Shoope (Shoope Food ) Application Quality Factors and Their Impact on
Lovalty through Consumer Satisfaction
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Shapee 1= one ol the markeplaces o Indomesn whoss exsenes omlnoes W inensse along with e
Shopeefood leature. Shopeefood comes with an onlineg fooul and beverage onler service with a wide
range af voacher claims so that there is consumer sabsfaction and boyalty in the use of Shopee
application. This stedy = & quaniitative sbudy. amd il aims 10 lind ool bow respondents nespond o the
dominant factors of Shopee applications and their impact on loyalty through consumer ssisisction. This
study wses a simple factor analysis and regression analysis ool the sampling echnique wsed is mndom
sampling, Respondenis of this siudy are Shopes applicaiion consumers who we will mviie o iake o survey
thrsiagh a questionnaime that we will creste (s we avBE] Shopee spplication consumers . The results showed
the doaninam Tactor was the conveniencs Tacior and had a positve and significant impsct on koyalty through
satisfaction. Therefore, it is recommended thar Shopee Company (Shopesfood) sill have to maintain and
develop & promotonl marketing sategy 10 say in the makel segment with similar competioors and
Shopeefood must further impeoye inils srvice.

Keywards: Shopeefood App, Satisfoction and Lovalty
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Preliminary

In thss duy and age. the development of technology is increasingly rapid. It's all made casier by the
vanous applications. Applications that simplily and provide all human needs every day, which range from
selling or shoppang, money transfers, to food messages are coly m one application when logging into the
upplicition. For example Grab, Gojek, Shopee, , andn maxim. This can be seen in the table below, Rutings
on the use of food delivery service apps online,

£
-
-
.
s
| I ,
. ”
Lz -

GRARFOQGOD GOFROD SKROPFEFOOD MAXIMFOOO

Ratings on the use of food delivery service apps online.

The survey in the 3 maonths in food delivery service providers revealed (50%) Generation Z chose

GrabFood followed by GoFood (46%), ShopeeFood (3%). and Maximfood (less than 1%). Source:
According to the census of the Central Seatistics Agency (BPS) kitadata insight center (KIC). The
newcomer to the food delivery service app is Shopee. This shows % of Shopednod app nugc
(hitps 'www enbeaindonesia com'lech202 10614 1023 1) -37- 252849/
mmm Shopeefoodanly appeared last year. But Slmwdmd has nat wwcd
to rival competitors in the same segment and has long existed and dominated, In order to compete the old
players Shopeefood mcreises the price war strategy (discount) and seizes the competitor market. Tight
competition makes application companies have 1o make strategies in the advantage of efforts w increase
the volume of the use of an application so as to increase LoyaRy amd customer salisfaction are important
roke holders,

Table 1
Competitive Superiority application of each service
Application Grah Gojek Shopee
Food delivery service features | Grabfood CGiofood ShopeeFood
E-Money Ova Gopay Shopeepay
Year of standing 216 April 2018 Apeil 2020
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This prompred the sathor Emnh:t a soudy with the tinke “Factor- Facsor Crality Aplikasi Shopes
(Shopee food) and Is Impact on Loyally Through Consumers . The purpose of the study wasoolingd
ol b pesposdents responded o whial dominantactors. affected consumens using The Shopeefood app. and
hwvw the dommant Factor impacts lovalty through consamer satisfaction.

Theory Husis
Application

Bisnls is curendy very muschdevelopoed. Today's business s supporned by the intemetjomiioe
meclion |, Busimess systens like this have been widely used by muoltination) compamies 1o small retail
traclers. Basnis buying and selling ix the main commaodily thal uses this way . where with a salex system like
this greatly Tacilitaies the tangel market o buy the nosded without having w0 visit the s o place of
sale. To be able to comduct busisess tansactions hike this. it muost be supporied by using certain
applications. According o Jogiyanto HM (HHS) (in subartimi (20070, application is the application
of storing things, data, problems, work mio o means or mediom that can be wsed (o be applied inte 2 ew
form. While Hendrayudi (3H9: 143) in (Manrif, et al, 2017), further explained that “application is a
collection of progmm commands made w do cerimn (specialized) jobs®. This s mede clear by Syand
&Werstmndin, | (21%; BR)) that an application i a softevane that comiams o oonding or command that can
b changed os desied, To evaluse the wse of opplicstions can he done throsgh 4 dimessions
mamely Cualiy  of information, | Security im  ose, Ease in, Comifon n s | Muarfina,
Haryomo, | and Minarsih, (2006: &)

Laoyalty
Applications @l ane able 0 supporlt  in business.  are expeclad 10 incTeass  aonsumer
bpyally. According 1o {200 T) defines cusomer loyalty as a long-term .nnimtud' cuslomens,

which is implemented i the form of behavior and attitudes that are loyal o the compamy amd its produocis,
by consuming regularty and repentedly, 5o ihat the company and its products become an imporinng pare of
the consumpiion process cammed ool by cusiomers where s In will affect the existence of the
Bimpany. While According to Dick and Base (1994) in Rusmiati P 1 and Rizki Zulfikar (2008:3) define
customer loynky as the strength of the relationship between an ndividual's relative attitude toward o unit
(bwamd, service, sone, or supplicr) and repurchase, For this reason, Noor (2018) defines consumer lovaliy
as the embodiment af the consumer's problem o fepunchase a product withom bemg affocted by the
environment. According & Tjiptone (HEMELLD inE Kamdani (20200 there are 4 (aclors & measane
comsumer of customer loyalty, namely a). Repurchase, b). Recommend o others. cl. | don't want 1o
mawve, dj. Talk about positivethings, With these 4 faciors it is expected w0 be known the level of loyalty of
COMSUIMETS OF Cuslomers..

Consumer Satisfaction
The: manufactarer of seller in his mansaction trics w saisfy the consamer. Accordmg vo Kotler and
lber (20M0H: 1390 i Donni Juni Priansal (2007: 196).01 is nod possible tal corsumer satisfacion is the
veling ol pleasun: or disappoimlment ol someone whoarises afler comparing the performance (nesulish of
the procuct expected o the expected pedformance (or resulis). IF perfformance meets expectations,
comsumers are satisfied. if performance excesds expectmions, consumers are very satisfied. While Donong
Sunyoto (2015: p 140§ in Rafi Al Amin md Edwin Agung Wibawa (3021} Consumer smisfaction is one
of the reasons that consumers decide o shop somewhere. 'When consumers are satisfied with a product,
they are likely o continue o buy and use it and tell others about their plemant experience with the
product, This is mpde clear by Mugrobo (2005211 )in Parnome Edwin  Setyo (3007), explaining
that consumer salisfaction 18 one of the impomant clements in) improving maketing performance in
a company. Thi salislaction el by the costomer can incnzase the intensiy of buving rom thal customeer. 5o
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that consumers will continue, and repeatedly make product purchases and so thar comsumers will be loyal
prodduct. As for memsunng e kevel of consumsr sabisfaction will be wed 5 faclors, namely,

. Tangibile, 7). Relisbility 3). Responsiveness 4). Assurance 5). Empthy

X1 v Y

Pienare: o mdwari

Hypothesis
Hi = The dominant factor of shoopefood applications does pot affect loyalty theough sstisfaction

HI = The dominant factor of shoopeliood applications has a positive and significant effect on loyvalty
through satisfaction,

Research Methodalagy 3]

The research used is quaniitaiive research.. Cuaniitwtiveresearch is o method based on the
philosophy of positivism, wsed 10 examine a pamicular population or sample.which in s specifications is
systenatic, plamned andelearly allected from e begnning © te end of the swdy. This sudy was
conducted in Bamlung, =0 thal the population of this sudy is the people of Bandung aged 13 years b 35
years which amnoamied i 100 people. With respect to the Large population, the study used a sample. Despite
the determinaiion af the mumber of samples used, researchers used the formula from Bao Parbka in 19596 and
illustrated the fornwls as fllows

__&

". AMaEr "
i = Mumber of ampels

2= Mormal distribation rase ot sinif 5% = |96
Mo = Margimid gmor ol a0 maxmmum emor thal can be

chalern, bere set 10% or 0.1 Wiith o confidence level of %59% or 7 = 1 5% and mioe 10075 then the number of
samples can be delermined as follows:
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S0l whe sample namber of 100 respondents was obtaimed, &5 well as sampling technigues used
by pandom  sampling, e data collection  echoique  wsng  quesbonnaines available
o gowpledoes provided 10 the ul.'-l.mi!:f in  Bandung through a  shol  message
from whamtsapr application. The study used primary data and secondary data.

Method of Data Analysis.

Anealvsis of data that has been obiained wsing Factor Analysis, where this facior analysis is done 1o
fimdl oot ar find out what dominamt Faciors can affect the use of shoopefond. As forknowing how the impact

of the: domanant factor on loyalty will be used a simple regression moel, with the folkwing Foamula;
(1LY =a+hX,
(2LY =a+bX, +bX,. £

Inlormation:

T = Loyalty

Xi = Dominani factor of use of shoopeefood application
£ = Satisfaction

1Y = st

Results and Discussions
Factor Analysis
The results of processing data on the use of shoopefood applications, which use a facior onalysis

] procluces the domsinang factor that confirms the e of mmm{mrd!p]imm is the convenience
facior of the applicatson becaise it has the highest loading of 0861 which can be seen in able 3 below:
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Tahle 2
Dikminant Factors for the wse of sheopefosd applications

Compoment
1
Ouality 17
Security B2
Ease 785
Comfort An]

Bewsrin | Dbt Prosceasing

In tuble 2 above, it can be explained that the Mairix component has been formed componenis,
meaning that it can be kncown the dominang facior of comfort from the Shapeefood application thi affects
comsumers using prefer o use the Shoppetocd application, because the shoopefood application can be used
ensily and safely,

Simple Rigression

Thir resulls of data processmg using a sample regressson model of structare (1) can be shown in table 3
bzl

Tahle 3

Unstandardieed  Coefficiends  Standardized

Cocfficienis
Type B Std. Error  Beta T sig
1 (Comstant) 1 72 367 WBS2 00D
Comifort AXT w2  A25 a6k MNP
a. Diepeadens Versbire: Loyl
In table 5 phove it can be exploined cofficient X1 {comfosi) shows o number of (427

meanimg that the dominant facior of comfort can a positive and significand infleence on lovaliy. This
is becanse Shopefond provides maximum comfon o s cofsunss so thal consumers feel comiomabls
when using the Shopeefood application.

While the resuli= of simple regression processing structure (2) con be seen in iable 4 below.
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Tahle 4

Coefficients
Type E-nmuu Coelficients  Standardiced 1 Sig.
B Std. Error~ Codficients
Beta
1 (Comstant) 2311 413 5591 XK
Comiart nxi 183 Ly A5 L
Z 067 0.26 AG3 2540 012

8, Phepeaden Vanabde: §

Tahel 4 above, indicates comfort (X1 can have an influence or contribation e loyalty of (021, ahile
sallslaction can strengthen the comio wor (%11 oo bovaly (Y) posisifly and significantly. This s
beecause the custoner leels comioriable with the guality of service provided s that # beconses a rgger lor
customer loyalty. The bener the sansfaction of cating the higher the loyaly.

Concusions Sugpesion

ushons
an the nesulls of research and dscussion that bas been cullined. # can be concladid as fllows

. Convensence & the dominamt facior in the use of Shoopefood application, because Shopeefood
pravides good service amd in accordance with consumer expectations.

2. The dominami factor of convenience can affect lovalty by 0021 positively and significantly,
meaning  thai consumer loyalty is  strongly  imfluenced by the cooveniemce  provided
by Shopeefood and this is reinforced by the consumer satisfaction varable (2) of 0067 which
means that comsumer satisfnction can affect the lovalty and comfor of Shopefoosd consumers,

ﬁ an the resulis of research, discussion amd conclusions chiained. the advice that con be given is as
follaws,

1. Dnhe meatria component tabke, e lowest mdicator valise i inthe ease indicator, Shopefood should
improve features that can make it easier for comsumars 0 aocess ils applications.

2. Shopee Company (Shopeefond) must maintxin and develyp a promotional marketing straiegy 1o
simy in the same marksd segment @ compeliinrs mach as Gmbfoed and Gafood

3, In an effort io increase the satisfaction of the use of Shoppefood consamess is & very influerntisl
thing i imfluencimg the level of comswmer loyalty so Shopeefood must furher improve in servioe
nnd nthers.
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