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ABSTRAK

Skripsi yang berjudul “Pengaruh E-Service Quality, E-Trust, dan Islamic
Branding Terhadap Keputusan Pembelian Pada Shopee Dengan Minat beli
Sebagai Variabel Intervening” merupakan hasil penelitian kuantitatif yang
bertujuan untuk mengetahui dan menganalisis adanya pengaruh e-service quality,
e-trust, dan islamic branding terhadap keputusan pembelian dengan minat beli.
Metode penelitian yang digunakan adalah pendekatan kuantitatif jenis studi kasus,
Pengumpulan data dilakukan dengan wawancara secara langsung dan penyebaran
kuesioner secara online melalui googleform. Sampel dalam penelitian ini merupaka
pengguna shopee yang sebelumnya pernah melakukan pembelian di shopee. Teknik
analisis data yang digunakan yaitu Partial Least Square (PLS), Outer model, dan
Inner Model.

Hasil penelitian ini menunjukkan (1) hanya variabel E-Service Quality
berpengaruh positif dan signifikan terhadap minat beli (2) hanya E-Service Quality
berpengaruh positif dan signifikan terhadap keputusan pembelian, (3) Minat beli
berpengaruh positif dan- signifikan terhadap keputusan pembelian. (4) E-Service
Quality melalui minat beli berpengaruh positif dan signifikan terhadap keputusan
pembelian, sedangkan E-Trust dan Islamic Branding melalui minat beli
berpengaruh positif dan tidak signifikan terhadap keputusan pembelian.

Saran yang bersesuaian dengan penelitian ini adalah perlu adanya perlu adanya
peningkatan pada e-service quality untuk tetap mempertahankan kesetiaan dan
kepercayaan konsumen pada shopee. Serta islamic branding perlu adanya
peningkatan agar tidak hanya konsumen muslim yang dapat menggunakan produk
halal namun konsumen non islam dapat menggunakan dan percaya mengenai
produk halal.

Kata Kunci : E-Service Quality, E-Trust, Islamic Branding, Minat Beli, dan
Keputusan Pembelian
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ABSTRACT

The thesis entitled "The Influence of E-Service Quality, E-Trust, and
Islamic Branding on Purchase Decisions at Shopee with Purchase Intention as
an Intervening Variable" is the result of quantitative research that aims to
determine and analyze the influence of e-service quality, e-trust, and Islamic
branding on purchasing decisions with buying interest. The research method used
is a case study type quantitative approach. Data collection is done by direct
interviews and distributing questionnaires online through Google Form. The sample
in this study is shopee users who have previously made purchases at shopee. Data
analysis techniques used are Partial Least Square (PLS), Outer model, and Inner
Model.

The results of this study indicate (1) only the E-Service Quality variable has a
positive and significant effect on buying interest (2) only E-Service Quality has a
positive and significant effect on purchasing decisions, (3) Purchase interest has a
positive and significant effect on purchasing decisions. (4) E-Service Quality
through buying interest has a positive and significant effect on purchasing
decisions, while E-Trust and Islamic Branding through purchase intentions have a
positive and insignificant effect on purchasing decisions.

Suggestions that are in accordance with this research are the need for an
increase in e-service quality to maintain customer loyalty and trust in shopee. And
Islamic branding needs improvement so that not only Muslim consumers can use
halal products but non-Muslim consumers can use and believe in halal products.

Keywords: E-Service Quality, E-Trust, Islamic Branding, Purchase Interest,
and Purchase Decision i
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