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ABSTRAK 
 
Penelitian ini bertujuan untuk mengetahui dan menjelaskan pengaruh perceived 
value, e-service quality, terhadap trust dengan e-customer satisfaction sebagai 
variabel intervening pada pengguna ruangguru. Penelitian ini merupakan penelitian 
kuantitatif dengan 130 orang konsumen yang dipilih sebagai responden adalah 
konsumen yang pernah melakukan pembelian secara online melalui website 
Ruangguru sebagai sampel. Sumber data dari data primer dan sekunder. Metode 
analisis data menggunakan SEM-PLS dengan software SmartPLS versi 3.2.0. Hasil 
penelitian menunjukkan bahwa (1) Perceived value berpengaruh positif dan 
signifikan terhadap e-customer satisfaction pada pengguna Ruangguru. (2) E-
service quality berpengaruh positif dan signifikan terhadap e-customer satisfaction 
pada pengguna Ruangguru. (3) Perceived value berpengaruh positif dan signifikan 
terhadap trust pada pengguna Ruangguru. (4) E-service quality berpengaruh 
terhadap Trust pada pengguna Ruangguru. (5) E-customer satisfaction berpengaruh 
positif dan signifikan terhadap trust pada pengguna Ruangguru. (6) Perceived value 
berpengaruh positif dan signifikan terhadap trust melalui e-customer satisfaction 
pada pengguna Ruangguru. (7) E-service quality berpengaruh terhadap trust 
melalui e-customer satisfaction pada pengguna Ruangguru. 
 
Kata Kunci: Perceived Value, E-Service Quality, Trust, E-Customer Satisfaction 
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ABSTRACT 
 
This research aims to determine and explain the influence of perceived value, e-
service quality, on trust with e-customer satisfaction as an intervening variable for 
teachers' room users. This research is a quantitative research with 130 users 
selected as respondents who have made online purchases via the Ruangguru website 
as samples. Data sources from primary and secondary data. The data analysis 
method uses SEM-PLS with SmartPLS software version 3.2.0. The research results 
show that (1) Perceived value has a positive and significant direct effect on e-
customer satisfaction among Ruangguru users. (2) E-service quality has a positive 
and significant direct effect on e-customer satisfaction for Ruangguru users. (3) 
Perceived value has a positive and significant direct effect on trust in Ruangguru 
users. (4) E-service quality has significant direct effect on Trust among Ruangguru 
users. (5) E-customer satisfaction has a direct effect on trust in Ruangguru users. 
(6) Perceived value effect positive and significant on trust through e-customer 
satisfaction among Ruangguru users. (7) E-service quality has significant effect on 
trust through e-customer satisfaction among Ruangguru users. 
 
Keyword: Perceived Value, E-Service Quality, Trust, E-Customer Satisfaction
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