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ABSTRAK 

 

Persaingan usaha di sektor pangan mendorong pelaku UMKM untuk 

membangun loyalitas pelanggan di tengah banyaknya produk sejenis. UMKM Telur 

Asin Ramadani mengalami penurunan penjualan sejak tahun 2020 dan belum 

kembali stabil seperti tahun-tahun sebelumnya. Kondisi tersebut menunjukkan 

pentingnya memahami faktor-faktor yang memengaruhi perilaku konsumen dalam 

melakukan pembelian. Tujuan penelitian untuk menganalisis pengaruh kualitas 

produk, customer experience, perceived value terhadap minat beli serta pengaruh 

minat beli terhadap kepuasan pelanggan, pembelian ulang, dan loyalitas pelanggan. 

Penelitian menggunakan metode Structural Equation Modeling (SEM) 

menggunakan software AMOS terhadap 135 responden pelanggan. Hasil penelitian 

menunjukkan bahwa kualitas produk (CR = 7,318; β = 0,445) dan perceived value 

(CR = 7,263; β = 0,506) berpengaruh positif signifikan terhadap minat beli, 

sedangkan customer experience berpengaruh positif tidak signifikan (CR = 0,164; 

β = 0,011). Minat beli berpengaruh positif signifikan terhadap kepuasan pelanggan 

(CR = 9,336; β = 0,952), kepuasan pelanggan positif signifikan terhadap pembelian 

ulang (CR = 11,466; β = 0,891) dan pembelian ulang positif signifikan terhadap 

loyalitas pelanggan (CR = 7,473; β = 0,704). 

 

Kata kunci: Perceived Value, Kualitas Produk, Customer Experience, Loyalitas 

Pelanggan, SEM 
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ABSTRACT 

 
Business competition in the food sector encourages MSME actors to build 

customer loyalty amid the abundance of similar products in the market. Ramadani 

Salted Egg MSME has experienced a decline in sales since 2020 and has not yet 

returned to the stability achieved in previous years. This condition indicates the 

importance of understanding the factors that influence consumer behavior in 

making purchasing decisions. This study aims to analyze the effect of product 

quality, customer experience, and perceived value on purchase intention, as well as 

the effect of purchase intention on customer satisfaction, repurchase, and customer 

loyalty. The study employed the Structural Equation Modeling (SEM) method using 

AMOS software with 135 customer respondents. The results show that product 

quality (CR = 7.318; β = 0.445) and perceived value (CR = 7.263; β = 0.506) have 

a positive and significant effect on purchase intention, while customer experience 

has a positive but insignificant effect (CR = 0.164; β = 0.011). Purchase intention 

has a positive and significant effect on customer satisfaction (CR = 9.336; β = 

0.952), customer satisfaction has a positive and significant effect on repurchase (CR 

= 11.466; β = 0.891), and repurchase has a positive and significant effect on 

customer loyalty (CR = 7.473; β = 0.704). 

 

Keyword: Perceived Value, Product Quality, Customer Experience, Customer 

Loyalty, SEM 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


