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Abstract— Over time, the market function of the conventional 
has now developed into an updated market namely Online Store. 
The Online Store Business is currently supported by a marketing 
strategy called Product Segmentation. In the implementation of 
the marketing strategy, sometimes it is not in a position to satisfy 
all their customers at any time because not all requirements of 
every customer can be fulfilled by the Online Store company. To 
answer this problem, a solution that can be offered to solve the 
problem is to carry out the usability analysis process of the 
Ayooklik.com online store system in determining Product 
Segmentation. The results showed that Ayooklik.com customers 
were satisfied because the Ayooklik.com system was easy to learn 
based on percentage of SE = 39.2% and SR = 57% and really 
useful for customer based on percentage of SE = 23.6% and 
SR = 34%. Product Segmentation is determined by the goods’s 
price which it’s percentage of SE reaches 57.7% and SR reaches 
90%.  
 

Intisari— Seiring berjalannya waktu, fungsi market dari 
konvensional kini telah berkembang menjadi market yang 
terbaharui yaitu Online Store. Bisnis Online Store saat ini telah 
didukung oleh strategi pemasaran yang dinamakan Product 
Segmentation, Dalam pelaksanaan strategi pemasaran tersebut, 
terkadang tidak berada dalam posisi untuk memuaskan semua 
pelanggan mereka setiap saat karena tidak semua persyaratan 
dari setiap customer dapat dipenuhi oleh perusahaan Online 
Store. Untuk menjawab permasalahan tersebut, solusi yang 
dapat ditawarkan untuk menyelesaikan masalah tersebut adalah 
dengan melakukan proses analisis usability terhadap sistem 
online store Ayooklik.com dalam menentukan Product 
Segmentation. Hasil penelitian menunjukkan bahwa pelanggan 
Ayooklik.com puas karena sistem Ayooklik.com mudah 
dipelajari dengan persentase SE = 39,2% dan SR = 57% dan 
sangat berguna bagi customer dengan persentase SE = 23,6% 
dan SR = 34%. Product Segmentation ditentukan oleh harga 
barang yang persentase SE-nya mencapai 57,7% dan SR 
mencapai 90%. 
 
Kata Kunci— Customer, Online Store, Product Segmentation, USE 
Questionnaire, User Experience. 

I. INTRODUCTION 
Human needs are mostly met by buying and selling 

activities called Market. Market is a form of transaction 

carried out by the seller and buyer at a certain place under 
certain conditions. The world of IT (Information Technology) 
and its development is a necessity that must be possessed by 
every individual or organization to achieve maximum goals 
[1]. IT has a close relationship with market development so 
that in the process, market functions develop into a new form 
called the Online Store. Online Store is a trading process 
between sellers and buyers through the internet. The payment 
process is also done online so that the seller and buyer do not 
need to meet directly. 

The development of online stores in the trading world has 
helped many business companies, especially the company 
"Ayooklik.com" by selling a variety of the latest and most 
recent products online to get a large income. In the course of 
online store business, companies are sometimes not in a 
position to satisfy all customers because not all customer 
desires can be fulfilled. To deal with this, the company 
adapted a target marketing system called product 
segmentation where the system divides online stores into 
several segments. The target to be achieved is to satisfy the 
customer [2]. 

The implementation of product segmentation strategy in the 
online store business "Ayooklik.com" is felt to be not optimal 
because there is no evidence of user experience data from 
customers on the use of the online store system 
"Ayooklik.com". To help with this application, we need an 
analysis of usability and user experience using the USE 
Questionnaire. This analysis is intended to find out whether 
the user experience of using the "Ayooklik.com" online store 
system has an effect on product segmentation. 

II. LITERATURE STUDY 

A. Online Store 
Online Store is one part of the trading business process 

using electronic technology that can reach all aspects [3]. 
Online Store can connect with each other, both individuals 
and companies in buying and selling transactions 
electronically. Online Store in its operation is divided into 
three types, namely B2C, B2B, and C2C. B2C is an online 
store that carries out product sales transactions to customers [4] 
[5]. B2B is a type of online store that only involves inter-
company product services with the aim of increasing revenue 
and building good cooperation between companies. C2C is a 
type of online store that involves fellow customers.   

B. Usability Analysis 
Usability Analysis is a way of analyse variables in usability 

to determine the quality of a system's feasibility [6] [7]. 
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Measurement of the feasibility of usability can be done by 
conducting direct tests which involving customers [8]. Testing 
the feasibility of an application system can also be done by 
assessing and analysing the user interface system in the 
application [9].  

C. User Experience 
One of determining a feasibility value in a usability 

analysis is to measure the feasibility from the point of view of 
the customer / user experience in using the application. One 
way to obtain user experience data from customers is to 
compile a questionnaire based on parameters and related 
variables [10]. The questions compiled in the questionnaire 
contain the role of the customer how the customer understands 
the use of the application system [11]. The association of user 
experience with satisfaction variables with the assumption that 
if the results of analysis of customer satisfaction value is 
greater, then the system assessed will get a large value of 
eligibility [12]. In addition to the application system, the role 
of user experience can be used to find out which products 
often sell along with the customer's experience using products 
purchased from online stores [13]. The difference between 
usability analysis and user experience is from angle point of 
it’s function. Usability analysis is used for analyze the 
function and feature of the online store through a customer 
who use the system. While user experience is a way to know 
how satisfied a customer through the experience that customer 
felt when using an online store. 

D. Market Segmentation 
Companies need to use appropriate marketing strategies to 

promote and sell products specifically aimed at increasing 
market value. One such strategy is market segmentation. The 
main reason why this market segmentation is used is to make 
it easier to meet the needs of smaller customer groups, 
especially if they have many characteristics in common [14]. 

  

III. RESEARCH METHODOLOGY 

A. Data Collection Method 
In this study, the data used were questionnaire data from 

respondents of 55 samples distributed to customers who use 
the Ayooklik.com online store system. The type of 
questionnaire in this study was divided into two. The first 
questionnaire contained about the user experience of the 
customer regarding the use of the Ayooklik.com online store 
system. The second questionnaire contained about Product 
Segmentation where questions were directed to customers of 
products purchased through Ayooklik.com. 

Reference questions on the first questionnaire using the 
USE Questionnaire. USE Questionnaire is one of the 
international questionnaire methods used to measure the level 
of satisfaction of an application system. The form of questions 
from the USE Questionnaire can be seen in Figure 1. 

 

 
Figure 1. USE Questionnaire 

(Source: https://garyperlman.com/quest/quest.cgi?form=USE) 
 

In total there are 30 questions outlined in the USE 
Questionnaire in Figure 1 which is divided into 4 variables, 
the first three variables namely Usefulness, Ease of Use and 
Ease of Learning function as independent variables. While the 
Satisfaction variable has a function as a dependent variable. 
On the USE Questionnaire there are 7 rating scales that will 
be filled by the customer. 

The second questionnaire is about Product Segmentation 
which has reference questions from the internet that are 
related to the segmentation of products sold at the 
Ayooklik.com online store with a total of 14 questions divided 
into 4 variables which are Requirement, Quality, and Price are 
independent variables, while Satisfaction is the dependent 
variable. 

B. Research Flow 
This research has a process flow to carry out the stages of 

research. The flow of research is written in the form of design 
written in Figure 2. 

 

 
Figure 2. Research Flow 
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The process starts by collecting respondent data using USE 
Questionnaire. The next process is asking respondents to fill 
out the questionnaire that has been distributed. 

 
%	݁݃ܽݐ݊݁ܿ݁ݎܲ	݂݈݀݁݅݅ܽݑܳ = 	ை௕௦௘௥௩௔௧௜௢௡	ௌ௖௢௥௘

ா௫௣௘௖௧௘ௗ	ௌ௖௢௥௘
 (1)  %100	ݔ

 
 The percentage for usability analysis can be determined by 

using equation (1). The questionnaire was collected after the 
questionnaire was successfully completed. The questionnaire 
data will be analyzed and processed the results of the 
questionnaire so that it will get results which will then be 
associated with hypothesis verification which showed in 
Figure 3. 

 

 
Figure 3. Hypothesis 

 
The hypothesis of this research as shown in Figure 3 

explained as follows: 
1. H1: There is a significant influence between the 

independent variables, namely the usefulness variable, the 
ease of use variable, and the ease of learning variable on 
the dependent variable, namely the satisfaction variable 
which is carried out simultaneously. 

2. H2: There is a significant influence between the usefulness 
variable on the dependent variable, namely the satisfaction 
variable. 

3. H3: There is a significant effect between the ease of use 
variable on the dependent variable, namely the satisfaction 
variable. 

4. H4: There is a significant effect between the ease of 
learning variable on the dependent variable, namely the 
satisfaction variable. 

IV.  ANALYSIS RESULTS  
This stage will discuss the analysis results of the 

questionnaire that has been distributed to respondents. In this 
study, the number of respondents intended was 55 samples. 
The questionnaire distributed was divided into two. The first 
questionnaire is for user experience and the second 
questionnaire is for product segmentation. 

A. Percentage of Qualified System 

The analysis begins to calculate the percentage of the 
feasibility of the Ayooklik.com online store system listed on 
the first questionnaire. The total score obtained from the 
questionnaire was 8878 and the expected score was 11550. 

Based on the formula in equation (3), the percentage obtained 
was 77% where Ayooklik.com was declared "Qualified" for 
use. 

B. F Test and t Test 
Next analysis step is by testing the F test and t test on both 

questionnaires. This test is conducted to determine whether 
there is an influence of the independent variables on the 
dependent variable. F test was carried out to determine the 
effect simultaneously and t test was carried out to determine 
the effect partially. 

 
TABLE  I 

FIRST QUESTIONNAIRE F TEST 

 
 

TABLE  II 
SECOND QUESTIONNAIRE F TEST 

 
 

In the F Test on Table I and Table II, the influence of the 
independent variable with the dependent variable can be seen 
in two ways, namely the significance value and the value F. 
The independent variable is said to have a simultaneous effect 
if the Sig. <0.05 and calculated F value> F table value (2.79). 
Sig. Value in the first and second questionnaires are both 
0,000 where the value is smaller than the standard Sig. The 
calculated F value from the first questionnaire (38,423) and 
the second questionnaire (28,376) is greater than the F table's 
value. From these results it can be concluded that the 
independent variables on both questionnaires have a 
significant effect on the dependent variable simultaneously. 

 
TABLE  III 

FIRST QUESTIONNAIRE T TEST 

Variable t Table Value t Value Sig. 
TOTAL_1 
(Usefulness) 

2,008 

2,507 0,015 

TOTAL_2 (Ease of 
Use) 0,496 0,622 

TOTAL_3 (Ease of 
Learning) 3,394 0,001 
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TABLE  IV 
SECOND QUESTIONNAIRE T TEST 

Variable t Table Value t Value Sig. 
Total_1 (Needs) 

2,008 
1,181 0,243 

Total_2 (Quality) 0,049 0,961 
Total_3 (Price) 7,598 0,000 

 
Partial influence testing with t test is done by each 

independent variable on the dependent variable. Significantly, 
the first questionnaire in Table III shows the TOTAL_1 
(Usefulness) and TOTAL_3 (Ease of Learning) variables had 
an influence on TOTAL_4 (Satisfaction) because they had a 
significance value below 0.05, while the TOTAL_2 variable 
(Ease of Use) has no effect on TOTAL_4 (Satisfaction) 
because the significance value is above 0.05. The results of 
the second questionnaire in Table IV shows that only the 
Total_3 (Price) variable has an influence on the Total_4 
(Satisfaction) variable. Conversely, the variables Total_1 
(Needs) and Total_2 (Quality) partially do not affect the 
variable Total_4 (Satisfaction) because the significance value 
is above 0.05. 

C. Percentage of Influence Between Variables 

Percentage calculations are performed to find out how 
much the contribution of influence held by the independent 
variable to the dependent variable. The percentage can be 
determined and tested by means of simultaneous (Coefficient 
of Determination) and partial (Effective Donations and 
Relative Donations.  

1) Coefficient of Determination (R-Square) 

The coefficient of determination or R-Square is a way to 
calculate the percentage of influence between variables 
simultaneously. The main requirement to use this method is 
that the significance value must be less than 0.05 and the 
calculated F value must be greater than the F value of the table. 

TABLE  V 
FIRST QUESTIONNAIRE R-SQUARE 

 

TABLE  VI 
SECOND QUESTIONNAIRE R-SQUARE 

 

The value of R-Square from Tabel V and Table VI if 
calculated manually can be obtained from the square of the 
value of R. The percentage of R-Square can be obtained by 

means of the value of R-Square x 100%. The first 
questionnaire had an R-Square percentage of 69.3% and the 
second questionnaire had a percentage of 62.5%. These results 
indicate that simultaneously, the magnitude of the influence of 
independent variables on the dependent variable in the first 
questionnaire was 69.3%. On the other hand, the second 
questionnaire had 62.5% influence of the independent 
variables on the dependent variable simultaneously. 

2) Effective Donations (SE) and Relative Donations (SR) 

Effective Donations and Relative Donations is a way to 
calculate the percentage of influence of independent and 
bound variables partially. Effective Contributions are aimed at 
knowing which independent variables most dominate the 
dependent variable, and Relative Contributions are intended to 
determine the contribution of the influence of independent 
variables with dependent variables separately. The 
requirement to calculate the SE and SR values is to have the 
results of correlation and regression data from the two 
questionnaires as shown in Table VII and Table VIII. 

 
TABLE  VII 

FIRST QUESTIONNAIRE CORRELATIONS VALUE 

 
 

TABLE  VIII 
SECOND QUESTIONNAIRE CORRELATIONS VALUE 

  

In the process of SE and SR values, the correlation results 
on each variable are expected to have valid values. Search for 
percentage of influence based on SE can be obtained by using 
the formula in Equation 1. 
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(ܺ)	ܧܵ = 	 ௫ܽݐ݁ܤ ௫௬ݎ	ܺ	  (2)             %100	ݔ	
Where: 
 
 Effective Donations =   (ܺ)	ܧܵ
  ௫   = Regression Coefficients Valueܽݐ݁ܤ
  ௫௬   = Correlation Coefficients Valueݎ

Search for SR values can be done after the results of the SE 
values have been obtained. The SR value can be obtained 
using the formula in Equation 2. 

ܴܵ(ܺ)% = ா௙௙௘௖௧௜௩௘	஽௢௡௔௧௜௢௡௦	(ௌா)%
ோೄ೜ೠೌೝ೐

            (3) 

 
Where: 
 
ܴܵ(ܺ)%    : Relative Donations (%) 
 (%) Effective Donations :  %	(ܧܵ)	ݏ݊݋݅ݐܽ݊݋ܦ	݁ݒ݅ݐ݂݂ܿ݁ܧ
ܴௌ௤௨௔௥௘      : R-Square Value (%) 
 

 Based on the formula in equation (2), the results of the SE 
for the first questionnaire can be seen in Table IX. The results 
for the second questionnaire are obtained in Table X. 

TABLE  VX 
FIRST QUESTIONNAIRE SE RESULTS 

Variable 
Regression 
Coefficients 

Value 

Regression 
Coefficients 

Value 
SE (%) 

TOTAL_1 
(Usefulness) 0,322 0,735 23,6% 

TOTAL_2 
(Ease of 

Use) 
0,085 0,760 6,5% 

TOTAL_3 
(Ease of 

Learning) 
0,495 0,792 39,2% 

TABEL X 
SECOND QUESTIONNAIRE SE RESULTS 

Variable 
Regression 
Coefficients 

Value 

Correlation 
Coefficients 

Value 
SE (%) 

Total_1 
(Needs) 0,119 0,389 4,6% 

Total_2 
(Quality) 0,005 0,387 2,0% 

Total_3 
(Price) 0,737 0,783 57,7% 

The results in Table IX and Table X show the percentage of 
influence of each independent variable on the dependent 
variable based on equation (3). In the first questionnaire, the 
TOTAL_3 variable (Ease of Learning) had the most dominant 
influence on Satisfaction in the amount of 39.7%. The results 

of the second questionnaire showed that the variable Total_3 
(Price) had the most dominant influence at 57.7%. The 
percentage of SE of each independent variable when added 
together the results will be the same as the percentage of the 
R-Square value. 

TABLE XI 
FIRST QUESTIONNAIRE SR RESULTS 

Variable Effective 
Donations (SE) % 

R-Square 
Value (%) 

SR Value 
Results (%) 

TOTAL_1 
(Usefulness) 23,6% 

69,3% 

34% 

TOTAL_2 
(Ease of Use 6,5% 9% 

TOTAL_3 
(Ease of 

Learning) 
39,2% 57% 

 
TABEL XII 

SECOND QUESTIONNAIRE SR RESULTS 

Variable Effective 
Donations (SE) % 

R-Square 
Value (%) 

SR Value 
Results (%) 

Total_1 
(Needs) 4,6% 

62,5% 

7% 

Total_2 
(Quality) 2,0% 3% 

Total_3 (Price) 57,7% 90% 

 
Figure 4. First Questionnaire’s Graphics Results of SE & SR Values 
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Figure 5. Second Questionnaire’s Graphics Results of SE & SR Values 

Based on the formula in Equation 2, the results in Table XI 
and Table XII show how much influence the contribution of 
each independent variable has on the dependent variable. The 
percentage when added together will equal 100%. The first 
questionnaire showed that the TOTAL_3 variable (Ease of 
Learning) had the greatest influence contribution at 57% as 
shown in Figure 4. Whereas the second questionnaire showed 
that the variable Total_3 (Price) had the biggest influence 
contribution, namely 90% as shown in Figure 5. 

D. Hypothesis Testing 

Based on the calculation results of the tabulated data, the 
next step is testing the hypothesis based on the results of the 
questionnaire as outlined in Figure 3. In the first questionnaire, 
the test is described as follows: 

1. Hypothesis Testing (H1): Proving the truth of the H1 
hypothesis is done by testing the independent variables 
and the dependent variables simultaneously. The 
calculation results in Table I show that the significance 
value is below 0.05 and the calculated F value is greater 
than the F table value. These results show that the 
hypothesis H1 namely the variable Usefulness, Ease of 
Use, and Ease of Learning affect the satisfaction variable, 
accepted. 

2. Hypothesis Testing (H2): Proving the truth of the H2 
hypothesis is done by testing the independent variable 
(usefulness) and the dependent variable (satisfaction) 
partially. The calculation results in Table III show that the 
significance value is below 0.05 and the t value is greater 
than the t table value. These results show that the H2 
hypothesis that the Usefulness variable influences the 
satisfaction variable, is accepted. 

3. Hypothesis Testing (H3): Proving the truth of H3 is done 
by testing the independent variable (ease of use) and the 
dependent variable (satisfaction) partially. The calculation 
results in Table III show that the significance value is 
above 0.05 and the t value is smaller than the t table value. 
These results show that the H3 hypothesis that the Ease of 
Use variable affects the satisfaction variable, is rejected. 

4. Hypothesis Testing (H4): Proving the truth of H4 is done 
by testing the independent variable (ease of learning) and 
the dependent variable (satisfaction) partially. The 
calculation results in Table III show that the significance 
value is below 0.05 and the t value is greater than the t 
table value. These results show that the H4 hypothesis that 
the Ease of Learning variable influences the satisfaction 
variable, accepted. 

Furthermore hypothesis testing is applied to the second 
questionnaire. Based on the results of calculations that have 
been done, the results of hypothesis testing are described as 
follows: 

1. Hypothesis Testing (H1): Proving the truth of the H1 
hypothesis is done by testing the independent variables 
and the dependent variables simultaneously. The 
calculation results in Table II show that the significance 
value is below 0.05 and the calculated F value is greater 
than the F table value. These results show that the 
hypothesis H1 namely the variable Needs, Quality, and 
Price affect the variable Satisfaction, accepted. 

2. Hypothesis Testing (H2): Proving the truth of the H2 
hypothesis is done by testing the independent variable 
(Need) and the dependent variable (Satisfaction) partially. 
The calculation results in Table IV show that the 
significance value is above 0.05 and the t value is smaller 
than the t table value. These results show that the 
hypothesis H2 is the variable needs affect the satisfaction 
variable, rejected. 

3. Hypothesis Testing (H3): Proof of H3 correctness is done 
by partially testing the independent variable (Quality) and 
the dependent variable (Price). The calculation results in 
Table IV show that the significance value is above 0.05 
and the t value is smaller than the t table value. These 
results show that the hypothesis H3, which is the Quality 
variable, influences the Satisfaction variable, which is 
rejected. 

4. Hypothesis Testing (H4): Proving the truth of H4 is done 
by testing the independent variable (Price) and the 
dependent variable (Satisfaction) partially. The calculation 
results in Table IV show that the significance value is 
below 0.05 and the t value is greater than the t table value. 
These results show that the hypothesis H4 is the Price 
variable influences the Satisfaction variable, accepted. 

V. CONCLUSION 
Based on the results of calculations and percentages that 

have been carried out simultaneously and partially on both 
questionnaires, the conclusions that can be drawn from this 
study are: 
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1. The percentage of the feasibility of the Ayooklik.com 
online store system gained 77%. These results state that 
the Ayooklik.com system is "Qualified" to use. 

2. The results of the user experience based on an assessment 
of respondents indicated that the percentage of the highest 
value of the SE and SR is owned by the variable 
Usefulness (SE = 23.6% and SR = 34%) and Ease of 
Learning (SE = 39.2% and SR = 57%). These results 
indicate that the customer is satisfied with the online store 
Ayooklik.com because it is easy to learn and very useful 
for the customer. 

3. In the second questionnaire, the Price variable is the one 
which determines a Product Segmentation where the 
percentage of SE reaches 57.7% and SR reaches 90%. 
These results indicate that in determining product 
segmentation, the price of goods becomes a major factor in 
customer satisfaction. 

 
In addition to the conclusions, there are suggestions for this 

research, namely the need for more detailed calculation 
methods and number of respondents was further increased to 
improve data accuracy.  
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