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ABSTRAK 

 Penelitian ini mengkaji strategi pemasaran digital dalam mempertahankan 

konsumen di pasar elektronik. Rumusan masalah dalam penelitian ini adalah untuk 

menguji dan menganalisis pengaruh reward koin, diskon eksklusif, dan sertifikasi 

halal, baik secara parsial maupun simultan, terhadap retensi pelanggan pada toko 

produk kosmetik di Shopee. Hubungan antar-variabel ini ditelaah menggunakan 

landasan teori pemasaran hubungan (relationship marketing) dan keterlibatan 

pelanggan (customer engagement). 

 Metode penelitian yang digunakan adalah kuantitatif asosiatif kausal. 

Populasi penelitian adalah seluruh konsumen produk kosmetik di Shopee yang 

pernah memanfaatkan fitur reward koin, diskon eksklusif, dan memperhatikan 

sertifikasi halal dengan jumlah tidak terbatas (unknown population). Teknik 

pengambilan sampel menggunakan purposive sampling sehingga diperoleh 100 

responden. Pengumpulan data dilakukan melalui kuesioner secara daring (online) 

di media sosial dan luring (offline) di depan toko kosmetik modern. Analisis data 

menggunakan metode regresi linear berganda dengan perangkat lunak SPSS. 

 Hasil penelitian secara parsial menunjukkan bahwa reward koin dan 

diskon eksklusif berpengaruh positif dan signifikan terhadap retensi pelanggan. Hal 

ini membuktikan keuntungan finansial dari Voucher Cashback, Shopee Live, dan 

potongan harga taktis efektif mengunci kepuasan ekonomi konsumen. Sebaliknya, 

sertifikasi halal berpengaruh positif namun tidak signifikan terhadap retensi 

pelanggan karena atribut kehalalan melekat massal pada merek produsen, bukan 

representasi unik toko di Shopee. Secara simultan, reward koin, diskon eksklusif, 

dan sertifikasi halal berpengaruh signifikan terhadap retensi pelanggan dengan 

kontribusi sebesar 46,9%. 

 Signifikansi hasil penelitian ini memberikan kontribusi bagi literatur 

pemasaran digital dan ekonomi syariah. Saran praktis bagi pelaku usaha di Shopee 

adalah mengoptimalkan anggaran Voucher Cashback Koin, menjadwalkan Shopee 

Live secara rutin, dan merancang paket hemat (bundling). Bagi peneliti selanjutnya, 

disarankan memperluas model konseptual dengan menambahkan variabel 

operasional toko digital lain seperti kualitas pelayanan digital (e-service quality) 

atau kecepatan pengiriman (delivery speed). 

 

Kata Kunci: Diskon Eksklusif, Retensi Pelanggan, Reward Koin, Sertifikasi Halal, 

Shopee. 
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ABSTRACT 

 This study examines digital marketing strategies in retaining consumers 

within the electronic marketplace. The research problem is formulated to examine 

and analyze the partial and simultaneous effects of reward coins, exclusive 

discounts, and halal certification on customer retention at cosmetic product stores 

on Shopee. The relationships between these variables are analyzed based on the 

theories of relationship marketing and customer engagement.  

 The research method employed is a quantitative causal-associative 

approach. The research population consists of all cosmetic product consumers on 

Shopee who have utilized reward coins, exclusive discounts, and paid attention to 

halal certification, representing an infinite or unknown population. The sampling 

technique utilizes purposive sampling, yielding a total of 100 respondents. Data 

collection was conducted via online questionnaires distributed on social media and 

offline questionnaires distributed in front of modern cosmetic retail stores. The 

collected data were analyzed using multiple linear regression analysis via SPSS 

software.  

 The partial research results indicate that reward coins and exclusive 

discounts have a positive and significant effect on customer retention. This proves 

that the financial benefits derived from Voucher Cashback, Shopee Live, and 

tactical price cuts effectively secure the economic satisfaction of consumers. 

Conversely, halal certification has a positive but non-significant effect on customer 

retention because the halal attribute is attached globally to the manufacturer's 

brand rather than serving as a unique representation of the retail store on Shopee. 

Simultaneously, reward coins, exclusive discounts, and halal certification have a 

significant effect on customer retention, contributing 46.9% to the variance. 

 The significance of these research results contributes to the literature on 

digital marketing and Islamic economics. Practical suggestions for business actors 

on Shopee are to optimize the budget for Voucher Cashback Coins, schedule 

regular Shopee Live sessions, and design product bundling packages. For future 

researchers, it is recommended to expand the conceptual research model by adding 

other digital store operational variables, such as e-service quality or delivery 

speed.  

 

Keywords: Customer Retention, Exclusive Discounts, Halal Certification, Reward 

Coins, Shopee. 
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