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ABSTRAK

Penelitian ini dilakukan terhadap konsumen Grosir -Asemka yang melakukan
pembelian melalui marketplace Shopee, dengan tujuan penelitian  untuk
mengetahui: pengaruh e-service quality terhadap keputusan pembelian, es-service
quality terhadap kepercayaan konsumen, kepercayaan konsumen  terhadap
keputusan pembelian dan e-service quality terhadap keputusan pembelian melalui
kepercayaan konsumen. Penelitian ini menggunakan alat bantu Program SPSS 25
for Windows, serta menggunakan sebanyak 125 responden. Penelitian ini
menggunakan metode analisis rentang skala dan analisis jalur. Hasil dari penelitian
ini sebagai berikut: e-service quality memiliki pengaruh positif dan signifikan
terhadap keputusan pembelian, e-service quality memiliki pengaruh positif dan
signifikan terhadap kepercayaan konsumen, kepercayaan konsumen memiliki
pengaruh positif dan signifikan terhadap keputusan pembelian, dan kepercayaan
konsumen memiliki peran mediasi pada hubungan e-service quality terhadap
keputusan pembelian.

Kata Kunci — E-Service Quality, Kepercayaan Konsumen, Keputusan Pembelian
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THE EFFECT OF E-SERVICE QUALITY ON PURCHASING DECISIONS
WITH CONSUMER TRUST AS A MEDIATING VARIABLE
(Case Study at Marketplace Shopee on Online Shop " Grosir Asemka')

Safira Nur Aini

Program Studi Manajemen Fakultas Ekonomi dan Bisnis
Universitas Muhammadiyah Malang
Jin. Raya Tlogomas, No. 246 Malang

Email; safiratobull 5@webmail;umm.ac.id

ABSTRACT

This research was conducted on Grosir Asemka consumers who made purchases
through the Shopee marketplace, with the aim of the study to determine: the effect
of e-service quality on purchasing decisions, es-service quality on consumer trust,
consumer trust in purchasing decisions and e-service quality on purchasing
decisions through consumer trust. This research uses the SPSS 25 for Windows
Program tool, and uses 125 respondents. This research uses the method of scale
range analysis and path analysis. The results of this study are as follows: e-service
quality has a positive and significant effect on purchasing decisions, e-service
quality has a positive and significant effect on consumer trust, consumer trust has
a positive and significant effect on purchasing decisions, and consumer trust has a
mediating role in the relationship between e-service quality and purchasing
decisions.

Key Word — E-Service Quality, Cunsumer Trust, Purchase Decision
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