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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Self Image Congruity,
Customer Experience terhadap Customer Satisfaction dan Repurchase Intention kepada
konsumen Herbalife. Penelitian ini mengambil 150 responden yang berdomisili di
Surabaya sebagai sampel. Teknik analisis data yang digunakan adalah Structural Equation
Modeling (SEM) dan menggunakan program LISREL. Teknik sampling yang digunakan
adalah sampling nonprobability, dengan purposive sampling. Hasil analisis ini
menunjukkan bahwa Self Image dan Customer Experience memiliki pengaruh positif
terhadap Customer Satisfaction. customer satisfaction dan repurchase intention konsumen
Herbalife di Surabaya

Kata Kunci: Self Image, Customer Experience, Customer Satisfaction, dan Repurchase
Intention.
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ANALISA PENGARUH SELF IMAGE CONGRUITY, CUSTOMER EXPERIENCE
TERHADAP REPURCHASE INTENTION MELALUI CUSTOMER
SATISFACTION SEBAGAI VARIABEL INTERVERNING DI HERBALIFE
INDEPENDENT DISTRIBUTOR SURABAYA

ABSTRACT

This study aims to analyze the effect of Self Image Congruity, Customer
Experience on Customer Satisfaction and Repurchase Intention to Herbalife consumers.
This study took 150 respondents who lived in Surabaya as a sample. The data analysis
technique used is Structural Equation Modeling (SEM) and using the LISREL program.
The sampling technique used was nonprobability sampling, with purposive sampling. The
results of this analysis indicate that Self Image and Customer Experience have a positive
influence on Customer Satisfaction and repurchase intention of Herbalife consumers in
Surabaya

Keywords: Self Image, Customer Experience, Customer Satisfaction, dan Repurchase
Intention
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