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exports worth US $ 8.62 billion with a growth of 8.9% y-o-y.
On the other hand, exports of the textile industry over the past
year were valued at US $ 4.651 billion, down 0.1% compared
to 2017 which was valued at US $ 4.655 billion. This
indicates that the Indonesian convection industry has also
increased (Ezez 2019/a/).

Abstract
This study aims to examine and analyze the direct effect of Emarketing and service quality on customer loyalty. This
research was conducted at the Convection MSME "Arya
Project" Babat. The population in this study were all
customers recorded for the period September 2019 - January
2020, totaling 100 customers. The number of research
samples is 100 customers who are also members of the
population. Data analysis used the SPSS for windows
application version 24.0. The results showed that the emarketing variable had a positive and significant effect on
customer loyalty with the e-marketing regression coefficient
of 0.555 with a significance value of 0.000> 0.05. Service
quality variables have a positive and significant effect on
customer loyalty with a regression coefficient of 0.240 with a
significance value of 0.002> 0.05. Overall the results of the
research have the implication that e-marketing can help
customers interact directly and can expand marketing reach
and with good quality customers will always use the product
and will not switch to other products.

The growth of the textile industry will have an impact on the
growth of the downstream industry, namely the convection
industry to meet people's clothing needs. Increasing the
convection industry is because the needs of society are
constantly changing with new modes. Community life from
time to time is increasingly developing, this is marked by the
needs of society that were previously traditional to become
modern. The development of this business world has been
marked by increasingly fierce competition. No exception in
the convection industry. This convection industry must
understand new clothing fashions so that it can increase sales
turnover, and also can compete with other convection
industries. This is due to the increasingly wide open flow of
globalization for every business actor. The emergence of very
fierce competition causes businesses to compete with each
other to be able to face competition and gain a competitive
advantage. Because of this, every company is required to be
able to create products with the best specifications so that
customer desires can be fulfilled. Any industry can survive if
it has customers who are loyal to the products offered by the
industry. Therefore paying attention to customer desires is the
main goal of a business. If the customer's wishes are
considered, the customer will feel that their expectations can
be fulfilled (Kotler eta Amstrong 2008/). Customers who feel
that their desires are taken care of will feel satisfied
Satisfaction is the feeling of customers who feel that what is
expected exceeds what they receive (Tjiptono 2007/).
Customer satisfaction can also be interpreted as feeling happy
about the products and services they buy (Buchari 2007/). The
feeling of being satisfied with the product and the amount he
has felt will make customers do positive things about these
products and services (Lupiyoadi 2013/). Positive things that
are usually done by satisfied customers are providing positive
information about these products and services, recommending
these products and services to other customers, inviting the

Keywords: e-marketing, customer quality, customer loyalty,
convection UMKM.

I.

INTRODUCTION

In line with the current increase in Indonesia's population,
which has reached approximately 268,583,000 people, the
need for clothing is also increasing. This increase in
population was also matched by increasing the number of
textile industries in Indonesia that have been listed on the
Indonesia Stock Exchange, the textile and garment sub-sector
by 43 companies (Ezez 2019/b/). Data from the Central
Statistics Agency (BPS) in mid-2019 noted that the
production of the apparel industry grew by 29.19% on an
annual basis. Meanwhile, on a q-t-q basis, this sector grew by
8.79%, the second highest after the furniture industry.
According to the records of the Central Statistics Agency
(BPS), it turns out that the national textile and textile product
(TPT) industry, the apparel industry recorded the largest
export value. Throughout 2018, the apparel industry recorded
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validity level that meets the requirements a study. (Dilham,
Sofiyah, eta Muda 2018/) conducted a study with the theme of
internet marketing, customer loyalty and brand awareness at
female MSMEs in North Sumatra with a sample of 95
respondents and the result was that internet marketing had an
impact on customer loyalty. Research (Habib 2019/) was
conducted at PT. Bank BNI Syariah Medan Branch Office
with the theme of social media marketing, loyalty intentions
with the results of the research is that social media marketing
variables have an influence on loyalty intentions. Research
(Suardana et al. 2017/) found that many foreign tourists
returned due to efforts through e-marketing in the tourist areas
of Tulamben and Pemuteran. (Prasmara, Rachma, eta
Primanto 2019/) conducted research with the theme of online
marketing, e-service quality, e-loyalty and e-satisfaction at the
Khayrscraf Online Shop, where the results showed that emarketing had no impact on e-loyalty. (Fahrika, Rachma, eta
Slamet 2019/) conducted research at Online Shop Joyism
Malang with the theme of online marketing research, e-service
quality, loyalty, and customer satisfaction with a population of
1253 customers and a sample size of 93 respondents, while
the results showed online marketing and e-service quality has
a positive impact on customer loyalty. (Fitriana 2019/)
conducted research with the theme of e-marketing and e-CRM
and customer loyalty at Bank Syariah Mandiri Pontianak
Branch with 75 respondents and the results of the research
were e-Marketing and e-CRM had a positive effect on ecustomer loyalty.

public to use these products and services (Qomariah 2016/). In
other words, customers who are already satisfied will have a
sense of loyalty to the products and services offered.
Customer loyalty is a customer who always makes repeat
purchases, which in turn guarantees a stream of income for the
company, has a tendency to buy more, is willing to pay a
higher price, which will have a direct impact on the profits
earned by the company. Another important element of loyalty
is the support for a product or service that is manifested in a
person's positive experiences and communications. One of the
strongest forms of persuasion is someone's speech (Tjiptono
eta Candra 2012/). Providing recommendations for a product
or service from customers to others is a reflection of the high
level of customer loyalty. There are several factors that
increase customer loyalty. These factors include e-marketing
and the quality of service provided by product and service
providers.
The first factor that can increase customers to continue using
the products and services that have been used is e-marketing.
E-marketing is marketing done through computers (and other
electronic goods such as laptops, gadgets) using a means of
communication that aims to reduce marketing costs and
increase the effectiveness of marketing efforts (Kotler eta
Amstrong 2008/). E-marketing is the process of using
cyberspace as a communication tool to complement the
marketing activities that have been carried out so far. .
Electronic marketing or electronic marketing is based on the
application of existing marketing principles and techniques
through electronic media and more specifically the internet.
The terms marketing, internet marketing and online
marketing, are often confused and are often seen as
synonymous. E-marketing is the process of marketing brands
using the internet. It includes the elements of both direct and
indirect response marketing and the practice of using a variety
of technologies to help connect businesses to customers. Thus
e-marketing encompasses all business activities conducting
via the worldwide web with the aim of attracting new
business, maintaining current business and developing a
unique brand. There are many benefits obtained by
implementing e-marketing, including: wider prospect reach,
there are cost savings, advertisements are delivered more
personal, there is an increase in more active interactions.

The next factor that can increase customer loyalty is the
quality of service provided by product and service providers.
Service quality is a comprehensive assessment made by the
customer for the service it receives. Service quality is a
customer assessment of the service received. According to
(Tjiptono eta Candra 2012/) that quality is considered as a
measure of the perfection of a product or service which
consists of design quality and conformity quality. Design
quality is a specific function of a product or service,
conformity quality is a measure of how much the level of
conformity between a product or service and the requirements
or quality specifications that have been previously set.
According to (Parasuraman, Zeithaml, eta Berry 1985/) there
are five indicators of service quality that are used as
guidelines by customers in assessing service quality, namely:
physical form, empathy, reliability, responsiveness, assurance.
Providing good service to customers will provide a sense of
satisfaction to customers. Satisfied customers will repurchase
products and services. Customer loyalty is the tendency of
customers to buy a product or use services provided by a
company with a high level of consistency. Customer loyalty
will be the key to success not only in the short term but in a
sustainable competitive advantage. This is because customer
loyalty has strategic value for the company. The rewards of
loyalty are long term and cumulative. So the longer the loyalty
of a customer, the greater the profit the company can get from
a customer. Some of the indicators used to measure the
customer loyalty variable are: making regular repeat
purchases, making purchases outside the product / service
line, recommending products / services to other customers
(Griffin 2005/).

Several studies on the relationship between e-marketing and
customer loyalty have been conducted by several previous
researchers. Research (Prasetya eta So 2014/) was conducted
at marketing communication companies, the results showed
that e-marketing and e-CRM have a positive influence on eloyalty individually and simultaneously. (Supriyanto 2013/)
conducted research on Online Soccer Jersey Business, the
result is that social media and online marketing systems
together have an impact on repeat purchases. (AL-Hawamdeh
2020/) conducted a study on 739 customers who use social
media to purchase goods in Jordan, the results of his research
show that social media can increase customer loyalty.
(Ikhsana, Prisanto, eta Anggraini 2019/) conducted research
with the theme of e-marketing communication, brand equity,
and viewers loyalty, the results of their research show that emarketing communication and brand equity have a strong
effect on the loyalty of viewers on siaranku.com and have a
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total sampling. Total sampling is a sampling technique equal
to the population (Ghozali 2011/). Validity and reliability tests
were conducted to test the measuring instrument in the form
of a questionnaire. Multiple linear regression analysis is used
to determine the effect of independent variables (e-marketing
and service quality) on the dependent variable (customer
loyalty). Partial significance test and simultaneously used ttest and F-test.

Many researchers have conducted several studies that link
service quality with customer loyalty. Research of (Qomariah
2008/), (Dewi eta Rulirianto 2011/), (Qomariah 2012/),
(Wayan et al. 2013/), (Saputra 2013/), (Hasniaty 2015/), .,
(Djanas 2016/), (Mulyawan eta Rinawati 2016/), (Maskur,
Qomariah, eta Nursaidah 2016/) (Iriyanti, Qomariah, eta
Suharto 2016/), (Verriana eta Anshori 2017/), (Sutrisno,
Cahyono, eta Qomariah 2017/), (Muzammil, Yunus, eta
Darsono 2017/), (Qomariah 2018/), (Sofiati, Qomariah, eta
Hermawan 2018/), , (Mutmainnah 2018/), (Indarto et al.
2018/), (Ratnasari eta Gumanti 2019/), (Nursaid, Purnomo,
eta Qomariah 2020/), (Lie et al. 2019/), (Subagja eta Susanto
2019/), (Soliha et al. 2019/), (Juanamasta et al. 2019/),
(Muharmi eta Sari 2019/), (Surjaatmadja, Hubaib, eta Muda
2019/), (Purwati eta Hamzah 2019/), Qomariah et al., 2020),
(Qomariah et al. 2020/), (Mendoza et al. 2020/) conduct
research that links service quality with customer loyalty.

III.

RESULTS AND DISCUSSION

Descriptive Statistical Analysis Results
Based on the descriptions of respondents on the basis of
gender, the results showed that the majority of customers who
became respondents were male 83 people (83%) and 17
women (17%). Based on the description of respondents on the
basis of age, it can be seen that the majority of respondents at
the company are <30 years old, namely as many as 53 people
(53%). Second, respondents aged 30-40 years, as many as 19
people (19%). Finally, there were 28 respondents aged> 40
years (28%).

Babat District, Lamongan Regency is the center of the
convection industry, one of which is serving orders for tshirts. The T-shirt and screen printing industry in Tritunggal
Village embraces at least 143 home industries and is divided
into three clusters. The clusters are divided based on the
number of workers in the industry. The large cluster has a
capacity of 20-30 workers, the medium cluster is 10-15
people, while the small cluster only has 5-10 people
(http://nourelhay.blogspot.com/2013/11/desa-tritunggal-kecbabat-kab -llamongan.html). Arya Convection Babat Project,
is an UMKM that is engaged in the convection business which
also takes part in advancing the convection industry in Babat
District, Lamongan Regency. With so many convection
industries, competition in getting customers is also getting
tighter. In order for customers to continue using the
convection services from the UMKM Arya Convection
Project, the leadership is required to continue to make various
new breakthroughs such as the use of sophisticated and
modern tools such as (digital printing, high speed sewing
machines), formulating a vision and mission, and
commitment. Therefore, the purpose of this study is to
determine and analyze the effect of e-marketing and service
quality on customer loyalty at the MSME Arya Convection
Project. From the theory and previous research that has been
described, the research hypotheses built in this study are:

Results of Validity and Reliability Tests
The results of statistical calculations for the validity test are in
table 1, which shows that the r-count value for all research
variable indicators shows a number greater than the r-count
value. Thus it can be concluded that all statements put forward
in the questionnaire as a measuring tool are not valid. The
results of the reliability test for the research variables are in
table 2, which shows that the Cronbach alpha value for all
variables has a value above 0.60, so it can be concluded that
all lists of statements are reliable.
Table 1. Test Results of the Validity of Research Variables
Variable

Statement

E-Marketing
(X1)

X1.1

0.834

0.1966

Valid

X1.2

0.900

0.1966

Valid

X1.3

0.883

0.1966

Valid

H1: E-Marketing Has An Impact On Customer Loyalty

X1.4

0.722

0.1966

Valid

H2: Service Quality Affects Customer Loyalty.

X1.5

0.770

0.1966

Valid

X2.1

0.824

0.1966

Valid

X2.2

0.682

0.1966

Valid

X2.3

0.806

0.1966

Valid

X2.4

0.805

0.1966

Valid

X2.5

0.494

0.1966

Valid

Y1

0.620

0.1966

Valid

Y2

0.743

0.1966

Valid

Y3

0.905

0.1966

Valid

Y4

0.862

0.1966

Valid

II.

Service
Quality
(X2)

RESEARCH METHODS

This type of research used in this research is quantitative
research. Population is a generalization area consisting of
objects or subjects that have certain qualities and
characteristics that are determined by researchers to study and
then draw conclusions (Sugiyono 2013/). The population in
this study were 100 customers of the UMKM Arya Project
Convection. For 5 months (September 2019 - January 2020).
The sample is part of the number and characteristics of the
population. The sample in this study were customers of the
Arya Project Convection for 5 months with a total of 100
customers. The sampling technique used in this study was

Customer
Loyality
(Y)
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Table 2. Research Variable Reliability Test Results
Variable

Alpha Value

Information

E-Marketing (X1)

0.810

Reliabel

Service Quality (X2)
Customer Loyality (Y)

0.786
0.811

Reliable
Reliable

DISCUSSION
The Effect of E-Marketing on Customer Loyalty
The results of multiple linear regression analysis show that the
coefficient value of the e-marketing variable is 0.555 with a tcount value of 10.589 which is greater than the t-count value.
The significance value of the e-marketing variable appears to
be 0,000 which is smaller than the required significance value
of 0.005. From the results of this calculation, the hypothesis
which states that the e-marketing variable has a positive and
significant effect on customer loyalty is "accepted". Emarketing is an effort made by companies so that the wider
community can get to know their products through the internet
and other tools (Tjiptono eta Candra 2012/). Currently every
company is required to be able to market its products through
e-marketing because of the information and technology era.
Companies that do not take advantage of e-marketing may not
be recognized by the public. Information about marketed
products can be accessed through online marketing media, so
that the public will easily know the latest information about
the product being offered. This new information will provide
its own satisfaction for the product / service user community
so that there will be a desire to use the product / service again.
Research that also examines the problem of e-marketing with
customer loyalty includes: (Supriyanto, 2013), (Prasetya &
So, 2014), (Suardana et al., 2017), (Dilham et al., 2018),
(Fahrika et al., 2019), (Fitriana, 2019), (Prasmara et al., 2019),
(Habib, 2019), (Ikhsana et al., 2019), (AL-Hawamdeh, 2020).

Hypothesis Testing Results and Determination Coefficient
Multiple linear regression analysis is used to determine the
effect of independent variables on the dependent variable
(Arikunto, 2006). The independent variables in this study are:
e-marketing and service quality, while the dependent variable
is: customer loyalty. The results of the multiple linear
regression analysis are presented in Table 3, where the
regression coefficient value for the e-marketing variable is
0.555 and the coefficient value for the service quality variable
is 0.240. The constant value is -0.538. The significance value
for the e-marketing variable is 0.000 and the significance
value for the service quality variable is 0.000. Thus the
equation that can be compiled from the results of these
statistics is: Y = 0.538 + 0.555.X1 + 0.240.X2 + e. From the
results of this analysis, it can be concluded that the first
hypothesis which states that e-marketing has an effect on
customer loyalty is accepted. Meanwhile, the second
hypothesis which says that service quality affects customer
loyalty is also accepted.
The results of the coefficient of determination are shown in
Table 4 which shows that the value of the coefficient of
determination shown by the R Square number is 0.722 which
comes from (0.722 X 0.722). In table 4.because there are two
variables, using the R square means that 72.2% of the
variance of customer loyalty can be explained by the variance
of e-marketing and service quality, while the remaining 27.8%
is explained by other variables not listed in this study. like
trust and brand.

The Effect of Quality Services on Customer Loyalty
The second hypothesis states that service quality variables
have a positive effect on customer loyalty. Based on the
results of hypothesis testing in table 4, it can be seen that the
coefficient value of b2 is 0.240 with a significance value of
0.002 <0.05, which means that there is a positive and
significant influence on customer quality variables on
customer loyalty. The test results are in line with the
hypothesis that has been made where there is a positive and
significant effect of service quality on customer loyalty. The tcount value is 4.272 while the t-table value is 1.984. If tcount> t-table, the significance value is less than 5% and the
second hypothesis is accepted. The better the quality of
service provided by the company to customers, the greater the
customer loyalty. Service quality is a customer assessment of
the service received (Tjiptono & Candra, 2012). The services
provided can be in the form of goods or services. Customers
who get products and services that match their expectations,
the customers will feel satisfied. Customers who are satisfied
will make repeat purchases and will also recommend these
products and services to other customers. Research that links
service quality with customer loyalty includes: (Qomariah
2008/), (Dewi eta Rulirianto 2011/), (Qomariah 2012/),
(Wayan et al. 2013/), (Saputra 2013/), (Hasniaty 2015/), .,
(Djanas 2016/), (Mulyawan eta Rinawati 2016/), (Maskur,
Qomariah, eta Nursaidah 2016/) (Iriyanti, Qomariah, eta
Suharto 2016/), (Verriana eta Anshori 2017/), (Sutrisno,
Cahyono, eta Qomariah 2017/), (Muzammil, Yunus, eta
Darsono 2017/), (Qomariah 2018/), (Sofiati, Qomariah, eta
Hermawan 2018/), , (Mutmainnah 2018/), (Indarto et al.

Table 3. Results of Multiple Linear Regression Analysis
Information

B

Std.
Error

(Constant)

-.538

1.109

E-Marketing (X1)

.555

.052

.672 10.589

.000

Service Quality
(X2)

.240

.056

.271

.000

Beta

T

Sig.

-.485

.629

4.272

Table 4. Results of the Analysis of the Coefficient of
Determination
Model

R

R Square

Adjusted
R Square

Std. Error
of the
Estimate

1

.850a

.722

.716

1.320
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2018/), (Ratnasari eta Gumanti 2019/), (Nursaid, Purnomo,
eta Qomariah 2020/), (Lie et al. 2019/), (Subagja eta Susanto
2019/), (Soliha et al. 2019/), (Juanamasta et al. 2019/),
(Muharmi eta Sari 2019/), (Surjaatmadja, Hubaib, eta Muda
2019/), (Purwati eta Hamzah 2019/), Qomariah et al., 2020),
(Qomariah et al. 2020/), (Mendoza et al. 2020/).

[8]

[9]

IV. CONCLUSIONS AND RECOMMENDATIONS
Conclusion
The results showed that e-marketing had a positive and
significant effect on customer loyalty of the Babat Convection
Arya Project. Service quality variable has a positive and
significant effect on customer loyalty in the Arya Convection
Babat Project.

[10]

[11]

Suggestion

[12]

Suggestions that can be conveyed to the parties in this study
are: company owners need to pay attention to e-markting and
service quality. The owner of this convection UMKM Arya
Project must take advantage of current technology. With the
existence of e-marketing, it is hoped that it can assist in
informing and interacting directly with customers, expanding
the reach of online marketing. With good quality service to
customers, customers will always use these products and will
not turn to other products. Research is expected to be able to
carry out continuous research in order to see and assess any
changes in respondent behavior from time to time.

[13]

[14]
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