ABSTRAK

Perkembangan bisnis online di Indonesia mulai menunjukkan
perkembangan pesat. Hal ini didorong oleh kemajuan teknologi internet yang
mempengaruhi peningkatan pengguna internet di Indonesia. Berdasarkan data yang
ada, menjelaskan bahwa tingkat customer experience belanja online untuk produk
fashion paling tinggi. Dalam hal ini, pangsa pasar situs belanja online ketegori B2C
dari yang paling tinggi sampai yang paling rendah di Indonesia yaitu: 1)
lazada.co.id, 2) zalora.co.id, 3) bhinneka.com, 4) elevenia.com, dan 5) blanja.com.
Hal tersebut menjelaskan bahwa customer experience situs belanja online paling
besar di peroleh dari situs belanja online Lazada.com. Sehingga penelitian ini fokus
pada customer experience belanja online produk fashion pada situs Lazada.com

Penelitian ini bertujuan untuk mengetahui tingkat customer experience
belanja online produk fashion pada situs Lazada.com di Indonesia dengan
menggunakan teknik analisis deskriptif. Sampel penelitian ini sebanyak 400 orang.
Metode pengambilan sampel dalam penelitian ini adalah covinience sampling.
Instrument penelitian ini menggunakan kuesioner yang terdiri dari kuesioner data
demografi dan kuesioner customer experience yang meliputi accessibility,
competence, customer recognition, helpfulness, personalization, problem solving,

promise fulfillment, dan value for time.

Hasil penelitian ini menunjukkan bahwa bahwa tingkat customer experience
belanja online produk fashion di Lazada.com termasuk dalam kategori yang baik.
Sedangkan prosentase tertinggi customer experience adalah problem solving yang
berada pada kategori baik. Sedangkan nilai prosentase rata-rata paling rendah dari
customer experience yaitu accessibility yang berada pada kategori baik.

Kata kunci: Customer experience (accessibility, competence, customer recognition,

helpfulness, personalization, problem solving, promise fulfillment, value for time).
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ABSTRACT

The development of online business in Indonesia began to show rapid
development. This was driven by advances in internet technology that affect the
increase in Internet users in Indonesia. Based on existing data, explains that the
level of customer online shopping experience for most high fashion products. In
this case, the market share of online shopping websites B2C categories from the
highest to the lowest in Indonesia, namely: 1) lazada.co.id, 2) zalora.co.id, 3)
bhinneka.com, 4) elevenia.com and 5) blanja.com. It explains that the customer
experience online shopping site obtained from most major online shopping sites
Lazada.com. This study thus focuses on customer experience online shopping

fashion products on the site Lazada.com

This study aims to determine the level of customer experience online
shopping Lazada.com fashion products on site in Indonesia by using descriptive
analysis techniques. The research sample of 400 people. The sampling method in
this study is covinience sampling. This research instrument using a questionnaire
consisted of demographic data questionnaires and questionnaires covering
accessibility customer experience, competence, customer recognition, helpfulness,

personalization, problem solving, promise fulfillment, and value for time.

The results showed that the level of customer experience that online
shopping fashion item in Lazada.com included in the category of good. While the
highest percentage of customer experience is problem solving that are in either
category. While the average percentage of the value of the lowest of the customer

experience that is accessibility that are in either category.
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