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ABSTRAK 
 

Market place Shopee adalah salah satu e-commerce yang berkantor pusat 

di Singapura. Market Place Shopee juga telah masuk dalam peringkat dunia dan 

bersaing dengan e-commerce lain diberbagai negara. Dalam pengalamannya 

dalam  pelayanan dengan kualitas yang diberikan untuk memuaskan para 

pengguna platform online Shopee. Sehingga penelitian ini memiliki tujuan untuk 

meneliti pengaruh persepsi nilai dan kepercayaan terhadap keputusan pembelian 

melalui customer experience pada Market place Shopee di Surabaya.  

Teknik pengambilan sampel yang digunakan adalah non probability 

sampling dengan cara purposive sampling. Sampel yang digunakan sebesar 150 

responden yaitu pengguna market place Shopee di Surabaya. Teknik analisis data 

yang digunakan adalah Structural Equations Modeling dengan menggunakan 

program LISREL.  

Hasil dari penelitian ini membuktikan bahwa persepsi nilai berpengaruh 

positif dan signifikan terhadap customer experience, kepercayaan berpengaruh 

positif dan signifikan terhadap customer experience,  kepercayaan berpengaruh 

positif dan signifikan terhadap keputusan pembelian, customer experience 

berpengaruh positif dan signifikan terhadap keputusan pembelian, persepsi nilai 

berpengaruh positif dan signifikan terhadap keputusan pembelian melalui 

customer experience, kepercayaan berpengaruh positif dan signifikan terhadap 

keputusan pembelian melalui customer experience. Dengan demikian bahwa hasil 

dari penelitian ini menunjukan adanya pengaruh yang positif dan signifikan 

terhadap hubungan antar variabel.  

 

 

Kata Kunci : Persepsi Nilai, Kepercayaan, Customer Experience, Keputusan 

Pembelian. 
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THE EFFECT OF PERCEPTION VALUE AND CONSUMER TRUST ON 

CUSTOMER EXPERIENCE THROUGH PURCHASE DECISION OF 

CLOTHING PRODUCT IN THE MARKET PLACE SHOPEE SURABAYA 

 

ABSTRACT 

 

Shopee's market place is an e-commerce headquartered in Singapore. 

Shopee's Market Place has also been ranked in the world and competes with other 

e-commerce in various countries. In its experience of quality service provided to 

satisfy Shopee online platform users. So this research aims to examine perceived 

value and trust in purchasing decisions through customer experience at the Shopee 

Market place in Surabaya. 

The sampling technique used was non probability sampling by means of 

purposive sampling. The sample used was 150 respondents, namely Shopee 

market users in Surabaya. The data analysis technique used is Structural 

Equations Modeling using the LISREL program. 

The results of this study prove that perceived value has a positive and 

significant effect on customer experience, trust has a positive and significant 

effect on customer experience, trust has a positive and significant effect on 

purchasing decisions, customer experience has a positive and significant effect on 

purchasing decisions, perceived value has a positive and significant effect on 

decisions. through customer experience, trust has a positive and significant effect 

on purchasing decisions through customer experience. Thus, the results of this 

study indicate a positive and significant effect on the relationship between 

variables. 

 

 

Keywords: Perceived Value, Trust, Customer Experience, Purchase Decision. 

 

 

 

 


