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ABSTRAK 

Celine Valentina/ 27210016 / 2025 / Pengaruh Elemen-Elemen Persepsi Harga Terhadap 

Loyalitas Berbasis Niat Penggunaan Berulang Aplikasi Shopee/ Pembimbing: Prof. Dr. Ir. 

Bilson Simamora, M.M. 

Shopee menjadi platform e-commerce yang paling direkomendasikan di Indonesia, 

dengan harga sebagai faktor utama dalam niat pembelian. Meskipun persepsi harga terbukti 

berpengaruh terhadap loyalitas pelanggan, penelitian sebelumnya menunjukkan hasil yang 

bervariasi terkait dampaknya terhadap niat penggunaan aplikasi Shopee. Beberapa studi 

menyatakan harga berperan signifikan dalam meningkatkan loyalitas, sementara lainnya 

menemukan bahwa faktor ini bukan satu-satunya pertimbangan utama. Oleh karena itu, 

penelitian ini bertujuan untuk menganalisis pengaruh persepsi harga terhadap loyalitas niat 

penggunaan Shopee. 

Persepsi harga diukur melalui empat dimensi: keterjangkauan harga, persepsi harga, 

nilai transaksi, dan nilai akuisisi. Model penelitian mengacu pada teori persepsi harga Kotler 

dan Armstrong (2018) serta model loyalitas pelanggan Kotler dan Keller (2022). Loyalitas 

niat penggunaan didefinisikan sebagai kecenderungan pelanggan untuk terus menggunakan 

Shopee berdasarkan persepsi mereka terhadap harga. 

Penelitian ini menggunakan metode kuantitatif dengan survei terhadap 188 pengguna 

Shopee. Data dikumpulkan melalui kuesioner online dan dianalisis menggunakan Structural 

Equation Modeling (SEM) berbasis Partial Least Squares (PLS) melalui software SmartPLS 

4. Validitas dan reliabilitas model diuji dengan Confirmatory Factor Analysis (CFA) untuk 

memastikan kelayakan pengukuran. 

Hasil penelitian menunjukkan bahwa price affordability, price perception, dan 

acquisition value berpengaruh positif dan signifikan terhadap loyalitas niat penggunaan 

Shopee. Namun, transactional value tidak memiliki pengaruh signifikan. Temuan ini 

mengindikasikan bahwa pengguna tetap setia menggunakan Shopee karena harga yang 

terjangkau dan manfaat yang diperoleh, sementara pengalaman transaksi tidak secara 

langsung memengaruhi loyalitas. 

Penelitian ini menemukan bahwa persepsi harga berperan penting dalam 

mempertahankan loyalitas pengguna Shopee. Faktor price affordability dan acquisition 

value menjadi aspek utama dalam keputusan penggunaan aplikasi. Oleh karena itu, Shopee 

disarankan untuk terus mengoptimalkan strategi harga, promosi, dan program loyalitas guna 

meningkatkan retensi pengguna dan frekuensi pembelian. 
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ABSTRACT 

Celine Valentina / 27210016 / 2025 / The Influence of Price Perception Elements on Loyalty 

Based on Repeated Usage Intention of the Shopee Application / Advisor: Prof. Dr. Ir. Bilson 

Simamora, M.M. 

Shopee is the most recommended e-commerce platform in Indonesia, with price being 

a key factor in purchase intention. Although price perception has been proven to influence 

customer loyalty, previous studies have shown varying results regarding its impact on the 

intention to use the Shopee application. Some studies suggest that price plays a significant 

role in increasing loyalty, while others find that it is not the sole determining factor. 

Therefore, this study aims to analyze the effect of price perception on loyalty based on the 

intention to use Shopee. 

Price perception is measured through four dimensions: price affordability, price 

perception, transactional value, and acquisition value. The research model refers to the price 

perception theory by Kotler and Armstrong (2018) and the customer loyalty model by Kotler 

and Keller (2022). Usage intention-based loyalty is defined as customers' tendency to 

continue using Shopee based on their perception of price. 

This study employs a quantitative approach with a survey involving 188 Shopee 

users. Data was collected through an online questionnaire and analyzed using Structural 

Equation Modeling (SEM) based on Partial Least Squares (PLS) via SmartPLS 4 software. 

The research model was tested for validity and reliability using Confirmatory Factor 

Analysis (CFA) to ensure measurement feasibility. 

The findings indicate that price affordability, price perception, and acquisition value 

positively and significantly influence loyalty based on usage intention. However, 

transactional value does not have a significant impact. These results suggest that Shopee 

users remain loyal due to affordable prices and the benefits they receive, while the 

transaction experience does not directly affect loyalty. 

This study found that price perception plays a crucial role in maintaining Shopee 

user loyalty. Price affordability and acquisition value are the key factors influencing the 

decision to continue using the application. Therefore, Shopee is advised to continuously 

optimize its pricing strategies, promotions, and loyalty programs to enhance user retention 

and purchase frequency. 
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