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ABSTRAK 

 

Akhmad Akbar Habibie (1710414310004), 2024, PENGARUH CUSTOMER 
EXPERIENCE TERHADAP MARKETPLACE SHOPEE DI KABUPATEN TAPIN, 
diawasi oleh Siswanto Rawali dan Putri Ayu Hidayatur Rafiqoh. 

Shopee adalah salah satu marketplace yang menyediakan berbagai macam 
produk mulai dari pakaian, makanan dan lain-lain yang terhubung melalui internet. 
Penelitian ini bertujuan untuk menganalisis pengaruh customer experience sebagai 
variabel (X) terhadap pembelian melalui marketplace shopee sebagai variabel (Y) di 
Kabupaten Tapin.  

Pendekatan pada penelitian ini menggunakan metode deskriptif kuantitatif. 
Teknik pengambilan sampel dalam penelitian ini menggunakan purposive sampling 
dengan jumlah sampel sebanyak 100 orang sesuai dengan kriteria yang ditentukan oleh 
peneliti. Untuk pengumpulan data pada penelitian ini menggunakan kuesioner dengan 
pengukuran Skala Likert, sedangkan analisis data menggunakan analisis regresi linear 
sederhana dan dibantu dengan program IBM SPSS Statistics 22.  

Berdasarkan hasil pengujian hipotesis didapatkan nilai signifikan sebesar 0,000 
< 0,05 dengan nilai Fhitung > Ftabel (153.960 > 3,94) menunjukkan bahwa hipotesis 
Ha diterima yaitu terdapat pengaruh signifikan antara customer experience terhadap 
pembelian melalui marketplace Shopee pada masyarakat Kabupaten Tapin sehingga 
H0 ditolak. Hasil penelitian menunjukkan bahwa terdapat pengaruh antara customer 
experience terhadap pembelian melalui marketplace Shopee. marketplace shopee 
terhadap minat beli online, pengaruh yang terjadi adalah dalam kategori Tinggi. Hal 
ini terlihat pada nilai multiple-R sebesar 0,782 (78,2%). 

 

Kata Kunci : Komunikasi, Media Informasi,  Marketplace, Shopee 
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ABSTRACT 

 

Akhmad Akbar Habibie (1710414310004), 2024, The Influence of Customer 
Experience in Making Purchases via Shopee Marketplace in Tapin Regency, 
supervised by Siswanto Rawali and Putri Ayu Hidayatur Rafiqoh. 

Shopee is a marketplace that provides various kinds of products ranging from 
clothing, food and others that are connected via the internet. This research aims to 
analyze the influence of customer experience as a variable (X) on purchases via 
marketplace Shopee/shopee marketplace as a variable (Y) in Tapin Regency. 

The approach to this research uses quantitative descriptive methods. The 
sampling technique in this research used purposive sampling with a sample size of 100 
people according to the criteria determined by the researcher. For data collection in this 
study a questionnaire was used with Likert scale measurements, while data analysis 
used simple linear regression analysis and was assisted by the IBM SPSS Statistics 22 
program. 

Based on the results of hypothesis testing, a significant value of 0.000 < 0.05 
was obtained with a value of Fcount > Ftable (153,960 > 3.94) indicating that the Ha 
hypothesis was accepted, namely that there was a significant influence between 
customer experience on purchases via Shopee marketplace in the people of Tapin 
Regency so that H0 rejected. The research results show that there is an influence 
between customer experience on purchases via Shopee marketplace. Shopee 
marketplace on online buying interest, the influence that occurs is in the High category. 
This can be seen in the multiple-R value of 0.782 (78.2%). 

 

Keywords : Communication, Information, Marketplace, Shopee 
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