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ABSTRAK 
Penelitian ini bertujuan untuk menganalisis pengaruh customer experience 

dan customer experiential terhadap loyalitas pelanggan pada platform e-commerce 

Shopee di Kota Malang dengan kepuasan pelanggan sebagai variabel mediasi. 

Penelitian ini menggunakan pendekatan kuantitatif dengan jenis explanatory 

research. Populasi penelitian adalah pengguna Shopee di Kota Malang dengan 

sampel sebanyak 100 responden yang dipilih menggunakan teknik purposive 

sampling. Pengumpulan data dilakukan melalui penyebaran kuesioner 

menggunakan skala Likert, sedangkan analisis data menggunakan Structural 

Equation Model (SEM) berbasis Partial Least Square (PLS) dengan bantuan 

SmartPLS 4.1.1.6. Hasil penelitian menunjukkan bahwa customer experience dan 

customer experiential berpengaruh positif dan signifikan terhadap loyalitas 

pelanggan. Kepuasan pelanggan juga berpengaruh positif dan signifikan terhadap 

loyalitas pelanggan. Namun, customer experience dan customer experiential tidak 

berpengaruh signifikan terhadap kepuasan pelanggan. Selain itu, kepuasan 

pelanggan tidak mampu memediasi pengaruh customer experience dan customer 

experiential terhadap loyalitas pelanggan pengguna Shopee di Kota Malang. 

Penelitian ini diharapkan menjadi masukan bagi perusahaan e-commerce dalam 

meningkatkan kualitas pengalaman pelanggan guna mempertahankan loyalitas 

pelanggan. 

Kata Kunci: Customer Experience, Customer Experiential, Loyalitas Konsumen, 

Kepuasan Pelanggan, Shopee. 
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ABSTRACT 
This study aims to analyze the influence of customer experience and customer 

experiential on customer loyalty among Shopee e-commerce platform users in 

Malang City, with customer satisfaction as a mediating variable. This study 

employed a quantitative approach with an explanatory research design. The 

population consisted of Shopee users in Malang City, with a sample of 100 

respondents selected using purposive sampling. Data were collected through 

questionnaires using a Likert scale, while data analysis was conducted using the 

Partial Least Squares (PLS)-based Structural Equation Model (SEM) with 

SmartPLS 4.1.1.6. The results indicate that customer experience and customer 

experiential have a positive and significant effect on customer loyalty. Customer 

satisfaction also has a positive and significant effect on customer loyalty. However, 

customer experience and customer experiential do not have a significant effect on 

customer satisfaction. Furthermore, customer satisfaction is unable to mediate the 

influence of customer experience and customer experiential on customer loyalty 

among Shopee users in Malang City. This study is expected to provide insights for 

e-commerce companies in improving customer experience quality to maintain 

customer loyalty. 

Keywords: Customer Experience, Customer Experiential, Customer Loyalty, 

Customer Satisfaction, Shopee. 
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