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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh service quality, perceived 

value, dan trust terhadap customer loyalty pada produk stationery di platform e-

commerce Shopee. Metode penelitian yang digunakan adalah kuantitatif dengan 

pendekatan survei, di mana data dikumpulkan melalui kuesioner menggunakan 

skala Likert dari 394 responden pengguna Shopee yang pernah membeli produk 

stationery di Indonesia. Teknik analisis data menggunakan regresi linier berganda 

yang didahului dengan uji validitas, reliabilitas, serta uji asumsi klasik. Hasil 

penelitian menunjukkan bahwa secara parsial, ketiga variabel independen yaitu 
service quality, perceived value, dan trust memiliki pengaruh positif dan signifikan 

terhadap customer loyalty. Secara simultan, ketiga variabel tersebut mampu 

menjelaskan variasi customer loyalty sebesar 62,6% (Adjusted R² = 0,626). Temuan 

ini menunjukkan pentingnya menjaga service quality, membangun trust, dan 

menciptakan perceived value pelanggan dalam membentuk loyalitas, khususnya di 

pasar e-commerce Indonesia. 
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ABSTRACT 

 

This study aims to analyze the influence of service quality, perceived value, and 

trust on customer loyalty toward stationery products on the Shopee e-commerce 

platform. The research employed a quantitative survey method, collecting data 

through a Likert-scale questionnaire from 394 Shopee users who had purchased 

stationery products in Indonesia. Data were analyzed using multiple linear 

regression, preceded by validity and reliability testing, as well as classical 

assumption tests. 

The results reveal that service quality, perceived value, and trust each have a 

positive and significant effect on customer loyalty. Simultaneously, these three 

variables explain 62.6% of the variation in customer loyalty (Adjusted R² = 0.626). 

These findings highlight the importance of maintaining service quality, fostering 

customer trust, and delivering perceived value to strengthen loyalty, particularly in 

Indonesia's competitive e-commerce market. 
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