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RINGKASAN 

PENGARUH PERSEPSI HARGA, DISKON, DAN CUSTOMER EXPERIENCE 

TERHADAP LOYALITAS PELANGGAN PRODUK FASHION DI SHOPEE 

PADA MAHASISWA FAKULTAS EKONOMI DAN BISNIS UNIVERSITAS 17 

AGUSTUS 1945 SURABAYA 

 

E-commerce menjadi wadah para konsumen yang ingin berbelanja tanpa 

perlu keluar rumah. Shopee merupakan salah satu e-commerce yang banyak 

digunakan oleh para mahasiswa FEB Universitas 17 Agustus 1945 Surabaya. Shopee 

adalah e-commerce yang didalamnya menawarkan berbagai produk salah satunya 

produk Fashion. Berdasarkan latar belakang tersebut peneliti tertarik untuk 

melakukan penelitian yang berjudul pengaruh persepsi harga, diskon, dan customer 

experience terhadap Loyalitas Pelanggan Produk Fashion di Shopee pada Mahasiswa 

FEB Universitas 17 Agustus 1945 Surabaya. Penelitian ini bertujuan untuk 

mengetahui dan menganalisis pengaruh Persepsi Harga, Diskon, dan Customer 

Experience secara parsial dan simultan terhadap Loyalitas Pelanggan Produk Fashion 

di Shopee pada Mahasiswa FEB Universitas 17 Agustus 1945 Surabaya.  

Populasi dalam penelitian ini adalah Mahasiswa FEB Angkatan 2018 

Universitas 17 Agustus 1945 Surabaya sebanyak 259 orang. Penelitian ini berjenis 

kuantitatif. Pengumpulan data diperoleh dari penyebaran kuesioner. Pengambilan 

sampel menggunakan metode purposive sampling kepada responden yang pernah 

berbelanja produk fashion di shopee, Sehingga sampel dalam penelitian ini sebanyak 

72 responden. Uji instrumen dalam penelitian ini menggunakan uji validitas dan uji 

reliabilitas, uji asumsi klasik, uji koefisien determinasi, dan analisis linier berganda. 

Hasil uji t variabel persepsi harga (X1) menunjukan nilai sig. adalah 0,028 < 

0,05 dapat disimpulkan bahwa variabel persepsi harga (X1) memiliki pengaruh yang 

signifikan terhadap loyalitas pelanggan. Hasil uji t variabel diskon (X2) menunjukan 

nilai sig. adalah 0,000 < 0,05 dapat disimpulkan bahwa variabel diskon  (X2) memiliki 

pengaruh yang signifikan terhadap loyalitas pelanggan. Hasil uji t variabel customer 

experience (X3) menunjukan nilai sig. adalah 0,000 < 0,05 dapat disimpulkan bahwa 

variabel customer experience (X3) memiliki pengaruh yang signifikan terhadap 

loyalitas pelanggan. Hasil uji F menunjukkan nilai fhitung > ftabel yaitu 372,416 > 2,74 

dengan signifikan 0,000 < 0,05. Hal ini menunjukkan bahwa secara simultan Persepsi 

Harga (X1), Diskon (X2), dan Customer Experience (X3) secara simultan 

berpengaruh terhadap Loyalitas Pelanggan (Y). 
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Kesimpulan dalam penelitian ini menunjukkan bahwa Persepsi Harga, 

Diskon, dan Customer Experience secara parsial dan simultan berpengaruh signifikan 

terhadap Loyalitas Pelanggan Produk Fashion di Shopee pada Mahasiswa FEB 

Universitas 17 Agustus 1945 Surabaya. Diharapkan pihak perusahaan terus 

memperhatikan persepsi harga agar nantinya konsumen lebih merasa senang dan puas 

dengan adanya persepsi harga yang selalu terjangkau sesuai dengan kualitas dan 

manfaat. Selain itu sering melakukan pemberian diskon secara besar-besaran agar 

konsumen tertarik dan melakukan belanja online secara berulang-ulang.  
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SUMMARY 

THE EFFECT OF PRICE PERCEPTION, DISCOUNTS, AND CUSTOMER 

EXPERIENCE TOWARD CUSTOMER LOYALTY OF FASHION PRODUCTS 

IN SHOPEE ON STUDENTS OF THE FACULTY OF ECONOMICS AND 

BUSINESS UNIVERSITY 17 AUGUST 1945 SURABAYA 

 

 E-commerce is a place for consumers who want to shop without leaving the 

house. Shopee is an e-commerce platform that is widely used by FEB students, 17 

August 1945 University, Surabaya. Shopee is an e-commerce that offers various 

products, one of which is Fashion products. Based on this background, the researcher 

is interested in conducting a study entitled the effect of price perception, discounts, 

and customer experience on Customer Loyalty in Fashion Products at Shopee for FEB 

Students, 17 August 1945 University Surabaya. This study aims to determine and 

analyze the effect of Price Perception, Discount, and Customer Experience partially 

and simultaneously on Customer Loyalty of Fashion Products at Shopee at FEB 

Students, University of 17 August 1945 Surabaya. 

 The population in this study were FEB 2018 students, 17 August 1945 

University, Surabaya as many as 259 people. This research is quantitative. Data 

collection was obtained from distributing questionnaires. Sampling used purposive 

sampling method to respondents who had shopped for fashion products at shopee, so 

the sample in this study was 72 respondents. The instrument test in this study used 

validity and reliability tests, classical assumption tests, coefficients of determination, 

and multiple linear analysis. 

 The results of the t-test of the price perception variable (X1) show the value 

of sig. is 0.028 <0.05, it can be concluded that the price perception variable (X1) has 

a significant influence on customer loyalty. The results of the t-test of the discount 

variable (X2) show the value of sig. is 0.000 <0.05, it can be concluded that the 

discount variable (X2) has a significant influence on customer loyalty. The results of 

the t-test of the customer experience variable (X3) show the value of sig. is 0.000 

<0.05, it can be concluded that the customer experience variable (X3) has a significant 

influence on customer loyalty. The results of the F test show that the value of fcount 

> ftable is 372.416 > 2.74 with a significance of 0.000 <0.05. This shows that 

simultaneously Price Perception (X1), Discount (X2), and Customer Experience (X3) 

simultaneously affect Customer Loyalty (Y). 
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 The conclusion in this study shows that price perception, discount, and 

customer experience partially and simultaneously have a significant effect on 

customer loyalty in fashion products at Shopee for FEB students, 17 August 1945 

University Surabaya. It is hoped that the company will continue to pay attention to 

price perceptions so that later consumers will feel more happy and satisfied with the 

perception of prices that are always affordable in accordance with the quality and 

benefits. In addition, they often give massive discounts so that consumers are 

interested and do online shopping repeatedly 
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ABSTRAK 

PENGARUH PERSEPSI HARGA, DISKON, DAN CUSTOMER 

EXPERIENCE TERHADAP LOYALITAS PELANGGAN PRODUCT 

FASHION DI SHOPEE PADA MAHASISWA FAKULTAS EKONOMI DAN 

BISNIS UNIVERSITAS 17 AGUSTUS 1945 SURABAYA 

 

 Penelitian ini dilakukan untuk mengetahui dan menganalisis Pengaruh 

Persepsi Harga, Diskon Dan Customer Experience Terhadap Loyalitas Pelanggan 

Produk Fashion Di Shopee Pada Mahasiswa Fakultas Ekonomi Dan Bisnis 

Universitas 17 Agustus 1945 Surabaya. Penelitian ini dilaksanakan dengan metode 

deskriptif kuantitatif yang menggunakan data primer yang diperoleh melalui 

kuesioner serta wawancara atau interview. Populasi dalam penelitian ini yaitu 

mahasiswa Fakultas Ekonomi dan Bisnis Universitas 17 Agustus 1945 Surabaya. 

Sampel dalam penelitian ini sebesar 72 orang mahasiswa dengan menggunakan 

metode Purposive Sampling, karena metode ini menggunakan teknik penentuan 

sampel dengan pertimbangan atau kriteria tertentu. Teknik analisis data yang 

digunakan dalam penelitian ini adalah metode analisis regresi berganda dengan 

menggunakan program Statistical Product and Service Solution (SPSS) versi 26. 

 Hasil penelitian ini menunjukkan bahwa variabel persepsi harga berpengaruh 

positif dan signifikan terhadap loyalitas pelanggan dengan koefisien regresi sebesar 

2,252 dan nilai signifikansi 0,028. Variabel diskon berpengaruh positif dan signifikan 

terhadap loyalitas pelanggan dengan koefisien regresi sebesar 6,048 dan nilai 

signifikansi 0,000. Pada variabel customer experience berpengaruh positif signifikan 

terhadap lo yalitas pelanggan dengan koefisien sebesar 11,680 dan nilai signifikansi 

0,000. Dari hasil penelitian diketahui bahwa Pengaruh Persepsi Harga, Diskon Dan 

Customer Experience secara parsial maupun bersama-sama berpengaruh positif 

signifikan terhadap Loyalitas Pelanggan 

 

Kata Kunci: Persepsi Harga, Diskon, Customer Experience, dan Loyalitas Pelanggan  
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ABSTRACT 

THE EFFECT OF PRICE PERCEPTION, DISCOUNTS, AND CUSTOMER 

EXPERIENCE TOWARD CUSTOMER LOYALTY OF FASHION 

PRODUCTS IN SHOPEE ON STUDENTS OF THE FACULTY OF 

ECONOMICS AND BUSINESS UNIVERSITY 17 AUGUST 1945 

SURABAYA 

 

 This study was conducted to determine and analyze the effect of price 

perception, discount, and customer experience on customer loyalty for fashion 

products at Shopee for students of the Faculty of Economics and Business, University 

of 17 August 1945, Surabaya. This research was carried out with a quantitative 

descriptive method using primary data obtained through questionnaires and 

interviews. The population in this study were students of the Faculty of Economics 

and Business, University of 17 August 1945, Surabaya. The sample in this study was 

72 students using the purposive sampling method because this method uses a sampling 

technique with certain considerations or criteria. The data analysis technique used in 

this research is multiple regression analysis methods using the Statistical Product and 

Service Solution (SPSS) version 26 program. 

 The results of this study indicate that the price perception variable has a 

positive and significant effect on customer loyalty with a regression coefficient of 

2.252 and a significance value of 0.028. The discount variable has a positive and 

significant effect on customer loyalty with a regression coefficient of 6.048 and a 

significance value of 0.000. The customer experience variable has a significant 

positive effect on customer loyalty with a coefficient of 11,680 and a significance 

value of 0.000. From the research results, it is known that the effect of price 

perception, discount, and customer experience partially or jointly has a significant 

positive effect on customer loyalty. 

 

Keywords: Price Perception, Discount, Customer Experience, and Customer Loyalty 
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