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Abstract

This research aims to study factors that affect customer satisfaction from online shopping
applications. The conceptual framework of applied research is based on the American Customer
Satisfaction Index model theory. How to explore Collect data using a layered sampling method. 401 of
the customers who used or used or used online shopping dissected the application to answer

questionnaires and analyze data with a model of linear regression equations. The results showed that
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factors affecting customer satisfaction used or used the online shopping application. Statistically

significant, including quality perspective, value perspective, and image.

Keywords: Satisfaction; Purchase of Goods; Online Shopping Application
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nHLKe CE = Customer Expectations, PQ = Perceived Quality, PV = Perceived Value, IM = Image, CSI = Customer Satisfaction, CV =

Customer Voice, CL = Customer Loyalty
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