
 



 

 

PENGARUH ELECTRONIC WORD OF MOUTH (E-WOM), 

CUSTOMER ENGAGEMENT, DAN CUSTOMER 

EXPERIENCE TERHADAP LOYALITAS PELANGGAN 

PRODUK FASHION MUSLIM DI E-COMMERCE SHOPEE 

PADA GEN Z MUSLIM KOTA BENGKULU 

 

(Jurnal Ilmiah) 

 

TUGAS AKHIR 

Diajukan Sebagai Salah Satu Syarat Untuk Memproleh  

Gelar Sarjana Ekonomi 

OLEH: 

LIA ELENDA 

NIM 2223130112 

 

PROGRAM STUDI EKONOMI SYARIAH  

FAKULTAS EKONOMI DAN BISNIS ISLAM 

UNIVERSITAS ISLAM NEGERI (UIN) 

FATMAWATI SUKARNO BENGKULU 

BENGKULU 

2025 M/1447 H 



 

i 
 

HALAMAN PERSETUJUAN  



 

ii 
 

HALAMAN PENGESAHAN 

 

  



 

iii 
 

SURAT PERNYATAAN KEASLIAN 

  



 

iv 
 

MOTO 

ا   ُ نافْسًا اِّلَا وُسْعاها ل ِّفُ اللّٰه  لَا يكُا
“ Allah tidak membebani seseorang melainkan sesuai dengan 

kesanggupannya” 

 (Q.S Al-Baqarah: 286) 

“Setetes keringat orang tua ku yang keluar, ada seribu langkah ku 

untuk maju” 

(Penulis) 

“Selesaikan apa yang kamu mulai, lewati saja badainya jangan 

ubah tujuannya” 

“Semua cerita indah tidak pernah diawali dengan awal yang 

indah, cinderela atau tokoh apapun yang akhirnya bahagia pasti 

melewati kesedihan dulu diawalnya” 

(Harry Vaughan-AGZ) 

“Kehilangan bukan akhir, melainkan pengingat bahwa tidak ada 

yang benar-benar milik kita, kecuali cara kita menerima nya” 

(Stoikisme) 
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ABSTRAK 

Pengaruh Electronic Word Of Mouth (E-Wom) Customer 

Engagement Dan Customer Experience Terhadap Loyalitas 

Pelanggan Produk Fashion Muslim Di E-Commerce Shopee Pada 

Gen Z Muslim Kota Bengkulu 

Oleh: Lia Elenda, NIM: 2223130112 

 

Penelitian ini bertujuan untuk mengetahui pengaruh Electronic 

Word of Mouth (eWOM), customer engagement, dan customer 

experience terhadap loyalitas pelanggan produk fashion muslim 

di e-commerce Shopee pada Gen Z Muslim Kota Bengkulu. 

Metode penelitian ini menggunakan pendekatan kuantitatif 

dengan jenis penelitian kausalitas. Populasi penelitian adalah Gen 

Z Muslim Kota Bengkulu yang menggunakan Shopee dan pernah 

membeli produk fashion muslim. Sampel penelitian berjumlah 

100 responden yang ditentukan menggunakan rumus Slovin 

dengan teknik purposive sampling. Teknik pengumpulan data 

dilakukan melalui kuesioner (Google Form) yang disebarkan 

kepada responden sesuai kriteria penelitian. Data yang diperoleh 

dianalisis menggunakan regresi linear berganda dengan bantuan 

program SPSS versi 27. Hasil penelitian menunjukkan bahwa 
Electronic Word of Mouth (eWOM) berpengaruh positif dan 

signifikan terhadap loyalitas pelanggan. Customer engagement 

berpengaruh positif dan signifikan terhadap loyalitas pelanggan. 

Customer experience juga berpengaruh positif dan signifikan 

terhadap loyalitas pelanggan. Selain itu, secara bersama-sama 

Electronic Word of Mouth (eWOM), customer engagement, dan 

customer experience berpengaruh positif dan signifikan terhadap 

loyalitas pelanggan produk fashion muslim di e-commerce 

Shopee pada Gen Z Muslim Kota Bengkulu.  

 

Kata Kunci: Electronic Word of Mouth (eWOM), Customer 

Engagement, Customer Experience, Loyalitas Pelanggan, 

Shopee. 
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ABSTRACT 

The Influence of Electronic Word of Mouth (eWOM), Customer 

Engagement, and Customer Experience on Customer Loyalty of 

Muslim Fashion Products on Shopee E-Commerce among Muslim 

Generation Z in Bengkulu City 

By: Lia Elenda, Student ID: 2223130112 

 

This study aims to examine the influence of Electronic Word of 

Mouth (eWOM), customer engagement, and customer experience 

on customer loyalty toward Muslim fashion products on Shopee 

e-commerce among Muslim Generation Z in Bengkulu City. This 

research employed a quantitative approach with a causal 

research design. The population consisted of Muslim Generation 

Z consumers in Bengkulu City who use Shopee and have 

purchased Muslim fashion products. The sample comprised 100 

respondents selected using the Slovin formula and purposive 

sampling technique. Data were collected through a questionnaire 

distributed via Google Forms to respondents who met the 

research criteria. The collected data were analyzed using 

multiple linear regression with the assistance of SPSS version 27. 

The results indicate that Electronic Word of Mouth (eWOM) has a 

positive and significant effect on customer loyalty. Customer 

engagement also has a positive and significant effect on customer 

loyalty. Likewise, customer experience has a positive and 

significant effect on customer loyalty. Furthermore, Electronic 

Word of Mouth (eWOM), customer engagement, and customer 

experience simultaneously have a positive and significant effect 

on customer loyalty toward Muslim fashion products on Shopee 

e-commerce among Muslim Generation Z in Bengkulu City. 

Keywords: Electronic Word of Mouth (eWOM), Customer 

Engagement, Customer Experience, Customer Loyalty, Shopee. 
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