovveiiienciinnnne. 41
Kerangka PeMIKITAN ........c.ccviiieiiiiieiie et 45
Paradigma Penelitian...........ccccooveiieii i 46
Garis Kontinum Penelitian E-SERVQUAL, E-CRM dan Customer
ENQAGEMENT ... ..o 73
Model Pengukuran E-SERVQUALL .........cccooiiiieiicieceece e 82
Model Pengukuran E-CRM .........cocoiiiiiiieiic e 82
Model Pengukuran Customer Engagement............cccceevveveiieieenesieseennnns 82
Model Struktural Pengaruh E-SERVQUAL dan E-CRM terhadap
Customer ENgagement ..........ooiiviiiiiiniiieiiie et 83
Diagram Jalur HIPOTESIS L.......ccviiiiiiiieieienie e 84
Diagram Jalur HIPOTESIS 2.......ccviiiiiieieieic s 85
Diagram Jalur HIPOTESIS 3.......couviiiiiiiiieieieese s 85
LOQO TIKEL.COM ... 87
Pengalaman berdasarkan Lamanya menjadi Pelanggan Tiket.com............ 92
Pengalaman Pelanggan berdasarkan Platform yang Digunakan................ 93
Pengalaman Pelanggan berdasarkan Tampilan Aplikasi Atau Website..... 95
Pengalaman Pelanggan berdasarkan Emosi yang Dirasakan..................... 96
Pengalaman Pelanggan berdasarkan Perasaan yang Dirasakan................. 97
Distribusi Alasan Pelanggan menggunakan Layanan Tiket.Com.............. 98
Garis Kontinum Penilaian Variabel E-SERVQUAL ........cccoceviviiiinennnne 108
Tanggapan Pelanggan Tiket.com terhadap Variabel E-SERVQUAL ..... 109
Tanggapan Pelanggan Tiket.com terhadap Dimensi Efficiency
dalam E-SERVQUAL ..ot 111
Tanggapan Pelanggan Tiket.com terhadap Dimensi Privacy dalam
E-SERVQUAL ..ottt 112
Tanggapan Pelanggan Tiket.com terhadap Dimensi Responsiveness
dalam E-SERVQUAL .......cccoiiiiiicecee e 113
Tanggapan Pelanggan Tiket.com terhadap Dimensi Personalization
dalam E-SERVQUAL .......cccoiiiiiieecee e 114
Tanggapan Pelanggan Tiket.com terhadap Dimensi Reliability
dalam E-SERVQUAL .......cccoiiiiiicieieee e 115



4.15

4.16

4.17

4.18

4.19

4.20

4.21

4.22

4.23

4.24
4.25

4.26
4.27
4.28
4.29
4.30
4.31
4.32
4.33
4.34
4.35
4.36
4.37
4.38
4.39

4.40

Tanggapan Pelanggan Tiket.com terhadap Dimensi Contact

dalam E-SERVQUAL .......cccooiiiiiciecee e 116
Tanggapan Pelanggan Tiket.com terhadap Dimensi Compensation

dalam E-SERVQUAL .......cccooiiiiicieeee e 117
Garis Kontinum Penilaian Variabel E-CRM.........c.ccccooiiiiiiiieiieiiens 120
Tanggapan Pelanggan Tiket.com terhadap Variabel E-CRM................. 122
Tanggapan Pelanggan Tiket.com terhadap Dimensi Direct Mail

dalam E-CRIM .....cuiiiiieeeeee e 123
Tanggapan Pelanggan Tiket.com terhadap Dimensi Preferential

Treatment dalam E-CRM ..o 124
Tanggapan Pelanggan Tiket.com terhadap Dimensi Interpersonal
Communication dalam E-CRM ........ccoceiiiiiiiiiinieeeee s 125
Tanggapan Pelanggan Tiket.com terhadap Dimensi Feedback
Management dalam E-CRM...........ccccooeiiieiiiiiie e 126
Tanggapan Pelanggan Tiket.com terhadap Dimensi Perceived

Reward dalam E-CRM .......cccccoiiiiiiiiiiieie e 128
Garis Kontinum Penilaian Variabel Customer Engagement................... 131
Tanggapan Pelanggan Tiket.com terhadap Variabel Customer

ENQAGEMENT ... ..o 132
Tanggapan Pelanggan Tiket.com terhadap Dimensi Attention dalam
Customer ENQGAgeMENT .......c.eoiiiiiiieiieecree e 134
Tanggapan Pelanggan Tiket.com terhadap Dimensi Enthusiasm dalam
Customer ENQGAgeMENT ........ooiieiiiieiieic e 135
Tanggapan Pelanggan Tiket.com terhadap Dimensi Absorption dalam
Customer ENQGAgemMENT ........ooiieiiiieiiercreese e 137
Tanggapan Pelanggan Tiket.com terhadap Dimensi Identification

dalam Customer ENQagement..........ccooveeriereneneneneeeeieeese s 138
Tanggapan Pelanggan Tiket.com terhadap Dimensi Sharing dalam
Customer ENQGAgEMENT .......ceoiieiiiieiieicsee e 139
Tanggapan Pelanggan Tiket.com terhadap Dimensi Endorsing dalam
Customer ENgagement ..........oovuviiiiiiiiiie i 140
Tanggapan Pelanggan Tiket.com terhadap Dimensi Interaction dalam
Customer ENQagement ..........oooivieiiieniiie e 141
Sample Correlation MatriX .........cccccceiieiicie i 146
SPESITIKASI MOUEL........ccoveiieeece e 148
Model CFA Konstruk Eksogen E-SERVQUAL...........ccccecvvivieiveiieennenn, 151
Model CFA Konstruk Eksogen E-CRM ..........ccccceviiiiieeie e, 153
Model CFA Konstruk Endogen Customer Engagement......................... 156
Model 2 CFA Konstruk Endogen Customer Engagement...................... 158
Full Model Pengukuran Pengaruh E-SERVQUAL dan E-CRM

terhadap Customer ENQagement..........coovevereienenineeieiee e 161
Full Model 2 Pengukuran Pengaruh E-SERVQUAL Dan E-CRM

terhadap Customer ENQagement..........cooevueierenineneeieiesie e 164

xii



No. Lampiran

Lampiran 1
Lampiran 2
Lampiran 3
Lampiran 4
Lampiran 5
Lampiran 6
Lampiran 7
Lampiran 8

DAFTAR LAMPIRAN

Judul Lampiran Hal.
SK Pembimbing SKIiPSi .....cccovevveieiieir e 223
Rekapitulasi Bimbingan SKripsi.........cccoveviveveiiiene e 230
Angket Penelitian .........ccccceeveiieiicie e 235
Koding Karakteristik dan Pengalaman Responden .............. 245
Koding Variabel ...........cccoovevviiiici e 265
Hasil Uji Validitas dan Reliabilitas Variabel ....................... 310
Hasil Pengujian Deskriptif dan Verifikatif................c.......... 319
CUITICUIUM VITAE ..o 354

Xiii



DAFTAR PUSTAKA

Adnyana, I. M. D. M. (2021). Populasi dan Sampel. Metode Penelitian
Pendekatan Kuantitatif, 14(1), 103-116. 103-116. 2776-3005

Agung, A., Ngurah, I., Prami, D., Kadek, L., Martini, B., Rihma, F., Komang, L.,
& Dewi, C. (2024). Analisis Pengaruh E-Customer Relationship
Management dan E-Service Quality terhadap E-Loyalty dengan E-
Satisfaction sebagai Variabel Mediasi. Journal of Applied Management
Studies, 5(2), 291-309. https://doi.org/10.51713/jamss.2024.528

Ahsan, S. M. H., Alauddin, M., Alam, M. M., Nazia, A., & Islam, T. (2022). The
Impact of Loyalty Program on Customer Retention: Empirical Evidence
from Bangladesh. Journal of Asian Finance, 9(6), 195-0206.
https://doi.org/10.13106/jafeb.2022.v019.n06.0195

Aimei, Q. I. U,, & Xinghe, L. U. O. (2019). Research on the Influence of
Customer Engagement on Their Loyalty in Online Supermarket: A Case
Study of Tmall. 15(4), 48-56. https://doi.org/10.3968/11013

Akbaruddin, R., Surachman, & Rofiaty. (2023). Brand Image, Customer
Engagement, and Web Design Quality: Their Influence toward Online
Repurchase Intentions. The International Journal of Social Sciences World,
5(1), 128-144. https://doi.org/10.5281/zenodo.7646489

Alanezi, M. A., Mahmood, A. K., & Basri, S. (2011). Conceptual model for
measuring e-government service quality. 2011 IEEE Conference on Open
Systems, ICOS 2011, October 2014, 411-416.
https://doi.org/10.1109/1C0S.2011.6079243

Ali, N., & Maha Alfayez. (2022). The impact of E-CRM on customer loyalty in
the airline industry: the mediating role of customer experience. Cogent
Business & Management, 11(1). https://doi.org/10.4108/eai.27-7-
2021.2316815

Alim, W. S., & Lailisna, N. N. (2022). full book Mudahnya Memahami Metode
Penelitian (Issue July). 978-623-95887-8-6

Alnaim, A. F., Sobaih, A. E. E., & Elshaer, I. A. (2022). Measuring the Mediating
Roles of E-Trust and E-Satisfaction in the Relationship between E-Service
Quality and E-Loyalty: A Structural Modeling Approach. Mathematics,
10(13). https://doi.org/10.3390/math10132328

Alshourah, S. (2021). Total quality management practices and their effects on the
quality performance of Jordanian private hospitals. Management Science
Letters, January 2021, 67-76. https://doi.org/10.5267/j.msl.2020.8.029

Alshurideh, M. T. (2022). Does electronic customer relationship management (E-
CRM) affect service quality at private hospitals in Jordan? Uncertain Supply
Chain Management, 10(2), 325-332.
https://doi.org/10.5267/j.uscm.2022.1.006

Alwerthan, T. A. (2025). Time efficiency as a mediator between institutional
support and higher education student engagement during e-learning. PL0S
ONE, 20(1 January), 1-21. https://doi.org/10.1371/journal.pone.0315420

Amroush, F., Alkhoder, A. B., & Yusef, T. (2008). Moving to E-CRM in Arab
world to increase profit, AgsaCRM a case study of Building an Arabic E-

208
Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



209

CRM. 25752.

Amruddin, Muskananfola, I. L., Febriyanti, E., Badi’ah, A., Pandie, F. R., &
Maria Yasintha. (2022). Metodologi Penelitian Kuantitatif dan Kualitatif (A.
Munandar (ed.)). CV. Media Sains Indonesia. 978-623-362-634-7

Anggita, M., & Trenggana, A. F. M. (2020). The Influence Of Customer
Engagement and E-Service Quality On Repurchase Intention With Customer
Statisfaction Asmediator Variabel n Tiket.Com. Jurnal Ekonomi Dan
Perbankan, 5(1), 83-99. 2579-5597

Anggraini, R., & Widarmanti, T. (2023). Improving Customer Education: Study
Of Customer Engagement Of Tokopedia And Shopee On Twitter Using
Social Network Analysis. International Journal of Educational Management
and Innovation, 4(2), 74-85. https://doi.org/10.12928/ijemi.v4i2.7728

Anwarudin, A., Ahmad, U., Fadlil, A., Dahlan, U. A., Yudhana, A., & Dahlan, U.
A. (2024). Academic Information Systems and User Satisfaction with e-
ServQual and WebQual 4.0 Approach Method. 22(2), 35-54. ervQual and
WebQual 4.0 Approach Method. 22(2), 35-54.
https://doi.org/10.22034/ijism.2024.1977939.0

Arifin, Z. (2014). Penelitian pendidikan: Metode dan paradigma baru. Remaja
Rosdakarya PT. 978-979-692-048-8

Athallah Naufal, M., & Millanyani, H. (2024). The Influence Of E-Service
Quality Dimensions On E-Customer Satisfaction And Its Impact On E-
Customer Loyalty Tiket.Com. International Journal of Science, Technology
& Management, 5(1), 118-126. https://doi.org/10.46729/ijstm.v5i1.1025

Augustine, Y., & Kiristaung, R. (2013). Metodologi Penelitian Bisnis dan
Akuntansi. Dian Rakyat. 978-979-078-514-4

Baer, J. (2016). Hug Your Haters : How to Embrace Complaints and Keep Your
Customers. Penguin. 9781101980699

Bauer, G. R., Churchill, S. M., Mahendran, M., Walwyn, C., Lizotte, D., & Villa-
Rueda, A. A. (2021). Intersectionality in quantitative research: A systematic
review of its emergence and applications of theory and methods. SSM -
Population Health, 14(February), 100798.
https://doi.org/10.1016/j.ssmph.2021.100798

Beldad, A., De Jong, M., & Steehouder, M. (2020). How shall i trust the faceless
and the intangible? A literature review on the antecedents of online trust.
Computers in Human Behavior, 26(5), 857-869.
https://doi.org/10.1016/j.chb.2010.03.013

Bowden, J. (2009). The process of customer engagement: A conceptual
framework. Journal of Marketing Theory and Practice, 17(1), 63-74.
https://doi.org/10.2753/MTP1069-6679170105

Brodie, R. J., Hollebeek, L. D., Juri¢c, B., & Ili¢, A. (2011). Customer
engagement: Conceptual domain, fundamental propositions, and implications
for research. Journal of Service Research, 14(3), 252-271.
https://doi.org/10.1177/1094670511411703

Buhalis, D., & Shahriar, S. (2021). Encyclopedia of Tourism Management and
Marketing. In Encyclopedia of Tourism Management and Marketing (Issue
December). https://doi.org/10.4337/9781800377486

Casalo, L. V., Flavian, C., & Guinaliu, M. (2010). Determinants of the intention

to participate in firm-hosted online travel communities and effects on

Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



210

consumer behavioral intentions. Tourism Management, 31(6), 898-911.
https://doi.org/10.1016/j.tourman.2010.04.007

Celik, K., & Ayhan Karakas. (2021). The Effect of Electronic Customer
Relationship Management on Perceived Customer Relationship Quality and
Customer Loyalty. International Journal of Review Management Business
and Entrepreneurship (RMBE), 1(2), 339-345.
https://doi.org/10.37715/rmbe.v1i2.2445

Chaffey, D. (2009). E-Business and Management E-Commerce (Fourth). Pearson
Education Limited. 978-0-273-71960-1

Chaffey, D. (2016). Digital marketing: Digital, implementation and practice
(Sixth). Pearson Education Limited. 978-1-292-07764-2

Chaffey, D. (2022). Digital Marketing: Strategy, Implementation, and Practice
(Eighth, Issue september 2016). Pearson Education Limited. 978-1-292
40099-0

Chandra, H. Sen, & Tonny Hendratono, D. (2018). Pengaruh Kualitas Layanan
Elektronik, Nilai Terpersepsi Pelanggan Dan Kepuasan Pelanggan Terhadap
Kesetiaan Pelanggan Erafone.com Indonesia. Journal Of Business & Applied
Management, 11(2), 136-2018. https://dx.doi.org/10.30813/jbam.v11i2.1350

Chandralal, L., & Valenzuela, F.-R. (2015). Memorable Tourism Experiences:
Scale Development. Contemporary Management Research, 11(3), 291-310.
https://doi.org/10.7903/cmr.13822

Chavez, T., O’Hara, C., & Vaidya, V. (2019). Data driven: Harnessing Data and
Al To Reinvent Customer Engagement. 9781260441543

Chen, H., Chiang, R. H. L., & Storey, V. C. (2012). Special Issue: Business
Intelligence Research Business Intelligence and Analytics: From Big Data
To Big Impact. MIS Quarterly, 36(4), 1165-1188.
http://dx.doi.org/10.2307/41703503

Chen, X., Sun, X., Yan, D., & Wen, D. (2020). Perceived sustainability and
customer engagement in the online shopping environment: The rational and
emotional perspectives. Sustainability (Switzerland), 12(7).
https://doi.org/10.3390/su12072674

Chu Liu, C., Tseng, H., Chuang, L., & Huang, C. (2012). A Study of the Impact
of the e-CRM Perspective on Customer Satisfaction and Customer Loyalty.
Journal of Economic and Behavioural Studies, 4(8), 467-476. 467-476.
2220-6140

Cleff, T. (2014). No Exploratory Data Analysis in Business and Economics: An
Introduction Using SPSS, Stata, and Excel. Springer. 978-3319015163

Collier, J. E., & Bienstock, C. C. (2006). Measuring service quality in E-retailing.
Journal of Service Research, 8(3), 260-275.
https://doi.org/10.1177/1094670505278867

Cooper, D. R., & Schindler, P. S. (2014). Business Research Method. Mcgraw-
hill Us Higher Ed, 2013. 9780077774431

Cotirlea, D. (2011). Issues Regarding E-Service Quality Management — Journal
of Management Studies, 3. 33-44, 2081-7452

Cyr, D. (2013). Website design, trust and culture: An eight country investigation.
Electronic Commerce Research and Applications, 12(6), 373-385.
https://doi.org/10.1016/j.elerap.2013.03.007

Daniel D Prior. (2023). B2B Customer Engagement Strategy. Springer
Mutiara Chaivazahra Putri Soleh, 2025

PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT

Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



211

International Publishing. https://doi.org/https://doi.org/10.1007/978-3-031-
23409-5

Daniel D Prior, Buttle, F., & Maklan, S. (2024). Customer Relationship
Management: Concept, Applications, and Technologies. In Routledge (Vol.
5, Issue 1). https://doi.org/10.4324/9781003295150

data.ai. (2024). Engagement Dept Aplikasi Online Travel Agent (2022-2024).
Data.Ai.

databoks. (2023). Nilai Online Booking dan Proyeksinya (2017-2027).
https://databoks.katadata.co.id/datapublish/2023/04/20/nilai-online-booking-
pariwisata-tumbuh-traveloka-dan-tiketcom-punya-pangsa-pasar-terbesar

Deloitte. (2021). Transcending expectations in the new loyalty landscape Insights
on the consumer drivers building today’s leading loyalty and engagement
strategies. 1-20.

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2016). Capturing consumer
engagement: duality, dimensionality and measurement. Journal of Marketing
Management, 32(5-6), 399-426.
https://doi.org/10.1080/0267257X.2015.1130738

Dhapte, A. (2019). Online Travel Market Research Report Information By
Platform Type (Mobile/Tablets Based and Desktop Based), By Mode of
Booking (Online Travel Agencies and Direct Travel Facilitators), By Service
Type (Transportation, Accommodation, and Vacation Packages),. Market
Research  Future.  https://www.marketresearchfuture.com/reports/online-
travel-market-5182

Dhiman, D. (2020). Impact of CRM on customer satisfaction and customer
loyality: A systematic review. 22(8), 56-59. https://doi.org/10.9790/487X-
2208095659

Dirgantari, P. D., Hidayat, Y. M., Mahphoth, M. H., & Nugraheni, R. (2020).
Level of Use and Satisfaction of E-Commerce Customers in Covid-19
Pandemic Period: An Information System Success Model ( ISSM )
Approach. Indonesia Journal of Science & Technology, 5(2).
https://doi.org/10.47750/QAS/25.198.38

Dirgantari, P. D., Sugiharto, N. A., Gaffar, V., & Disman, H. (2024). Customer
Commitment Model Based On Gender Through Communication
Effectiveness With Customer Engagement As A Mediation Variable In
Shopee Indonesia Customers. Quality - Access to Success, 25(198), 361-371.
https://doi.org/10.47750/QAS/25.198.38

Dirgantari, P. D., Yusary, S., Wibowo, L. A., Hidayat, Y. M., Soegoto, E. S.,
Mahphoth, M. H. Bin, & Martha, J. A. (2022). Increase Brand Loyalty
Through Brand Benefits on Domestic Products in Indonesia. Journal of
Eastern European and Central Asian Research, 9(5), 802-814.
https://doi.org/10.15549/jeecar.v9i5.1059

Duong Hoai Lan, T. M. T. (2024). Ai-Powered Customer Experience:
Personalization, Engagement, and Intelligent Decision-Making in Crm.
Journal of Electrical Systems, 20(5s), 55-71.
https://doi.org/10.52783/jes.1832

Dwkanthi, A., Luhur, U. B., Irawan, H., & Luhur, U. B. (2020). Penerapan
Electronic  Customer  Relationship  Management (E-Crm)  Guna

Meningkatkan Loyalitas Pasien Rumah Sakit. September.
Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



212

https://doi.org/10.23960/komputasi.v7i2.2428

Edmond, D., Raihana, S., & Junaedi, P. (2024). Startupreneur Business Digital (
SABDA ) Successful Digital Marketing Techniques for Business
Development. 3(1), 19-25. https://doi.org/10.33050/sabda.v3i1.429

Ekeke, J. N., & Akoloh-lsaac, J. T. (2022). E-Service Quality and Traveller’S
Behavioural Intentions in Online Travel Trade in Port Harcourt, South-South
Nigeria. ... Journal of Business Management, 05(07), 31-41.
https://doi.org/10.5281/zenodo.6954091

Eltahir, A. M., Ahmed, T. M., Ahmed, H., & Abdalfadil, T. A. (2021).
Comparative study of customer relationship management (CRM) and
electronic customer relationship management (E-CRM). International
Journal of Advanced and Applied Sciences, 8(7), 1-6.
https://doi.org/10.21833/ijaas.2021.07.001

Ezzat, M., Wafik, G. M., Julil, S. G. A., & El Hassan, Y. A. (2022). The Effects
of E-Service Quality Dimensions on Tourist’s e-Satisfaction. International
Journal of Hospitality & Tourism Systems, 9(1), 12-20. 12-20. 0947-6250

Fairhurst, P. (2001). e-CRM. Journal of Database Marketing & Customer
Strategy Management, 8(2), 137-142.
https://doi.org/10.1057/palgrave.jdm.3240028

Fan, W., Shao, B., & Dong, X. (2022). Effect of e-service quality on customer
engagement behavior in community e-commerce. Frontiers in Psychology,
13(September), 1-16. https://doi.org/10.3389/fpsyg.2022.965998

Fauzi, 1. (2024). Utilization of Interpersonal Communication in the Context of
Digital Marketing: A Review of the Literature and Implications for Business
Practices. Join: Journal of Social Science, 1(3), 208-218.
https://doi.org/10.59613/4kwjsz54

Feinberg, R. (2007). Multi-Channel Retailing and Customer Satisfaction :
Implications for E-CRM (Issue January 2015).
https://doi.org/10.4018/jebr.2007040105

Filieri, R., Lin, Z., Pino, G., Alguezaui, S., & Inversini, A. (2021). The role of
visual cues in eWOM on consumers’ behavioral intention and decisions.
Journal of Business Research, 135, 663-675.
https://doi.org/10.1016/j.jbusres.2021.06.055

Firdous, S., & Farooqi, R. (2019). Service quality to e-service quality: A paradigm
shift. Proceedings of the International Conference on Industrial Engineering
and Operations Management, 2019(MAR), 1656-1666. 978-1-5323-5948-4

Fletcher, A. (2021). Disclosure as a tool for enhancing consumer engagement and
competition. Behavioural Public Policy, 5(2), 252-278.
https://doi.org/10.1017/bpp.2019.28

Gentina, E., Chen, R., & Yang, Z. (2021). Development of theory of mind on
online social networks: Evidence from Facebook, Twitter, Instagram, and
Snapchat. Journal of Business Research, 124(February), 652—666.
https://doi.org/10.1016/j.jbusres.2020.03.001

Ghozali, 1. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan
Program AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas
Dipenogoro. 9797042332

Greeshma. (2016). A Study On Electronic Customer Relationship Management

Initiatives. International Journal of Latest Trends in Engineering and

Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



213

Technology. 466-473. 2278-621X

Grewal, A., Kataria, H., & Dhawan, I. (2016). Literature search for research
planning and identification of research problem. Indian Journal of
Anaesthesia, 60(9), 635-639. https://doi.org/10.4103/0019-5049.190618

Gummerus, J., Liljander, V., Pura, M., & Van Riel, A. (2019). Customer loyalty
to content-based Web sites: The case of an online health-care service.
Journal of Services Marketing, 18(3), 175-186.
https://doi.org/10.1108/08876040410536486

Hadiono, K., Mariana, N., & Rina Candra Noor Santi. (2021). Penilaian E-
Servqual Terhadap Fasilitas E-Learning dengan Menggunakan Analisa
Faktor. https://doi.org/https://doi.org/10.32736/sisfokom.v10i1.1097

Hair, J., Ortinau, D., Harrison, D. (2020). Essentials of marketing research. In
Australasian Marketing Journal AMJ (Vol. 12, Issue 2). 978-1260260465

Harlan, J. (2017). Perhitungan Ukuran Sampel: Power dan Ukuran Efek.
Gunadarma.

Harmeling, C. M., Moffett, J. W., Arnold, M. J., & Carlson, B. D. (2017). Toward
a theory of customer engagement marketing. Journal of the Academy of
Marketing Science, 45(3), 312-335. https://doi.org/10.1007/s11747-016-
0509-2

Harrigan, P., Evers, U., Miles, M., & Daly, T. (2017). Customer engagement with
tourism social media brands. Tourism Management, 59, 597-6009.
https://doi.org/10.1016/j.tourman.2016.09.015

Harrigan, P., Evers, U., Miles, M. P., & Daly, T. (2018). Customer engagement
and the relationship between involvement, engagement, self-brand
connection and brand usage intent. Journal of Business Research,
88(November), 388-396. https://doi.org/10.1016/j.jbusres.2017.11.046

Harrigan, P., & Miles, M. (2014). From e-CRM to s-CRM. Critical factors
underpinning the social CRM activities of SMEs. Small Enterprise Research,
21(1), 99-116. https://doi.org/10.1080/13215906.2014.11082079

Harrigan, P., Soutar, G., Choudhury, M. M., & Lowe, M. (2015). Modelling CRM
in a social media age. Australasian Marketing Journal, 23(1), 27-37.
https://doi.org/10.1016/j.ausmj.2014.11.001

Haudi, Rahadjeng, E. R., Santamoko, R., Putra, R. S., Purwoko, D., Nurjannah,
D., Koho, I. R., Wijoyo, H., Siagian, A. O., Cahyono, Y., & Purwanto, A.
(2022). The role of e-marketing and e-crm on e-loyalty of indonesian
companies during covid pandemic and digital era. Uncertain Supply Chain
Management, 10(1), 217-224. https://doi.org/10.5267/j.uscm.2021.9.006

Hendriyani, C., & Raharja, S. J. (2018). Analysis building customer engagement
through e-CRM in the era of digital banking in Indonesia. International
Journal of Economic Policy in Emerging Economies, 11(5), 479-486.
https://doi.org/10.1504/1JEPEE.2018.094820

Herdiany, M., & Yuliati, A. L. (2019). Pengaruh Brand Performance Terhadap
Repeat Purchase Dengan Competitive Advantage Dan Customer
Engagement Sebagai Variabel Intervening Pada Apple Iphone. Jurnal Ilmiah
MEA (Manajemen, Ekonomi, & Akuntansi), 3(3), 101-110. 2621-5306

Herington, C., & Weaven, S. (2009). E-retailing by banks: E-service quality and
its importance to customer satisfaction. European Journal of Marketing,

43(9), 1220-1231. https://doi.org/10.1108/03090560910976456

Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



214

Hesty, W. M. (2016). Pengaruh Kualitas E-Service Terhadap Loyalitas
PelangganTraveloka Melalui Kepuasan Pelanggan Sebagai
Variabellntervening. Agora, 4(1), 350-356.

Hidayat, K. A., & Martini, E. (2020). Pengaruh Social Media Marketing Pada
Customer Engagement Dan Dampaknya Terhadap Brand Loyalty Di
Buttonscarves. Jurnal Mitra Manajemen, 4(5), 679-691.
https://doi.org/10.52160/ejmm.v4i5.383

Hollebeek, L. D., & Macky, K. (2019). Digital Content Marketing’s Role in
Fostering Consumer Engagement, Trust, and Value: Framework,
Fundamental Propositions, and Implications. Journal of Interactive
Marketing, 45(February), 27-41.
https://doi.org/10.1016/j.intmar.2018.07.003

Hollebeek, L. D., & Sprott, D. E. (2019). Handbook of Research on Customer
Engagement. Edward Elgar. http://dx.doi.org/10.4337/9781788114899

Hollebeek, L. D., Srivastava, R. K., & Chen, T. (2019). S-D logic-informed
customer engagement: integrative framework, revised fundamental
propositions, and application to CRM. Journal of the Academy of Marketing
Science, 47(1), 161-185. https://doi.org/10.1007/s11747-016-0494-5

Huang, Z., & Benyoucef, M. (2013). From e-commerce to social commerce: A
close look at design features. Electronic Commerce Research and
Applications, 12(4), 246-259. https://doi.org/10.1016/j.elerap.2012.12.003

Hudson, S., & Thal, K. (2013). The Impact of Social Media on the Consumer
Decision Process: Implications for Tourism Marketing. Journal of Travel
and Tourism Marketing, 30(1-2), 156-160.
https://doi.org/10.1080/10548408.2013.751276

Ibrahim, A. R., Aziz, M. E. N.,, & Abbas, T. M. (2023). The Impact of
Organizational Factors on Electronic Customer Relationship Management
(E-CRM) Success Implementation in the Egyptian Hotels. International
Journal of Tourism and Hospitality Management, 6(2), 167-1809.
https://doi.org/10.21608/ijthm.2023.327212

Ibrahim, M. M., & Mamdouh, H. A. (2025). The impact of Online Customer
Reviews (OCRs) on Consumer Purchasing Decision. Arab Journal of
Administration, 0(0), 0-0. https://doi.org/10.21608/aja.2022.130150.1225

Iman, A. A., & Kurniawati. (2023). Pengaruh Brand Experience Terhadap Brand
Loyalty Dengan Customer Engagement Sebagai Variabel Mediator Pada
Produk Fashion Di Indonesia. Jurnal Ekonomi Trisakti, 3(1), 543-560.
https://doi.org/10.25105/jet.v3i1.15565

instrack.app. (n.d.). Instagram Engagement. Instrack.App. https://instrack.app/

Ivena Larissa. (2020). Analysis of the Influence of Content Marketing on Repeat
Purchase with Customer Value and Customer Engagement as Intervening
Variables at Traveloka in Surabaya. Jurnal Strategi Pemasaran, 7, 1-12.

Jaakkola, E., & Alexander, M. (2014). The Role of Customer Engagement
Behavior in Value Co-Creation: A Service System Perspective. Journal of
Service Research, 17(3), 247-261.
https://doi.org/10.1177/1094670514529187

Jannah, K. A. M., Aiman, U., Hasda, S., Fadilla, Z., Ardiawan, T. M. K. N., &
Sari, M. E. (2022). Metodologi Penelitian Kuantitatif. In Metodologi

Penelitian Kuantitatif (Issue May). 978-62399688-7-8
Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



215

Jing, L., Senathirajah, A. R. B. S., Haque, R., Devasia, S. N., Krishnasamy, H. N.,
Isa, M. B. M., & Ramasamy, G. (2023). The Influence of E-Service Quality
Dimensions on Customer Satisfaction: Aimed at Improving Economic
Growth in China’s Online Apparel E-Marketplace. International Journal of
Operations and  Quantitative Management, 29(3), 83-103.
https://doi.org/10.46970/2023.29.3.06

Jirehbandei, S., & Pour, A. N. (2011). A New Model for e-CRM in e-Commerce
using Live-Operator. 5(8), 1006-1008.
https://doi.org/10.5281/zen0do.1063372

John, S. P., & Supramaniam, S. (2024). Value co-creation research in tourism and
hospitality management: A systematic literature review. Journal of
Hospitality and Tourism Management, 58(June 2023), 96-114.
https://doi.org/10.1016/j.jhtm.2023.11.008

Jonathan, S. (2010). Pengertian Dasar Structural Equation Modeling (SEM).
Jurnal llmiah Manajemen Bisnis Ukrida, 10(3), 98528.

Kaban, L. M., & Stevanus, L. (2023). The Antecedents of Purchase Decision at
Online Travel Agent (Tiket.com). Quantitative Economics and Management
Studies (QEMS), 4(4), 697-709. https://doi.org/10.35877/454R1.qems1672

Kakeesh, D., Al-Weshah, G., & Al-Ma’aitah, N. (2021). Maintaining customer
loyalty using electronic customer relationship management (e-CRM):
Qualitative evidence from small food businesses in Jordan. Estudios de
Economia Aplicada, 39(7). https://doi.org/10.25115/eea.v39i7.4810

Karimi, F., Technology, I., & Tehran, U. (2006). A Conceptual Framework for
Electronic Customer Relationship Management ( e-CRM ): A Strategic
Approach. Emerging Trends and Challenges in Information Technology
Management, 1, 706—709.

Kemala, S., Fitria, Yeni Rafika Nengsih, Jennisa Dwina Indriani, & Rahmat
Fauzan. (2023). Pengaruh Online Travel Agent dan Gaya Hidup Terhadap
Minat Konsumen Membeli Tiket Secara Online di Kota Payakumbuh. JEMSI
(Jurnal  Ekonomi, Manajemen, Dan Akuntansi), 9(2), 441-449.
https://doi.org/10.35870/jemsi.v9i2.1066

Konakalla, K. (2023). Journal of Marketing & Supply Chain Management
Automating Customer Feedback Collection in Salesforce Service Cloud for
Enhanced Case Management and Service Improvement. Journal of
Marketing & Supply Chain Management, 2(1), 1-3.
http://dx.doi.org/10.47363/JMSCM/2023(2)E118

Kotler, P., Armstrong, G., & Opresnik, M. O. (2021). Principles of Marketing.
Pearson Education Limited. 9781292341132

Kotler, P., & Keller, K. L. (2016). Marketing Management Global Edition (Vol.
15E). https://doi.org/10.1080/08911760903022556

Kotler, P., Kevin, K., & Chernev, A. (2021). Marketing Management 16th
Edition. In Pearson (Vol. 53, Issue 9). 9781292405100

Kumar, A., Bapat, G., Kumar, A., Hota, S. L., Abishek, G. D., & Vaz, S. (2023).
Unlocking Brand Excellence: Harnessing Al Tools for Enhanced Customer
Engagement and Innovationf. Engineering Proceedings, 59(1), 1-9.
https://doi.org/10.3390/engproc2023059204

Kumar, P. (2023). Measuring the Perceived Service Quality of Online Travel

Agencies. July. https://doi.org/10.13140/RG.2.2.15266.81601

Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



216

Kumar, P., & Mokha, A. K. (2022). Electronic Customer Relationship
Management (E-CRM) and Customer Loyalty: The Mediating Role of
Customer Satisfaction in the Banking Industry. International Journal of E-
Business Research, 18(1), 1-22. https://doi.org/10.4018/IJEBR.293292

Kumar, V., Aksoy, L., Donkers, B., Venkatesan, R., Wiesel, T., & Tillmanns, S.
(2010). Undervalued or overvalued customers: Capturing total customer
engagement value. Journal of Service Research, 13(3), 297-310.
https://doi.org/10.1177/1094670510375602

Kumar, V., & Pansari, A. (2015). Competitive Advantage through Engagement.
Journal of Marketing Research, 0-51. https://doi.org/10.1509/jmr.15.0044

Kusnendi. (2008). Model - Model persamaan satu dan multigroup sampel dengan
lisrel. Alfa Beta, Bandung. 978-979-8433-64-1

Lam, A. Y. C., Cheung, R., & Lau, M. M. (2013). The Influence of Internet-Based
Customer Relationship Management on Customer Loyalty. Contemporary
Management Research, 9(4), 419-440. https://doi.org/10.7903/cmr.11095

Laudon, K. C., & Carol Guercio Traver. (2021). E-Commerce 2021-2022:
Business, Technology, and Society. Pearson. 9781292409320

Lee, G. G., & Lin, H. F. (2005). Customer perceptions of e-service quality in
online shopping. International Journal of Retail and Distribution
Management, 33(2), 161-176. https://doi.org/10.1108/09590550510581485

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience
throughout the customer journey. Journal of Marketing, 80(6), 69-96.
https://doi.org/10.1509/jm.15.0420

Lim, W. M., Rasul, T., Kumar, S., & Ala, M. (2022). Past, present, and future of
customer engagement. Journal of Business Research, 140(November 2021),
439-458. https://doi.org/10.1016/j.jbusres.2021.11.014

Lubis, M. F. T., & Rahmiati, F. (2019). User Acceptance of Online Travel Agents
Agent for Millenials and Gen Z. Jurnal Muara llmu Ekonomi Dan Bisnis,
3(2), 375. https://doi.org/10.24912/jmieb.v3i2.7347

Luo, N., Wang, Y., Jin, C., Ni, Y., & Zhang, M. (2019). Effects of socialization
interactions on customer engagement in online travel communities. Internet
Research, 29(6), 1509-1525. https://doi.org/10.1108/INTR-08-2018-0354

Magatef, S., Al-Okaily, M., Ashour, L., & Abuhussein, T. (2023). The impact of
electronic customer relationship management strategies on customer loyalty:
A mediated model. Journal of Open Innovation: Technology, Market, and
Complexity, 9(4), 100149. https://doi.org/10.1016/j.joitmc.2023.100149

Malhotra, N. (2015). Essentials of arketing Research. Pearson. 9781292060163

Malhotra, N. K. (2020). Marketing Research: An Applied Prientation (7th Ed.). In
Pearson Education. 978-1-292-26591-9

Malhotra, N. K., & Birks, D. F. (2013). Marketing Research: An Apllied
Approach. Pearson. 978-1-292-10315-0

Manu, C., Sreejesh, S., & Paul, J. (2021). Tell us your concern, and we shall
together address! Role of service booking channels and brand equity on post-
failure outcomes. International Journal of Hospitality Management,
96(April), 102982. https://doi.org/10.1016/j.ijhm.2021.102982

Marthasari, D., & Widjaja, D. C. (2020). Pengaruh Ulasan Online Pada Online
Travel Agency (Ota) Terhadap Minat Pemesanan Kamar Hotel Di Surabaya.

Jurnal Manajemen Perhotelan, 6(1), 1-8. https://doi.org/10.9744/jmp.6.1.1-8
Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



217

Massoud, M. (2023). E-CRM a Leverage Tool for Consumers’ Retentin an
Analysis of Iraqi Consumers’ Perspective. World Economics & Finance
Bulletin (WEFB), 21(April), 13-29. 13-29. 13-29. 2749-3628

McDaniel, & Gates. (2015). Marketing Research. Wiley. 9781119031994

McLean, G., & Wilson, A. (2016). E. the online customer experience is there a
role for online customer support C. in H. B. (2016). E-Service Quality:
Development of a  Hierarchical Model. Elsevier, 1-47.
https://doi.org/10.1016/j.jretai.2016.09.002

Mkumbo, P. J., Ukpabi, D. C., & Karjaluoto, H. (2021). Adapting and Validating
Scale of Customer Engagement in Online Travel Communities.
Environmental Modelling and Software, 144(2), 105134.
https://doi.org/10.1016/j.envsoft.2021.105134

Mokha, A. K., & Kumar, P. (2022). Examining the Interconnections Between E-
CRM, Customer Experience, Customer Satisfaction and Customer Loyalty:
A Mediation Approach. Journal of Electronic Commerce in Organizations,
20(1), 1-21. https://doi.org/10.4018/JECO.292474

Monterey, J. M., & Borbon, N. M. D. (2021). Service quality of online travel
agencies in CALABARZON region. International Journal of Research
Studies in Management, 9(3), 91-102.
https://doi.org/10.5861/ijrsm.2021.m7734

Muharam, H., Chaniago, H., Endraria, E., & Harun, A. Bin. (2021). E-Service
Quality, Customer Trust and Satisfaction: Market Place Consumer Loyalty
Analysis. Jurnal Minds: Manajemen Ide Dan Inspirasi, 8(2), 237.
https://doi.org/10.24252/minds.v8i2.23224

Muzakir, Bachri, S., Adam, R. P., & Wahyuningsih. (2021). The analysis of
forming dimensions of e-service quality for online travel services.
International Journal of Data and Network Science, 5(3), 239-244.
https://doi.org/10.5267/j.ijdns.2021.6.010

Neuhofer, B. (2024). Positive tourism experiences for human transformation: a
Horizon 2050 paper. Tourism Review, February. https://doi.org/10.1108/TR-
12-2023-0888

Nguyen, T. D., Banh, U. U. T., Nguyen, T. M., & Nguyen, T. T. (2023). E-
Service Quality: A Literature Review and Research Trends. Lecture Notes in
Networks and Systems, 578(January), 47-62. https://doi.org/10.1007/978-
981-19-7660-5_5

Nielson. (2018). Nielsen 2017 Annual Report Investing and Innovating for
Growth Efficiency the Future. Nielson.com

Nurhadi, A., Budiyanto, A., & Murtiyoko, H. (2022). Kualitas Layanan
Elektronik: Suatu Tinjauan Literatur. Jurnal Pemasaran Kompetitif, 5(3),
308. https://doi.org/10.32493/jpkpk.v5i3.19930

Nuseir, M. T., El Refae, G. A., Aljumah, A., Alshurideh, M., Urabi, S., & Kurdi,
B. Al (2023). Digital Marketing Strategies and the Impact on Customer
Experience: A Systematic Review. Studies in Computational Intelligence,
1056(February), 21-44. https://doi.org/10.1007/978-3-031-12382-5 2

Octafian, R. (2023). Pengaruh Kualitas Pelayanan , Citra , Dan Fungsi Ota (
Online Travel Agent ) Terhadap Keputusan Tamu Menginap Di Masa
Pandemi Covid-19 (Studi Kasus Pada Hotel Grand Dian Brebes)i. 19(2).

https://doi.org/10.56910/gemawisata.v19i2.313
Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



218

Ozuem, W. (2016). The influences of e-CRM on customer satisfaction and loyalty
in the UK mobile. Journal of Applied Business and Finance Researches,
October 2016. https://www.researchgate.net/publication/336285314

Pan, S. L., & Lee, J. N. (2003). Using e-CRM for a unified view of the customer.
Communications of the ACM, 46(4), 95-90.
https://doi.org/10.1145/641205.641212

Pappas, N. (2019). The Complexity of Consumer Experience Formulation in the
Sharing Economy. International Journal of Hospitality Management.
https://doi.org/10.1016/j.ijhm.2018.08.005

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2000). A conceptual
Framework for understanding e-service Quality. Marketing Science Institute,
00-115.

Parasuraman, A., Zeithaml, V. A., & Malhotra, A. (2005). E-S-QUAL a multiple-
item scale for assessing electronic service quality. Journal of Service
Research, 7(3), 213-233. https://doi.org/10.1177/1094670504271156

Patil, D. R. (2024). a Study on Measuring E-Service Quality of Make My Trip.
International Journal of Multidisciplinary Research & Reviews, 3(2), 105—
115. https://doi.org/10.56815/ijmrr.v3i2.2024/105-115

Peppers, D., & Rogers, M. (2012). Principles of Managing Customer
Relationships. Managing Customer Relationships, 1-2.
https://doi.org/10.1002/9781118371510.part1

Play Store. (2024). Rating Dan Reviews Online Travel Agent Di Play Store Tahun
2024. Play Store.

Potdar, V., Joshi, S., Harish, R., Baskerville, R., & Wongthongtham, P. (2018). A
process model for identifying online customer engagement patterns on
Facebook brand pages. Information Technology and People, 31(2), 595-614.
https://doi.org/10.1108/1TP-02-2017-0035

Priyono. (2016). Metode Penelitian Kuantitatif. ZIFATAMA. 978-602-6930-31-6

Putra, N. C., Carolin, C., Jessye, G., Abib, I., & Laurel, M. (2020). Customer
Engagement Impacts Towards Purchase Intentions in the Online Travel
Agent  Industry. Jurnal Administrasi  Bisnis, 16(2), 103-113.
https://doi.org/10.26593/jab.v16i2.3983.103-113

Rachbini, W., Anggraeni, D., Burhan, A. B., Wulandjani, H., & Rahmawati, E.
(2024). Effects of e-CRM: Experience-Based Marketing, Digital
Communications on Garuda Indonesia Airlines, Brand Trust, and Repurchase
Intention. Jurnal Komunikasi: Malaysian Journal of Communication, 40(1),
138-155. https://doi.org/10.17576/JKMJC-2024-4001-08

Rane, N., Choudhary, S., & Rane, J. (2023). Metaverse for Enhancing Customer
Loyalty: Effective Strategies to Improve Customer Relationship, Service,
Engagement, Satisfaction, and Experience. SSRN Electronic Journal, 05,
427-452. https://doi.org/10.2139/ssrn.4624197

Rather, R. A., Hollebeek, L. D., & Rasoolimanesh, S. M. (2022). First-Time
versus Repeat Tourism Customer Engagement, Experience, and Value
Cocreation: An Empirical Investigation. Journal of Travel Research, 61(3),
549-564. https://doi.org/10.1177/0047287521997572

Rodriguez-Pallas, A., Sarabia-Molina, M. Y., Sanchez-Fernandez, M. D., &
Ramon-Cardona, J. (2024). Gender and Age in the Travel Choice by Spanish

Travel  Agency  Consumers.  Societies, 1-15.  https://doi.org/.
Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



219

https://doi.org/10.3390/s0c14060090

Romero, J. (2018). Exploring customer engagement in tourism: Construct
proposal and antecedents. Journal of Vacation Marketing, 24(4), 293-306.
https://doi.org/10.1177/1356766717725561

Roy, S. K., Singh, G., Sadeque, S., Harrigan, P., & Coussement, K. (2023).
Customer engagement with digitalized interactive platforms in retailing.
Journal of Business Research, 164(April), 114001.
https://doi.org/10.1016/j.jbusres.2023.114001

Santoso, S. (2011). Structural Equation Modelling (Konsep dan Aplikasi dengan
AMOS 18). PT Elex Media Komputindo. 978-979-27-9227-0

Sarjono, H., & Julianita, W. (2015). Structural equation modeling (SEM) : sebuah
pengantar, aplikasi untuk penelitian bisnis. Jakarta : Salemba Empat.
9789790615540

Sashi, C. M. (2012). Customer engagement, buyer-seller relationships, and social
media. Management Decision, 50(2), 253-272.
https://doi.org/10.1108/00251741211203551

Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-
Building Approach. Leadership & Organization Development Journal,
34(7), 700-701. https://doi.org/10.1108/l0odj-06-2013-0079

Setyo Hari Wijanto. (2008). Structural equation modeling dengan Lisrel 8.8 :
konsep dan tutorial. Graha llmu. 9789797562960

Shaw, G., Bailey, A., & Williams, A. (2011). Aspects of service-dominant logic
and its implications for tourism management: Examples from the hotel
industry. Tourism Management, 32(2), 207-214.
https://doi.org/10.1016/j.tourman.2010.05.020

Siagian, R., Leonard Siahaan, & Muhammad Ichwan Hamzah. (2023). Human
Rights in The Digital Era: Online Privacy, Freedom Of Speech, and Personal
Data Protection. Journal of Digital Learning and Distance Education, 2(4),
513-523. https://doi.org/10.56778/jdlde.v2i4.149

Simbolon, F. P., & Yanti, L. (2021). Customer Engagement in Higher Education:
How Important the Role of Social Media Marketing, E-Service Quality and
E-Satisfaction for Generation Z Students? The Winners, 22(1), 15-23.
https://doi.org/10.21512/tw.v22i1.6970

Similiarweb.com. (2024). Website Engagement. Similiarweb.Com.
https://www.similarweb.com/website/trivago.com/vs/booking.com/#traffic

Singh, P., Kumar, V., & Kataria, S. (2023). A Serial Mediation Model for
Investigating the Impact of e-CRM Services on Customer Loyalty in the
Indian Healthcare Industry. Journal of Relationship Marketing, 22(1), 62—86.
https://doi.org/10.1080/15332667.2022.2136439

Sinulingga, H. B., & Digdowiseiso, K. (2024). Implementation of Electronic
Customer Relationship ( e-CRM ) in Increasing Customer Loyalty PT
Cromwell Indonesia. 4(1), 478-483.
https://doi.org/10.59889/ijembis.v4i1.360

Smith, M. (2011). The New Relationship Marketing. Angewandte Chemie
International Edition, 6(11), 951-952., 3(1), 10-27. 978-1-118-13499-3

So, K. K. F., King, C., Sparks, B. A., & Wang, Y. (2016). The Role of Customer
Engagement in Building Consumer Loyalty to Tourism Brands. Journal of

Travel Research, 55(1), 64—78. https://doi.org/10.1177/0047287514541008

Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



220

So, K. K. F., Li, J., He, Y., & King, C. (2024). The Role of Customer Engagement
in Sustaining Subjective Well-being After a Travel Experience: Findings
From a Three-Wave Study. Journal of Travel Research, 63(5), 1280-1303.
https://doi.org/10.1177/00472875231182109

Soegiyono. (2013). Metode Penelitian Kuantitatif, Kualitatif dan R&D.
9786230975820

Sugiyono. (2018). Metode Penelitian Kuantitatif, Kualitatid dan R&D.
ALFABETA.

Suharsimi Arikunto. (2006). Prosedur Penelitian: Suatu Pendekatan Praktik.
Rineka Cipta. 978-979-518-998-5

Sukendi, J., Harianto, N., Wangasa, S., & Gunadi, W. (2021). The Impact of E-
Service Quality On Customer Engagement, Customer Experience and
Customer Loyalty in B2c E-Commerce. Proceedings of the International
Conference on Business Excellence, 15(1), 672-682.
https://doi.org/10.2478/picbe-2021-0063

Sukmadinata, N. S. (2012). Metode Penelitian Pendidikan. Rosda Karya.
9789796924868

Taruli, A. E., Chan, A., & Tresna, P. W. (2021). Pengaruh Gamification Versi
“Shopee Tanam” Terhadap Customer Engagement Aplikasi Mobile Shopee
Indonesia (Survei Pada Pengguna Fitur Shopee in App Games Di Kota
Bandung). AdBispreneur, 5(3), 283.
https://doi.org/10.24198/adbispreneur.v5i3.30265

Tavana, A. F., Bakiyan, B., Farjam, H., Karami, M., & Ostovari, S. (2013).
Electronic Customer Relationship Management and Its Implementation in
Business Organizations. 2003, 686-693.
http://dx.doi.org/10.21608/ijaf.2022.301105

Theveenugul, T., & Yuwanond, P. (2020). A Study on Customer Perceived
Service Qualityof Online Travel Agents (OTAs): A Case Study of Foreign
Users in Bangkok, Thailand (Issue July). 978-974-231-8550

Tian, Z., Shi, Z.,, & Cheng, Q. (2021). Examining the antecedents and
consequences of mobile travel app engagement. PLoS ONE, 16(3 March), 1
14. https://doi.org/10.1371/journal.pone.0248460

Tiket.com. (2024). tiket.com. https://www.tiket.com/info/about-us

Tuch, A. N., Roth, S. P., Hornbzk, K., Opwis, K., & Bargas-Avila, J. A. (2012).
Is beautiful really usable? Toward understanding the relation between
usability, aesthetics, and affect in HCI. Computers in Human Behavior,
28(5), 1596-1607. https://doi.org/10.1016/j.chb.2012.03.024

Turban, E., Turban, E., Lee, J. K., King, D., & Turban, D. (2010). Electronic
commerce 2010: a managerial perspective. July 2014, 737.
http://dx.doi.org/10.1007/978-3-319-58715-8

Valarie A. Zeithaml, Mary Jo Bitner, D. D. G. (2017). Services Marketing:
Integrating Customer Focus Across the Firm. McGraw-Hill Education, 2017.
9780078112102

van Doorn, J., Lemon, K. N., Mittal, V., Nass, S., Pick, D., Pirner, P., & Verhoef,
P. C. (2010). Customer engagement behavior: Theoretical foundations and
research directions. Journal of Service Research, 13(3), 253-266.
https://doi.org/10.1177/1094670510375599

Venkatakrishnan, J., Alagiriswamy, R., & Parayitam, S. (2023). Web design and
Mutiara Chaivazahra Putri Soleh, 2025

PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT

Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



221

trust as moderators in the relationship between e-service quality, customer
satisfaction and customer loyalty. TQM Journal, 35(8), 2455-2484.
https://doi.org/10.1108/TQM-10-2022-0298

Vivek, S. D., Beatty, S. E., Dalela, V., & Morgan, R. M. (2014). A generalized
multidimensional scale for measuring customer engagement. Journal of
Marketing Theory and Practice, 22(4), 401-420.
https://doi.org/10.2753/MTP1069-6679220404

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement:
Exploring customer relationships beyond purchase. Journal of Marketing
Theory and Practice, 20(2), 122-146. https://doi.org/10.2753/MTP1069-
6679200201

Vogt, W. P., & R. Burke Johnson. (2015). The SAGE Dictionary of Statistics &
Methodology: A Nontechnical Guide for the Social Sciences. SAGE
Publications. 9781483381756

Wadjdi, F., & Djamin, Z. (2021). The Relationship between E-Service Quality
and Ease of Use on Electronic Customer Relationship Management (E-
CRM) Performance Mediating by Brand Image. Asian Journal of Economics,
Business and Accounting, 21(4), 9-19.
https://doi.org/10.9734/ajeba/2021/v21i430367

Wahab, S., Nor, A. M., & Al-Momani, K. (2010). The relationship between E-
service quality and ease of use on Electronic Customer Relationship
Management (E-CRM) performance: An empirical investigation in Jordan
mobile phone services. IC4E 2010 - 2010 International Conference on e-
Education, e-Business, e-Management and e-Learning, 368-372.
https://doi.org/10.1109/1C4E.2010.113

Wang, J., Shahzad, F., Ahmad, Z., Abdullah, M., & Hassan, N. M. (2022). Trust
and Consumers’ Purchase Intention in a Social Commerce Platform: A Meta-
Analytic Approach. SAGE Open, 12(2).
https://doi.org/10.1177/21582440221091262

Wirtz, J., & Lovelock, C. (2016). Services Marketing. In Services Marketing.
https://doi.org/10.1142/y0001

Wisnel, W., Wirdianto, E., & Cantika, T. (2022). Analysis of the Effect of E-
Service Quality on E-Commerce Customer Satisfaction and Loyalty.
Motivection : Journal of Mechanical, Electrical and Industrial Engineering,
4(3), 209-222. https://doi.org/10.46574/motivection.v4i3.145

Xiong, S., & Zhang, T. (2024). Enhancing tourist loyalty through locationbased
service apps: Exploring the roles of digital literacy, perceived ease of use,
perceived autonomy, virtual-content congruency, and tourist engagement.
PLoS ONE, 19(1 January), 1-18.
https://doi.org/10.1371/journal.pone.0294244

Yang, X., Ali, N. A, & Tat, H. H. (2024). The Mediating Role of Electronic
Personalization in Online Travel Platform: A Conceptual Framework.
International Journal of Academic Research in Business and Social Sciences,
14(5), 274-288. https://doi.org/10.6007/ijarbss/v14-i5/21311

Ye, B. H., Barreda, A. A., Okumus, F., & Nusair, K. (2019). Website interactivity
and brand development of online travel agencies in China: The moderating
role of age. Journal of Business Research, 99(November 2016), 382—-389.

https://doi.org/10.1016/j.jbusres.2017.09.046
Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



222

Yohans, J. A., Rahayu, A., & Dirgantari, P. D. (2023). Analysis of the Effect of
Electronic Customer Relationship Management and Customer Engagement
on Customer Loyalty on Gojek Online Transportation Services Users. 4(2),
381-391. http://dx.doi.org/10.31933/dijdbm.v4i2

Yunitarini, R., Budi, P., & Nurwarsito, H. (2012). Implementasi Perangkat Lunak
Electronic Customer Relationship Management ( E-CRM ) dengan Metode
Framework of Dynamic CRM. 6(1), 83-90.

Zehir, C., & Narcikara, E. (2016). E-Service Quality and E-Recovery Service
Quality: Effects on Value Perceptions and Loyalty Intentions. Procedia -
Social and Behavioral Sciences, 229, 427-443.
https://doi.org/10.1016/j.sbspro.2016.07.153

Zemblyté, J. (2015). The Instrument for Evaluating E-Service Quality. Procedia -
Social and Behavioral Sciences, 213, 801-806.
https://doi.org/10.1016/j.sbspro.2015.11.478

Zhang, H., & Ren, Y. (2024). Research on the Impact of Digital Customer
Orientation on Value Co-creation in the Tourism Industry. International
Business & Economics Studies, 6(3), p90.
https://doi.org/10.22158/ibes.v6n3p90

Zhi, L., & Ha, H. (2024). Evolving Consumer Preferences : The Role of Attribute
Shifts in Online Travel Agency Satisfaction and Loyalty. 2880-2895.

Zhou, M., & Yu, H. (2022). Exploring How Tourist Engagement Affects
Destination Loyalty: The Intermediary Role of Value and Satisfaction.
Sustainability (Switzerland), 14(3), 1-17.
https://doi.org/10.3390/su14031621

Zhou, R., Wang, X., Shi, Y., Zhang, R., Zhang, L., & Guo, H. (2019). Measuring
e-service quality and its importance to customer satisfaction and loyalty: an
empirical study in a telecom setting. Electronic Commerce Research, 19(3),
A477-499. https://doi.org/10.1007/s10660-018-9301-3

Mutiara Chaivazahra Putri Soleh, 2025
PENGARUH E-SERVQUAL DAN E-CRM TERHADAP CUSTOMER ENGAGEMENT
Universitas Pendidikan Indonesia | repository.upi.edu | perpustakaan.upi.edu



	eccd2fdebb2a4dd3e29c928e52b3a5aed92a0b34ff3da150941649489c70f1b8.pdf
	732266db87fbc706215a594f022975cf3d121ac07e790d71cadabf1911266087.pdf

	a3b0860d37985db59a3f1e4db1f5b5098f81b5714f5957bdbfe684be6942f068.pdf
	e91b735e96efd9ce24f53feb8e397cae42527f1c21e07d5bebd45e61341d8c0b.pdf

