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ABSTRAK 

RIZKA ALFINA, 1642010093, ANALISIS USER EXPERIENCE, 

CUSTOMER SATISFACTION, DAN CUSTOMER LOYALTY PADA 

MARKETPLACE POPULER DI INDONESIA 

Penelitian ini menggunakan objek penelitian Tokopedia, Shopee, 

Bukalapak, dan Lazada. Penelitian ini bertujuan untuk mengetahui : pengaruh 

strategy plane, scope plane, structure plane, skleton plane, dan surface plane 

terhadap user satisfaction pada marketplace populer di Indonesia, pengaruh 

strategy plane, scope plane, structure plane, skleton plane, dan surface plane 

terhadap customer loyalty pada marketplace populer di Indonesia, dan pengaruh 

user satisfaction terhadap customer loyalty pada marketplace populer di 

Indonesia. 

Data dianalisis menggunakan model PLS dengan software smartPLS 3.0. 

Hasil dari penelitian ini menunjukkan bahwa masing-masing objek memiliki hasil 

positif dan negatif. Hasil dari Tokopedia empat hipotesisnya memiliki pengaruh 

positif dan berpengaruh secara signifikan, tiga hipotesis menunjukkan pengaruh 

positif tapi tidak berpengaruh signifikan, dan empat lainnya memiliki pengaruh 

negatif dan tidak signifikan. Hasil dari Shopee tiga hipotesis memiliki pengaruh 

positif dan sginifikan, dua hipotesis memiliki pengaruh tetapi tidak signifikan, dan 

empat hipotesis memiliki pengaruh negatif dan tidak signifikan. Hasil dari 

Bukalapak yaitu tiga hipotesis memiliki pengaruh positif dan signifikan, dua 

hipotesis memiliki pengaruh positif tetapi tidak signifikan, dan tujuh hipotesis 

memiliki pengaruh negatif dan tidak signifikan. Hasil dari Lazada yaitu lima 

hipotesis memiliki pengaruh positif dan signifikan, dua hipotesis memiliki 

pengaruh positif tetapi tidak signifikan, serta empat hipotesis memiliki pengaruh 

negatif dan tidak signifikan. 

Kata Kunci : Strategy Plane, Scope Plane, Structure Plane, Skleton Plane, 

Surface Plane, Customer Satisfaction, Customer Loyalty 

 

ABSTRACT 

RIZKA ALFINA, 1642010093, ANALYSIS OF USER EXPERIENCE, 

CUSTOMER SATISFACTION, AND CUSTOMER LOYALTY ON POPULAR 

MARKETPLACE IN INDONESIA. 



This research uses Tokopedia, Shopee, Bukalapak, and Lazada research 

objects. This study aims to determine: the effect of the strategy plane, scope plane, 

structure plane, skleton plane, and surface plane on user satisfaction in a popular 

marketplace in Indonesia, the effect of strategy plane, scope plane, structure 

plane, skleton plane, and surface plane on customer loyalty in a popular 

marketplace in Indonesia, and the influence of user satisfaction on customer 

loyalty in a popular marketplace in Indonesia. 

Data were analyzed using the PLS model with smartPLS 3.0 software. The 

results of this study indicate that each object has positive and negative results. 

The results of Tokopedia's four hypotheses have a positive and significant effect, 

three hypotheses show a positive effect but no significant effect, and the other four 

have a negative and insignificant influence. The results of Shopee's three 

hypotheses have a positive and significant effect, two hypotheses have an 

influence but are not significant, and four hypotheses have a negative and 

insignificant influence. The results from Bukalapak are three hypotheses that have 

a positive and significant effect, two hypotheses have a positive but not significant 

effect, and seven hypotheses have a negative and not significant effect. The results 

of Lazada are five hypotheses that have a positive and significant effect, two 

hypotheses have a positive but not significant effect, and four hypotheses have a 

negative and not significant effect. 

Keywords: Strategy Plane, Scope Plane, Structure Plane, Skleton Plane, Surface 

Plane, Customer Satisfaction, Customer Loyalty 

  




