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ABSTRAK

Pengaruh Perceived Value, Customer Loyalty Program dan Satisfying Customer
Experience terhadap Repurchase Intention pada Pemilik Small Stores Produk
Unilever Indonesia di Kota Semarang. Oleh Martinus Koster Damanik. NIM:
14030120420046. Program Studi Magister Administrasi Bisnis.

Perkembangan teknologi internet menjadi turut meningkatkan kesadaran
masyarakat akan teknologi dan memberikan pengaruh dalam berbagai hal dan salah
satunya adalah proses jual beli, yaitu diantaranya dalam melakukan perdagangan
elektronik (e-commerce), diantaranya melalui Business to Business (B2B), dan
dalam penelitian ini dengan aplikasi belanja seluler yang bernama aplikasi belanja
Sahabat Warung. Penelitian ini bertujuan untuk menguji pengaruh secara langsung
maupun tidak langsung antara Perceived Value dan Customer Loyalty Program
terhadap Repurchase Intention melalui Satisfying Customer Experience. Penelitian
ini menggunakan pendekatan kuantitatif dengan metode penelitian eksplanasi.
Teknik pengumpulan data yang digunakan pada penelitian ini menggunakan
kuesioner dengan lima pilihan jawaban. Metode analisis yang digunakan pada
penelitian ini adalah Structural Equation Modeling (SEM) dengan alat statistik
SMART PLS 3.0. Hasil penelitian ini menemukan bahwa Perceived Value
memiliki pengaruh yang signifikan terhadap Satisfying Customer Experience.
Customer Loyalty Program memiliki pengaruh yang signifikan terhadap Satisfying
Customer Experience. Perceived Value memiliki pengaruh yang signifikan
terhadap Repurchase Intention. Customer Loyalty Program memiliki pengaruh
yang signifikan terhadap Repurchase Intention. Satisfying Customer Experience
memiliki pengaruh positif namun tidak signifikan terhadap Repurchase Intention.
Satisfying Customer Experience tidak mampu memediasi pengaruh Perceived
Value terhadap Repurchase Intention. Demikian juga Satisfying Customer
Experience tidak mampu memediasi pengaruh Customer Loyalty Program terhadap
Repurchase Intention. Hasil penelitian ini dapat digunakan sebagai referensi bagi
perusahaan untuk mengidentifikasi pengaruh Customer Loyalty Program sebagai
salah satu dan utama keberhasilan penggunaan aplikasi sahabat warung sebagai
media belanja pemilik Small Stores kepada distributor Produk Unilever Indonesia
yang mampu mempertahankan dan meningkat Repurchase Intention. Bagi peneliti
selanjutnya disarankan untuk melakukan penelitian terhadap Tim Enrollment dan
Active Rate Aplikasi Sahabat Warung (SWAT Team) sebagai tenaga utama
keberhasilan enrollment dan active rate penggunaan aplikasi belanja, dan
menggunakan variabel penelitian lain seperti Application Actrativeness. Selain itu
penelitian ini dapat dilaksanakan di berbagai kota lainnya dengan karakteristik
demografi dan geografis yang berbeda.

Kata Kunci: Perceived Value, Customer Loyalty Program, Satisfying Customer
Experience, Repurchase Intention



ABSTRACT

The Effect of Perceived Value, Customer Loyalty Program and Satisfying Customer
Experience on Repurchase Intention of Small Store Owners of Unilever Indonesia
Products in Semarang City. By Martinus Koster Damanik. NIM: 14030120420046.
Master of Business Administration Study Program.

The progression of technology of using internet has also increase public awareness
of technology and has an impact in various ways, one of which is the buying and
selling process, such as in electronic commerce (e-commerce), including through
Business to Business (B2B), and in this research with mobile shopping applications
is called by the Sahabat Warung mobile application. This research aims to examine
the direct and indirect effect of Perceived Value and Customer Loyalty Program on
Repurchase Intention through the Satisfying Customer Experience. This research
uses a quantitative approach with explanatory research method. The data
collection technique used in this research used a questionnaire with five answer
choices. The analytical method used in this research is the Structural Equation
Modeling (SEM) with the SMART PLS 3.0 statistical tool. The results of this
research found that Perceived Value has a significant effect on Satisfying Customer
Experience. Customer Loyalty Program has a significant effect on the Satisfying
Customer Experience. The Perceived Value has a significant effect on Repurchase
Intention. Customer Loyalty Program has a significant effect on Repurchase
Intention. Satisfying Customer Experience has positive but not significant effect on
Repurchase Intention. The Satisfying Customer Experience is unable to mediate the
effect of Perceived Value on Repurchase Intention. Also Satisfying Customer
Experience is unable to mediate the effect of Customer Loyalty Program on
Repurchase Intention. The results of this research can be used as a reference for
companies to identify the effect of the Customer Loyalty Program as one of the main
successes in using the Sahabat Warung application as a shopping tool for Small
Stores owners to Unilever Indonesia Product distributors who are able to retain
and increase Repurchase Intention. For further researchers, it is recommended to
conduct research on SWAT Team as the main resources for successful enrollment
and active rate of mobile applications and use other research variables such as
Application Actractiveness. Also, this research can be implemented in various other
cities with different demographic and geographical characteristics.

Keywords: Perceived Value, Customer Loyalty Program, Satisfying Customer
Experience, Repurchase Intention
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