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ABSTRACT. 

The development of technology in the present is so rapid. More and more startups are emerging, 

resulting in increasingly fierce business competition. With the tight competition, companies 

must try to always achieve a competitive advantage. One of the efforts that can be made by the 

company is to increase the focus on customer satisfaction and loyalty using the CRM approach. 

One of the startups that developed in Indonesia is e-commerce. Based on data collected by 

price, from 2017 to the end of 2018 Shopee is one of the most visited e-commerce sites. 

Therefore, the authors are interested in knowing the influence of e-commerce application 

service quality on Sriwijaya University Student Loyalty. The data collection was done by 

distributing questionnaires to several students in each faculty of Sriwijaya University with a 

total of 50 respondents. Based on the questionnaire filled out by respondents, the results were 

obtained that that service quality has a positive influence on customer loyalty with a total 

influence of 17.2%, this means that with increasing service quality, it affects the customer 

loyalty to e-commerce. 
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INTRODUCTION 

Competition in the business world in the current 

era of globalization is getting tougher. One of the 

conditions for companies to compete in achieving 

sustainable competitive advantage in business is to 

focus on customers. In creating a business that 

focuses on customers, companies must have 

information related to their customers so they can 

find out the needs and desires of customers in 

order to achieve customer satisfaction. Satisfaction 

with customers can be realized using a marketing 

strategy that aims to create relationships between 

companies and customers, this strategy is known 

as Customer Relationship Management 

(CRM).Customer Relationship Management 

(CRM) is a method of business practice that is 

growing and very important in Indonesia today. 

This CRM is used to manage interactions between 

companies and customers that occur in the present 

and have an impact on the future [1]. The task of 

the CRM approach is to analyze data about the 

customer's history with the company. This CRM 

focuses on how to retain customers because it 

helps sales growth. The implementation of the 

CRM process has the potential to significantly 

improve company performance at the stage of 

customer relationship maintenance [2]. Previous 

empirical research provides evidence that 

investment in CRM technology enhances CRM 

capabilities that have a positive influence on 

business performance [3]. 

 

Digital technology changes markets, business 

environments, and business models [4], as well as 

the marketing communication paradigm [5]. In this 

context, new media technologies that offer new 
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ways for companies to achieve, interact with 

adjusting communication with customers are very 

relevant for the CRM process [6]. One of the 

digital media technologies used in business 

activities is E-Commerce. The existence of E-

Commerce increases the company's business 

competition by providing responses to customers. 

One form of E-Commerce in Indonesia is the 

Shopee online shop. Shopee has considerable 

potential used by marketers to market and sells 

merchandise. 

 

Shopee Indonesia is one of the shopping centers 

managed by Garena (changed its name to SEA 

Group). The business of C2C (customer to 

customer) mobile marketplace carried by Shopee 

allows its presence to be easily accepted by 

various layers of society, including in Indonesia 

[7]. Indonesian Shopee was officially introduced 

in Indonesia in December 2015 under the auspices 

of PT Shopee International Indonesia. Since its 

launch, Shopee Indonesia has experienced very 

rapid development, even as of October 2017 the 

application has been downloaded by more than 25 

million users. In Indonesia, besides Shopee, there 

is a fairly high E-Commerce competition, namely 

Lazada, Tokopedia, Bukalapak, and Blibli.com. 

Clear and accurate information on E-Commerce 

can attract customers to shop because customers 

need information about the product to be 

purchased. Information on products or services 

provided must be in accordance with reality in 

order to satisfy customers. The more quality 

information provided can help customers make 

decisions, shop online. Consistent and easy to 

understand information can also affect customer 

loyalty. 

 

Then before deciding to buy there are several 

factors that are taken into consideration including 

the quality of service, namely as the customer's 

perception of the quality of services provided by e-

commerce. The more quality services provided, 

the higher the interest of customers to buy these 

products that create customer loyalty. In terms of 

Shopee service quality Offering a one-stop mobile 

experience, Shopee provides a live chat feature 

that makes it easy for sellers and buyers to interact 

easily and quickly. Customers who shop through 

the Shopee site are not charged shipping costs 

throughout Indonesia and guarantee returns if the 

customer feels dissatisfied with the product 

received. Shopee provides several payment mode 

options and this site has simple and intuitive 

navigation that speeds up and simplifies online 

shopping. The various service facilities provided 

by Shopee provide new colors in terms of 

shopping. ThereforeShopee online shopping is in 

great demand by various groups, as well as among 

students. Shopee was chosen by the student and 

because it has a free shipping service, has a 

complete product category and guarantees that the 

goods received are in good condition. 

 

Based on the explanation above, quality is one 

factor for customer loyalty. This makes the writer 

interested in conducting a study entitled "The 

Effect of Service Quality on Shopee Applications 

on Unsri Student Loyalty Using the CRM 

Approach". 

LITERATURE REVIEW 

Service Quality 

The development of the business world requires 

every company to have the advantage to face 

business competition. Service quality is one way 

that can be used to win a business competition by 

applying service quality and the right quality of 

products so as to increase customer satisfaction 

and create customer loyalty [8]. This is needed 

especially in the service sector. Companies 

engaged in services must be able to provide 

quality services so as not to lose customers in the 

long run. According to a paper written by Kusuma 

Wijayanto, there are factors that influence service 

quality developed by Parasuraman, Zeithalm and 

Berry, namely tangibles, reliability, 

responsiveness, assurance, and empathy (empathy) 

[9]. 

Service quality is carried out by providing service 

excellence carried out by service providers in 

meeting customer needs and desires as well as the 

accuracy of delivery to offset customer 

expectations [10]. Based on research conducted by 

Ade and Peter, the results of the study reflect the 

statements of Sweeney and Soutar (2001) that 

consumers value products not only from a 

functional or performance basis, money value, and 

usability but also in terms of the value of pleasure 

derived from the product (emotional value) and 

social values [11]. By positioning focus on service 

quality in reliability and assurance, companies can 

obtain higher attitude loyalty and long-term 

profitability [12]. So, service quality is one of the 

important things that must be considered in 

increasing customer satisfaction with company 

services for a long time. 

Customer Loyalty 

Loyalty is someone's loyalty to an object. 

Consumers who return several times to buy 

services from the same company are loyal 

customers, but customer defection is not the 

opposite of customer loyalty and vice versa for 

several reasons such as availability or lack of 

choice [13]. According to Ellen Garbarino (1999), 

another potential factor that influences loyalty is a 

relationship commitment that is defined as a 

lasting desire to maintain valued relationships and 

an important element for successful long-term 

relationships. This is quoted in a paper written by 
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Fei Cheng, Shan Wu and Chieh Chen [14]. In 

papers written by Christian, Rotinsulu, and Jacky, 

they cite the opinion of Kotler (2008) which 

defines that loyal consumers are not measured by 

how much they buy, but from how often they 

make repeat purchases, including recommending 

other people to buy [15]. So, a loyal consumer is 

someone who buys goods or services that make 

repeat purchases regularly, buy other products 

offered by the same producer, and recommend 

these service products to others. 

Social Customer Relationship 

Management 

Customer Relationship Management (CRM) is a 

customer-oriented business strategy, with the aim 

of finally maximizing company profits and 

customer satisfaction. CRM is defined as the 

integration of coordinated sales, marketing and 

service strategies[1]. CRM stores customer 

information and records all contacts that occur 

between customers and companies, and creates 

customer profiles for company staff who need 

information about these customers [16]. According 

to Laudon and Traver in the book E-Commerce 

(2016), Customer Relationship Management 

(CRM) is the process of storing customer 

information and recording all contacts that occur 

between customers and companies, as well as 

creating customer profiles for company staff who 

need information about these customers [17] 

Whereas according to research conducted by 

Dyanna et al, CRM is a marketing strategy to 

create and maintain good relationships with 

customers and reduce the likelihood of customers 

moving to other competitors [18]. Based on 

research conducted by Kubina and Lendel, we can 

now observe the use of more intensive information 

technology to collect and store information about 

clients. This trend is also reflected in the use of 

innovative approaches to relationship marketing, 

which give rise to a new type of customer 

relationship management (CRM)[2]. This is 

mainly electronic (e-CRM) and social (SCRM) 

CRM [19]. The increasing use of social media 

questions the ancient notion of customer 

relationship management (CRM). Social CRM 

Strategy is a new version of CRM that is 

empowered by social media technology that offers 

new ways to effectively manage customer 

relations [20]. 

Online Shopping 

Online shopping or often referred to as online 

shopping is the activity of buying goods and 

services through the internet, a buyer can see in 

advance the goods and services that are going to 

be spent through the web or application used by 

the seller [21], this online shopping activity is a 

form of communication new ones that do not 

require face-to-face communication directly, [22] 

but can be done separately from and to the rest of 

the world through the media of notebooks, 

computers or mobile phones that are connected to 

internet access services. [23] [24] consumers who 

shop on the internet must wait for the product to 

be purchased before using it [25]. 

RESEARCH METHODS

Type of Research 

In this study using a type of descriptive research 

using quantitative methods. According to 

Sugiyono (2008), descriptive research is research 

conducted to determine the value of independent 

variables by connecting these independent 

variables with other variables. In descriptive 

research has the purpose of solving a problem by 

describing the relationship of the independent 

variable (which affects) which consists of one or 

more variables with the dependent variable (which 

is affected). To find out the relationship between 

independent variables and other variables in a 

study, one of them used quantitative methods in 

the processing of research data. Quantitative 

methods, namely research methods used to 

determine the relationship between variables in a 

particular population or sample, in the process of 

collecting data using research instruments, 

statistical data analysis, which aims to test the 

hypothesis that has been set. 

Research Variable 

In this study, there are two variables, namely: 

Shopee application service quality as an 

independent variable or independent variable 

(variable X) and UNSRI student loyalty as the 

dependent or bound variable (variable Y). 

Measurement Scale 

Measurements in this study based on the 

questionnaire used were using a Likert Scale in the 

range 1-4. The classification of the values on the 

questionnaire in the Likert scale includes: Strongly 

Agree = 4, Agree = 3, Disagree = 2, Disagree = 1. 

Population and Samples 

The population in this study were all Sriwijaya 

University students. For the sake of this research, 

from the population, a sample of 50 Sriwijaya 

University students from all faculties was taken. 

Advances in Intelligent Systems Research, volume 172

682



Data Collection 

The data in the study are divided into two data, 

namely primary data and secondary data. Primary 

data is sourced from questionnaire results that 

have been filled in by respondents. While 

secondary data comes from the study of literature 

originating from journals and other information 

obtained from the internet. 

Data collection techniques in this study, namely: 

1. Literature study, namely by studying 

literature in the form of journals and 

books related to this research. 

2. Using questionnaires (questionnaires) 

that are distributed through Google 

Form. 

Data Analysis Techniques 

The data analysis technique used in this study is a 

simple linear regression analysis. Regression 

Analysis use  to find out and analyze the influence 

of Shopee application service quality on the 

loyalty of elementary students in shopping using 

the Shopee application, The regression equation 

used is as follows: 

 (1) 

Note : 

Y: the loyalty of Sriwijaya university students 

a: constant 

b: regression coefficient 

X: service quality 

RESULTS AND DISCUSSION 

Manage data in SPSS 

After the process of collecting data through 

questionnaires made with Google form, the next 

step will be inputted data in SPSS based on the 

data type and will be processed through the SPSS 

application. Entered / Removed Variables to 

Describe the variables included and the methods 

used in linear regression analysis

.

 

Table 1. Variables Entered/Removed 

Model 
Variables 

Entered 

Variables 

Removed 
Method 

1 
Service_ 

Qualitya 
. Enter 

1. All requested variables entered. 

2. Dependent Variable:Customer_Loyalty 

 

Sample Linear Regression Equations 

Table 2. Coefficients for Constant values 

Coefficientsa 

Model 

 

 

 

Unstandarlized 

Coefficients 

Standarlized 

Coefficients 

t Sig. 

B Std.Error Beta 

1  (Constant) 

Service_ 

Quality 

 

8.584 

 

.204 

 

2.008 

 

.065 

 

 

 

.414 

 

4.276 

 

3.153 

 

.000 

 

.003 

a. Dependent Variable: Customer_Loyalty 

From Table 2 above it can be seen that: 

a = constant number of unstandardized 

coefficients. In this case, the value is 8,584. This 

number is a constant number which means that if 

there is no Service_Quality (X) then the consistent 

value of the Loyalty_ student (Y) is 8.584. 

b = number of regression coefficients. The value is 

0.204. This number implies that for every 1% 

increase in service_quality(X), then customer 

loyalty (Y) will increase by 0.204. 

Because the regression coefficient is positive (+), 

then it can be said that Service_Quality (X) has a 

positive effect on student_loyalty (Y) so the 

regression equation is Y = 8.584+ 0.204 X 
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Hypothesis Test in Simple Linear 

Regression Analysis 

Hypothesis testing or influence test functions to 

find out whether the regression coefficient is 

significant or not. The hypothesis proposed in this 

simple linear regression analysis is: 

H0 = There is no effect of Service_ Quality (X) on 

Loyalty_ students (Y). 

Ha = There is a quality_ service effect (X) on 

student loyalty (Y). 

Meanwhile, to ascertain whether the regression 

coefficient is significant or not (In the sense that 

the variable X influences the variable Y). We can 

test this hypothesis by comparing significant 

values (sig). with a probability of 0.05 or by other 

means, namely comparing the calculated value t 

with t table. 

Hypothesis Test Comparing the Sig 

Value with 0.05

Table 3. The coefficient for Sig Value 

Coefficientsa 

Model 

 

 

 

Unstandarlized 

Coefficients 

Standarlized 

Coefficients 
t Sig. 

B Std.Error Beta 

1  (Constant) 

Service_ 

Quality 

 

8.584 

 

.204 

 

2.008 

 

.065 

 

 

 

.414 

 

4.276 

 

3.153 

 

.000 

 

.003 

a. Dependent Variable:Customer_Loyalty 

Decision making in regression analysis by looking 

at the significance value (Sig.) Of SPSS output is: 

1. If the significance value (Sig.) Is smaller 

<than the probability of 0.05 implies that 

there is a Service_ Quality (X) Effect on 

Loyalty_ students (Y). 

2. Conversely, if the significance value 

(Sig.) Is greater> than the probability of 

0.05 implies that there is no service-

quality influence (X) on the Loyalty_ 

student (Y). 

Based on Table 3 above the output, it is known 

that the significance value (Sig.) Of 0.003 is 

smaller than <probability of 0.05, so it can be 

concluded that H0 is rejected and Ha is accepted, 

which means that "There is a Service-Quality 

Effect (X) on Loyalty_ student (Y)". 

Hypothesis Test Comparing the Value of 

T Calculate with T Table 

The basis for decision making in this t-test is: 

1. If the value of t counts is greater> than t 

table then there is a Service-Quality 

Effect (X) on Loyalty_ student (Y) " 

2. Conversely, if the value of t counts is 

smaller <than t table then there is no 

Service-Quality Effect (X) on customer 

Loyalty (Y) "

3.  

Table 4. Coefficients for Value of T Calculate 

Coefficientsa 

Model 

 

 

 

Unstandarlized 

Coefficients 

Standarlized 

Coefficients 
t Sig. 

B Std.Error Beta 

1  (Constant) 

Service_ 

Quality 

 

8.584 

 

.204 

 

2.008 

 

.065 

 

 

 

.414 

 

4.276 

 

3.153 

 

.000 

 

.003 

a. Dependent Variable:Customer_Loyalty 

Based on the output above it is known that the 

value of the t count is 3.153. Because the 

calculated t value has been found, the next step we 

will look for is the t table value. The formulas for 

finding t tables are: 
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A / 2 value = 0.05 / 2 = 0.025. Degree of freedom 

(df) = n - 2 = 50-2 = 48. Value of 0.025; 48 then 

we look at the distribution of t table values. 

The value of t table is 2.010 because the value of 

the t count is 3.153 greater than> 2.010 so it can be 

concluded that H0 is rejected and Ha is accepted.  

This means that "There is a Quality-of-Service 

Effect (X) on student loyalty (Y)". t value of 3.153 

is considered greater than the value of t table 2.010 

in a simple linear regression analysis.. 

Hypothesis Testing by Looking at the 

Regression Curve 

Testing using a regression curve will be useful if 

the calculated t value is found to be positive (+) 

which is 3,153. 

0
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.
 

Figure 1. Histogram Curve 

 

 

 

Based on the above curve it is known that the 

value of t count of 3.153 lies in the area of positive 

influence. So it can be concluded that "There is a 

positive effect of Service Quality (X) on Loyalty_ 

students (Y)". 

Seeing the Magnitude of the Effect of 

Variable X on Y 

To find out the magnitude of the effect of 

Quality_man (X) on Loyalty_students (Y) in a 

simple linear regression analysis based on the 

value of R. Square or R2 which is obtained in the 

SPSS output part of the capital summary.

Table 5. Model Summary 

Model R R Square 
Adjusted R 

Square 

Std.Error 

the Estimate 

1 .414a .172 .154 .14821 

a. Predictors: (Constant), Service_Quality 

b. DependetVariable: Customer_Loyalty 

From the output above, it is known that the R Square value is 0.172. This value implies that the effect of 

service quality (X) on student loyalty (Y) is 17.2% while 82.8% of student loyalty is influenced by other 

variables not examined. 

 

 

 

Advances in Intelligent Systems Research, volume 172

685



CONCLUSION AND SUGGESTION 

CONCLUSION 

Referring to the explanation above, we can 

conclude that "Quality of service (X) has a 

positive effect on customer loyalty (Y) with a total 

influence of 17.2%. This positive effect means 

increasing the Quality of Service (X) Shopee will 

affect the increase in Loyalty. Y). 

SUGGESTION 

In the research that has been done, this requires 

some suggestions for further development. In this 

study, only measuring the variable quality of 

service and customer loyalty, it is expected that in 

future studies to continue and develop this 

research. It is expected that the results of this study 

can be used as a reference for future research. And 

can add other independent variables not included 

in this study that might affect loyalty 
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