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ANALISIS FAKTOR-FAKTOR YANG MEMPENGARUHI  

M-LOYALTY DAN CUSTOMER REUSE INTENTION (STUDI 

PADA APLIKASI LINE) 

 Calvin Alexander 

ABSTRAK 

 

Perkembangan teknologi, khususnya internet terus meningkat di Indonesia. 

Namun, dalam dunia media sosial, aplikasi Line mengalami penurunan 

popularitas, meskipun tetap memiliki pengguna signifikan. Line      menutup 

layanan Line Today pada 2022 untuk fokus pada teknologi finansial dan 

mengatasi persaingan. Dalam situasi ini, penting untuk meneliti loyalitas 

pengguna aplikasi karena loyalitas memainkan peran kunci dalam menjaga 

keberlanjutan penggunaan di tengah persaingan ketat. Loyalitas pengguna 

aplikasi (m-Loyalty) dipengaruhi oleh beberapa faktor seperti kepuasan, 

kegunaan, kesenangan, nilai yang dirasakan, komitmen, dan kepercayaan.   

M-Loyalty berpengaruh pada niat pelanggan untuk menggunakan kembali 

aplikasi. Penelitian ini bertujuan untuk mengetahui serta menganalisis 

pengaruh Satisfaction, Usability, Enjoyment, Perceived Value, Commitment, 

Trust terhadap m-Loyalty serta menganalisis pengaruh Satisfaction dan              

m-Loyalty terhadap Customer Reuse Intention. Jenis penelitian ini yaitu 

conclusive research design dengan metode pengambilan data cross-sectional 

design dengan jenis single cross-sectional design. Hasil penelitian ini 

menunjukkan bahwa Satisfaction berpengaruh terhadap M-Loyalty, Usability 

berpengaruh terhadap M-Loyalty, Enjoyment tidak berpengaruh 

terhadap M-Loyalty, Perceived Value tidak berpengaruh terhadap M-Loyalty, 

Commitment berpengaruh terhadap M-Loyalty, Trust tidak 

berpengaruh terhadap M-Loyalty, M-Loyalty berpengaruh terhadap Customer 

Reuse Intention dan Satisfaction berpengaruh terhadap Customer Reuse 

Intention.     

 

 

Kata kunci: Satisfaction, Usability, Enjoyment, Perceived Value, 

Commitment, Trust, m-Loyalty 
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ANALYSIS OF FACTORS AFFECTING M-LOYALTY AND 

CUSTOMER REUSE INTENTION (STUDY ON LINE 

APPLICATION) 

 Calvin Alexander 

ABSTRACT 

 

The development of technology, especially the internet, continues to increase 

in Indonesia. However, in the world of social media, the Line app has seen a 

decline in popularity, although it still has significant users. Line is closing its 

Line Today service in 2022 to focus on financial technology and overcome 

competition. In this situation, it is important to examine app user Loyalty as 

Loyalty plays a key role in maintaining continued use amidst intense 

competition. App user Loyalty (m-Loyalty) is influenced by several factors 

such as Satisfaction, usefulness, Enjoyment, Perceived Value, Commitment, 

and Trust. M-Loyalty has an effect on Customer Intention to Reuse the 

application. This study aims to determine and analyze the effect of 

Satisfaction, Usability, Enjoyment, Perceived Value, Commitment, Trust on 

m-Loyalty and analyze the effect of Satisfaction and m-Loyalty on Customer 

Reuse Intention. This type of research is a conclusive research design with a 

cross-sectional data collection method with a single cross-sectional design. 

The results of this study indicate that Satisfaction affects M-Loyalty, Usability 

affects                   M-Loyalty, Enjoyment has no effect on M-Loyalty, Perceived 

Value has no effect on M-Loyalty, Commitment affects M-Loyalty, Trust 

has no effect on M-Loyalty , M-Loyalty influences Customer Reuse Intention 

and Satisfaction influences Customer Reuse Intention 

 

Keywords : Satisfaction, Usability, Enjoyment, Perceived Value, 

Commitment, Trust, m-Loyalty 
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