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ABSTRACT

In the process of purchasing electronic / online, the value of electronic
services received, the emotional value received, the monetary value
received, and the value of the comfort / convenience have important role to
generate customer satisfaction online which also affects consumer loyalty
online on the entire site / web , MIAC theory (Model of Intention, adaption,
and continuance) found satisfaction and customer loyalty is important and
how to get it is giving a performance / quality in accordance with the
expectations / hopes of costumers. The purpose of this study was to look at
the influence of factors MIAC, service value, emotional value, the value of
financial / monetary and comfort perceived value on customer loyalty
through customer satisfaction on purchases in stores Indomaret website.

Samples were taken by 120 respondents who have visited / buy in
Indomaret. Data were collected using a questionnaire. Mechanical analysis
using structural equation modeling(SEM). The results of this analysis
indicate that the value of the service, emotional, financial / monetary and
comfort received significant positive effect on customer satisfaction online,
as well as online customer satisfaction is also a significant positive effect on
customer loyalty online

Keywords: MIAC; Perceived E-service value; perceived emotional value;

perceived monetary value; perceived convenience value; online
customers satisfaction; & online customers loyalty

XVi



ABSTRAK

Dalam proses pembelian secara elektronik/online, nilai pelayanan
elektronik yang diterima, nilai emosional yang diterima, nilai moneter yang
diterima, dan nilai kenyamanan/kemudahan yang diterima berperan penting
untuk menimbulkan kepuasan konsumen online yang mana juga
mempengaruhi kesetiaan konsumen online pada seluruh situs/web. MIAC
teori (Model of Intention, Adaption, and Continuance) berpendapat bahwa
kepuasan dan kesetiaan konsumen merupakan hal yang penting dan cara
mendapatkannya adalah memberi  Kkinerja/kualitas  sesuai  dengan
ekspetasi/harapan konsumen. Tujuan dari penelitian ini adalah untuk
melihat pengaruh dari faktor MIAC, nilai pelayanan, nilai emosi, nilai
keuangan/moneter, dan nilai kenyamanan yang dirasakan terhadap
kesetiaan konsumen melalui kepuasan konsumen pada pembelian di toko
website Indomaret.

Sampel  diambil dengan 120 responden yang pernah
mengunjungi/membeli di  Indomaret. Data dikumpulkan dengan
menggunakan metode kuesioner. Teknik analisis menggunakan model
persamaan struktural. Hasil analisis ini menunjukkan bahwa nilai
pelayanan, emosional, keuangan/moneter, dan kenyamanan yang diterima
berpengaruh positif signifikan terhadap kepuasan konsumen online, serta
kepuasan konsumen online juga berpengaruh positif signifikan terhadap
kesetiaan konsumen online

Keywords: MIAC; Perceived E-service value; perceived emotional value;

perceived monetary value; perceived convenience value; online
customers  satisfaction;&  online  customers loyalty
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