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ABSTRAK 

 

HENA ELIZABET, 20042010075, PENGARUH PERCEIVED QUALITY DAN 

USER EXPERIENCE TERHADAP REPURCHASE INTENTION MELALUI 

CUSTOMER SATISFACTION SEBAGAI VARIABEL INTERVENING     

(Studi pada Pengguna Transportasi Online inDrive di Surabaya). 

Perkembangan bisnis saat ini sangat ketat dan mendorong perusahaan untuk mencari 

strategi pemasaran yang tepat agar konsumen tertarik untuk melakukan pembelian 

ulang terhadap produk atau jasanya. InDrive sebagai layanan transportasi online 

memiliki fitur unggulan yaitu memungkinkan penumpang untuk menentukan tarif 

sendiri berdasarkan rute atau tujuan, mampu memenuhi kebutuhan masyarakat akan 

ketersediaan transportasi umum yang diinginkan. Penelitian ini bertujuan untuk 

mengetahui pengaruh perceived quality dan user experience terhadap repurchase 

intention melalui customer satisfaction sebagai variabel intervening pada pengguna 

transportasi online inDrive di Surabaya. Populasi dalam penelitian ini menggunakan 

data total dari populasi Surabaya sebanyak 2,87 juta orang. Sampel dalam penelitian 

ini sebanyak 150 responden, dengan menggunakan pendekatan kuantitatif. Teknik 

pengambilan sampel yang digunakan adalah non probability sampling dengan 

metode purposive sampling. Analisis Partial Least Square diterapkan untuk 

menganalisis data yang diuji dengan menggunakan aplikasi SmartPls 3. Hasil 

penelitian ini menyatakan bahwa perceived quality berpengaruh positif dan 

signifikan terhadap customer satisfaction, user experience berpengaruh positif dan 

signifikan terhadap customer satisfaction, perceived quality berpengaruh positif dan 

signifikan terhadap repurchase intention, user experience berpengaruh positif dan 

signifikan terhadap repurchase intention, customer satisfaction berpengaruh positif 

dan signifikan terhadap repurchase intention, perceived quality berpengaruh positif 

namun tidak signifikan terhadap repurchase intention melalui customer satisfaction 

dan user experience berpengaruh positif dan signifikan terhadap repurchase intention 

melalui customer satisfaction. 

Kata kunci: Perceived Quality, User Experience, Repurchase Intention, Customer 

Satisfaction.  
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ABSTRACT 

HENA ELIZABET, 20042010075, THE EFFECT OF PERCEIVED QUALITY 

AND USER EXPERIENCE ON REPURCHASE INTENTION THROUGH 

CUSTOMER SATISFACTION AS AN INTERVENING VARIABLE         

(Study on inDrive Online Transportation Users in Surabaya). 

Current business developments are very tight and encourage companies to look for 

the right marketing strategy so that consumers are interested in repurchasing their 

products or services. InDrive as an online transportation service has an excellent 

feature, namely allowing passengers to set their own fares based on their route or 

destination, able to meet the public's needs for the availability of desired public 

transportation. This research aims to determine the influence of perceived quality 

and user experience on repurchase intention through customer satisfaction as an 

intervening variable for inDrive online transportation users in Surabaya. The 

population in this study uses total data from the Surabaya population of 2.87 million 

people. The sample in this study was 150 respondents, using a quantitative 

approach. The sampling technique used is non-probability sampling with a 

purposive sampling method. Partial Least Square analysis was applied to analyze 

the data tested using the SmartPls 3 application. The results of this study stated that 

Perceived quality had a positive and significant effect on customer satisfaction, 

User experience had a positive and significant effect on customer satisfaction, 

Perceived quality had a positive and significant effect on repurchase intention, User 

experience has a positive and significant effect on repurchase intention, Customer 

satisfaction has a positive and significant effect on repurchase intention, Perceived 

quality has a positive but not significant effect on repurchase intention through 

customer satisfaction and User Experience has a positive and significant effect on 

repurchase intention through customer satisfaction. 

Keywords:Perceived Quality, User Experience, Repurchase Intention, Customer 

Satisfaction.  
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