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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Omni-channel
Integration Quality terhadap Customer Loyalty melalui Omni-channel Perceived
Value dan Customer Satisfaction pada Sephora di Surabaya. Penelitian ini
menggunakan metode kuantitatif dan data yang digunakan dalam penelitian ini
adalah data primer. Jumlah sampel yang digunakan dalam penelitian ini adalah
sebanyak 180 responden dengan teknik penyampelan nonprobability sampling
menggunakan puposive sampling. Teknik analisis yang digunakan adalah analisis
SEM dengan bantuan program LISREL.

Hasil penelitian ini menunjukkan bahwa Omni-channel Integration
Quality tidak signifikan terhadap Omni-channel Perceived Value, Omni-channel
Integration Quality signifikan terhadap Customer Satisfaction, Omni-channel
Perceived Value signifikan terhadap Customer Satisfaction, Omni-channel
Integration Quality tidak signifikan terhadap Customer Loyalty, Omni-channel
Perceived Value signifikan terhadap Customer Loyalty, Customer Satisfaction
signifikan terhadap Customer Loyalty.

Kata Kunci: Omni-channel Integration Quality, Omni-channel Perceived
Value, Customer Satisfaction, Customer Loyalty
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PENGARUH OMNI-CHANNEL INTEGRATION QUALITY TERHADAP
OMNI-CHANNEL PERCEIVED VALUE, CUSTOMER SATISFACTION
DAN CUSTOMER LOYALTY PADA SEPHORA
DI SURABAYA

ABSTRACT

This research aims to examine the effect of Omni-channel Integration
Quality toward Customer Loyalty through Omni-channel Perceived Value and
Customer Satisfaction in Sephora Surabaya. This research uses quantitative
method and the data used in this study is primary data. The number of samples
used in the study were 180 respondents with nonprobability sampling and
purposive sampling.The analytical technique used is SEM analysis with the help
of Lisrel program.

The result of this analysis indicate that Omni-channel Integration Quality
has no significant effect on terhadap Omni-channel Perceived Value, Omni-
channel Integration Quality has a significant effect on Customer Satisfaction,
Omni-channel Perceived Value has a significant effect on Customer Satisfaction,
Omni-channel Integration Quality has no significant effect on Customer Loyalty,
Omni-channel Perceived Value has a significant effect on Customer Loyalty,
Customer Satisfaction has a significant effect on Customer Loyalty.

Keywords: Omni-channel Integration Quality, Omni-channel Perceived Value,
Customer Satisfaction, Customer Loyalty



