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ABSTRAK 

YULIANA, 19042010015, PENGARUH FUNCTIONAL VALUE, 

EMOTIONAL VALUE, VALUE FOR MONEY TERHADAP REPURCHACE 

INTENTION MELALUI CUSTOMER SATISFACTION SEBAGAI 

VARIABEL INTERVENING PADA PEMBELIAN VIRTUAL ITEM GAME 

ONLINE MOBILE LEGENDS: BANG-BANG (STUDI PADA PENGGUNA 

GAME ONLINE MOBILE LEGENDS: BANG-BANG DI SURABAYA) 

 

 

Penelitian ini bertujuan untuk mengetahui pengaruh functional value, emotional 

value, value for money terhadap repurchase intention melalui customer satisfaction 

sebagai variabel intervening pada pembelian virtual item  Mobile Legends: Bang-

Bang. Jenis penelitian ini  merupakan penelitian kuantitatif. Teknik pengambilan  

sampel menggunakan non probability sampling dengan penentuan jumlah sampel 

sebanyak 180 responden. Kriteria sampel yang dipilih pada penelitian ini 

merupakan pengguna aplikasi Mobile Legends: Bang-Bang di Surabaya yang 

berusia 16-64 tahun dan memiliki riwayat melakukan pembelian  pada virtual item 

Mobile Legends: Bang-Bang minimal dua kali. Teknik analisis data pada penelitian 

ini menggunakan analisis Partial Least Squares (PLS) dengan software SmartPLS 

4.0. Hasil pada penelitian ini menunjukkan bahwa functional value berpengaruh 

positif terhadap customer satisfaction. Emotional value berpengaruh positif 

terhadap customer satisfaction. Value for money berpengaruh positif  terhadap 

customer satisfaction. Functional value berpengaruh positif terhadap repurchase 

intention.  Emotional value berpengaruh positif terhadap repurchase intention. 

Value for money berpengaruh positif terhadap repurchase intention. Customer 

satisfaction berpengaruh positif terhadap repurchase intention. 

 

 

Kata kunci : Functional Value, Emotional Value, Value for Money, Repurchase 

intention,  Customer Satisfaction 
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ABSTRACT 

YULIANA, 19042010015, THE EFFECT OF FUNCTIONAL VALUE, 

EMOTIONAL VALUE, VALUE FOR MONEY ON REPURCHASE 

INTENTION THROUGH CUSTOMER SATISFACTION AS AN 

INTERVENING VARIABLE IN PURCHASING VIRTUAL ITEMS FOR 

MOBILE LEGENDS ONLINE GAMES: BANG-BANG (STUDY ON 

MOBILE ONLINE GAME USERS LEGENDS: BANG-BANG IN 

SURABAYA) 

 

This study aims to determine the effect of functional value, emotional value, value 

for money on repurchase intention through customer satisfaction as an intervening 

variable in purchasing Mobile Legends virtual items: Bang-Bang. This type of 

research is quantitative research. The sampling technique used non probability 

sampling with a sample size of 180 respondents. The sample criteria chosen in this 

study are users of the Mobile Legends application: Bang-Bang in Surabaya who are 

16-64 years old and have a history of making purchases on Mobile Legends virtual 

items: Bang-Bang at least twice. The data analysis technique in this study used 

Partial Least Squares (PLS) analysis with SmartPLS 4.0 software. The results in 

this study indicate that functional value has a positive effect on customer 

satisfaction. Emotional value has a positive effect on customer satisfaction. Value 

for money has a positive effect on customer satisfaction. Functional value has a 

positive effect on repurchase intention.  Emotional value has a positive effect on 

repurchase intention. Value for money has a positive effect on repurchase intention. 

Customer satisfaction has a positive effect on repurchase intention. 

 

Keywords :  Functional Value, Emotional Value, Value for Money, Repurchase 

intention,  Customer Satisfaction


