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PERAN E-SERVICE QUALITY DAN CUSTOMER EXPERIENCE
TERHADAP REPURCHASE INTENTION DIMEDIASI
PERCEIVED VALUE PADA KONSUMEN
YOSHINOYA DI KOTA SURABAYA

ARDO MOHHANTO
NPM: 24061020040

ABSTRAK

Perkembangan layanan digital dalam industri makanan cepat saji
menuntut perusahaan untuk meningkatkan kualitas layanan dan pengalaman
pelanggan guna mendorong niat pembelian ulang yang berkelanjutan.
Tujuan penelitian ini adalah untuk menganalisis (1) pengaruh E-Service
Quality terhadap Repurchase Intention, (2) pengaruh Customer Experience
terhadap Repurchase Intention, (3) peran Perceived Value dalam memediasi
pengaruh E-Service Quality terhadap Repurchase Intention, dan (4) peran
Perceived Value dalam memediasi pengaruh Customer Experience terhadap
Repurchase Intention pada konsumen Yoshinoya di Kota Surabaya.

Sampel penelitian ini adalah konsumen Yoshinoya di Kota Surabaya
yang pernah melakukan pembelian melalui layanan digital dalam enam bulan
terakhir, dengan jumlah responden sebanyak 148 orang berusia minimal 17
tahun. Teknik pengambilan sampel menggunakan metode purposive
sampling. Data yang digunakan merupakan data primer yang diperoleh
melalui penyebaran kuesioner daring. Analisis data dilakukan dengan
metode Structural Equation Modeling—Partial Least Squares (SEM-PLS) dan
menggunakan software Smart PLS versi 4.0.

Hasil penelitian menyimpulkan bahwa (1) E-Service Quality tidak
berpengaruh signifikan terhadap Repurchase Intention, (2) Customer
Experience berpengaruh positif dan signifikan terhadap Repurchase
Intention, (3) Perceived Value tidak memediasi pengaruh E-Service Quality
terhadap Repurchase Intention, dan (4) Perceived Value secara signifikan
memediasi pengaruh Customer Experience terhadap Repurchase Intention.
Temuan ini menunjukkan bahwa peningkatan pengalaman pelanggan
berperan penting dalam membentuk persepsi nilai yang mendorong niat
pembelian ulang konsumen.

Kata kunci: e-service quality, customer experience, perceived value,
repurchase intention, yoshinoya.
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ROLE OF E-SERVICE QUALITY AND CUSTOMER EXPERIENCE ON
REPURCHASE INTENTION MEDIATED BY PERCEIVED VALUE
AMONG YOSHINOYA CONSUMERS IN SURABAYA

ARDO MOHHANTO
NPM: 24061020040

ABSTRACT

The development of digital services in the fast-food industry requires
companies to improve service quality and customer experience in order to
foster sustainable repurchase intention. This study aims to analyze (1) the
effect of E-Service Quality on Repurchase Intention, (2) the effect of
Customer Experience on Repurchase Intention, (3) the mediating role of
Perceived Value in the relationship between E-Service Quality and
Repurchase Intention, and (4) the mediating role of Perceived Value in the
relationship between Customer Experience and Repurchase Intention among
Yoshinoya consumers in Surabaya City.

The sample of this study consists of Yoshinoya consumers in
Surabaya City who have made purchases through digital services within the
last six months, with a total of 148 respondents aged 17 years and above.
The sampling technique used was purposive sampling. The data employed
were primary data collected through an online questionnaire. Data analysis
was conducted using Structural Equation Modeling—Partial Least Squares
(SEM-PLS) using the SmartPLS 4.0 software package.

The results indicate that (1) E-Service Quality does not have a
significant effect on Repurchase Intention, (2) Customer Experience has a
positive and significant effect on Repurchase Intention, (3) Perceived Value
does not mediate the relationship between E-Service Quality and
Repurchase Intention, and (4) Perceived Value significantly mediates the
relationship between Customer Experience and Repurchase Intention. These
findings highlight the importance of enhancing customer experience in
shaping perceived value that drives consumers repurchase intention.

Keywords: e-service quality, customer experience, perceived value,
repurchase intention, yoshinoya.
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