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ABSTRAK

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh E-Service Quality
dan Customer Experience terhadap Customer Trust dan Pembelian Produk
MCDonald’s di Surabaya. Penelitian ini dilakukan pada konsumen
MCDonald’s di wilayah Kota Surabaya dengan jumlah sampel ditetapkan
sebanyak 100 responden, dan pengumpulan data dilakukan melalui penyebaran
kuisioner secara tidak langsung melalui social media. Teknik analisis data yang
digunakan peneliti adalah teknik analisis metode SEM-PLS dan berdasarkan
hasil analisis ditemukan bahwa E-Service Quality berpengaruh terhadap
Customer Trust, Customer Experience berpengaruh terhadap Customer Trust,
E-Service Quality berpengaruh terhadap Pembelian Produk, Customer
Experience berpengaruh terhadap Pembelian Produk, Customer Trust
berpengaruh terhadap Pembelian Produk.

Kata Kunci : E-Service Quality, Customer Experience, Customer Trust,

Pembelian Produk.
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ABSTRACT

The purpose of this study was to determine the effect of E-Service Quality and
Customer Experience on Customer Trust and Purchase of McDonald's
Surabaya Products. This study was conducted on McDonald's consumers in the
Surabaya City area with a sample size of 100 respondents, and data collection
was carried out through indirect distribution of questionnaires through social
media. The data analysis technique used by the researcher is the SEM-PLS
method analysis technique and based on the results of the analysis it was found
that E-Service Quality affects Customer Trust, Customer Experience affects
Customer Trust, E-Service Quality affects Product Purchases, Customer
Experience affects Product Purchases, Customer Trust affects Product
Purchases.

Keywords: E-Service Quality, Customer Experience, Customer Trust, Product

Purchases.
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