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INTISARI

Pandemi COVID-19 telah memberikan dampak besar pada semua aspek
kehidupan masyarakat, termasuk pola kerja, interaksi sosial, dan perilaku belanja.
Salah satu perubahan signifikan adalah pergeseran dari belanja offline ke online
yang didorong oleh kebijakan pembatasan mobilitas dan kemajuan teknologi
industri 4.0. Marketplace seperti Tokopedia, Shopee, dan MARKETPLACE ABC
mengalami  peningkatan jumlah pengguna selama pandemi. Namun,
MARKETPLACE ABC menghadapi tantangan berupa penurunan loyalitas
pelanggan setelah puncak pandemi, sebagaimana terlihat dari meningkatnya
jumlah pelanggan tidak aktif (dormant customers) pada setelah COVID-19.

Penelitian ini bertujuan untuk menganalisis penyebab penurunan loyalitas
pelanggan MARKETPLACE ABC dengan fokus pada faktor-faktor seperti
kepuasan pelanggan, performa layanan, dan sensitivitas harga yang
mempengaruhi perilaku belanja online. Hasil survei NPS (Net Promoter Score)
mengidentifikasi beberapa aspek yang perlu dioptimalkan, yaitu promosi, performa
penjual (seller performance), dan layanan purna jual (after-sales service).

Dengan mempertimbangkan persaingan ketat di pasar e-commerce,
penelitian ini berupaya merumuskan strategi berbasis data untuk meningkatkan
pembelian berulang dan menjaga hubungan pelanggan secara berkelanjutan.
Melalui evaluasi mendalam terhadap kepuasan pelanggan, kualitas layanan, serta
kompetisi harga, diharapkan strategi yang dihasilkan dapat mengoptimalkan
loyalitas pelanggan dan memperkuat posisi MARKETPLACE ABC di pasar e-
commerce.

Kata kunci: Loyalitas Pelanggan, Kepuasan Pelanggan, Kualitas Pelayanan dan
Persepsi Harga

Xi



ABSTRACT

The COVID-19 pandemic has significantly impacted all aspects of people's
lives, including work patterns, social interactions, and shopping behavior. One of
the most notable changes is the shift from offline to online shopping, driven by
mobility restrictions and advancements in Industry 4.0 technology. Marketplaces
such as Tokopedia, Shopee, and MARKETPLACE ABC experienced a surge in
user numbers during the pandemic. However, MARKETPLACE ABC faces
challenges in maintaining customer loyalty post-pandemic, as evidenced by the
increasing number of inactive customers (dormant customers) between 2021 and
2022.

This study aims to analyze the causes of declining customer loyalty at
MARKETPLACE ABC, focusing on factors such as customer satisfaction, Service
Performance, and price sensitivity, which influence online shopping behavior. The
Net Promoter Score (NPS) Survei results identified several areas for improvement,
including promotions, seller Performance, and after-sales Service.

Considering the intense competition in the e-commerce market, this
research seeks to develop data-driven strategies to increase repeat purchases and
maintain sustainable customer relationships. Through an in-depth evaluation of
customer satisfaction, Service quality, and price competition, the proposed
strategies are expected to optimize customer loyalty and strengthen
MARKETPLACE ABC's position in the e-commerce market.

Keywords: Customer Loyalty, Customer Satisfaction, Service Quality, Price
Perception
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