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ABSTRACT 

 This study aims to analyze the level of consumer loyalty in the city of Padang who shop 

through the Shopee website. In this study, several consumers who live in the city of Padang and 

have used the Shopee website at least twice for online shopping are used in this study. The 

process of distributing questionnaires is carried out using a google form or distributed directly. 

The analysis technique used is to use a frequency distribution and find the percentage of the 

Respondent's Achievement Level (TCR). Based on the results of the analysis that has been 

carried out, it is found that consumers who are categorized as switchers, satisfied buyers, like 

the brand, habitual buyers and committed buyers have the same high level. Thus, it can be 

concluded that consumers in Padang City have a strong commitment to access and use the 

Shopee website but also occasionally also use other online buying and selling websites. 

Keywords: Switcher, Like the Brand, Satisfied Buyer, Habitual Buyer and  Commited Buyer 
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ABSTRAK 

 Penelitian ini bertujuan untuk menganalisis loyalitas konsumen yang berbelanja online di 

kota Padang melalui website Shopee. Pada penelitian ini digunakan beberapa orang konsumen 

yang berdomisili di kota Padang dan minimal telah dua kali menggunakan website Shopee dalam 

berbelanja online. Proses penyebaran kuesioner dilakukan dengan mengguakan google form dan 

disebarkan secara langsung. Teknis analisis yang digunakan dalam menggunakan distribusi 

frekuensi dan mencari persentase  Tingkat Capaian Responden (TCR). Berdasarkan hasil analisis 

yang telah dilakukan, ditemukan bahwa konsumen digolongkan switcher, like the brand, satisfied 

buyer, habitual buyer dan commited buyer sama-sama memiliki tingkatan yang tinggi. Dengan 

demikian dapat disimpulkam konsumen di kota Padang memiliki komitmen yang kuat dalam 

mengakses dan menggunakan website Shopee tetapi juga sekali-sekali juga menggunakan 

website jual beli online yang lain. 

Kata Kunci: Switcher, Like the Brand, Satisfied Buyer, Habitual Buyer dan Commited Buyer 
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