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Surabaya.” Skripsi Strata Sarjana |. Fakultas Psikologi Universitas
Katolik Widya Mandala Surabaya.

ABSTRAK

Dalam melakukan repurchase intention pada taksi online memerlukan
adanya beberapa pertimbangan, salah satunya karena adanya harapan
yang telah terpenuhi ketika pertama kali pembelian. Salah satu
harapan yang terpenuhi ini dapat dikarenakan dari adanya faktor
psikologis yang berasal dari customer experience saat menggunakan
taksi online. Pengalaman yang positif atau negatif konsumen
didasarkan dari ekspetasi individu yang telah melampaui
pemikirannya sehingga akhirnya membuat konsumen melakukan
repurchase intention. Kenyataannya, masih banyak pengguna taksi
online diluar sana yang merasakan customer experience yang buruk
tetapi masih melakukan repurchase intention pada taksi online.
Berdasarkan hal tersebut, tujuan dari penelitian ini untuk mengetahui
hubungan antara customer experience dengan repurchase intention
pada pengguna taksi online di Surabaya. Penelitian dilakukan dengan
metode kuantitatif dengan pengambilan sample dengan cara teknik
non-probability yaitu, insidental sampling. Subjek pada penelitian ini
adalah 120 dengan karakteristik partisipan berdomisili di Surabaya
serta pernah memesan jasa taksi online melalui aplikasi dan menaiki
taksi online minimal sekali. Data pada penelitian ini diolah dengan
menggunakan teknik statistik non-parametrik Kendall’s Tau-B karena
tidak memenuhi uji asumsi normalitas. Hasil data menunjukkan sig
sebesar 0,00 (p <0,05) dengan arah hubungan yang positif, artinya
semakin tinggi customer experience seseorang, maka semakin tinggi
pula repurchase intention. Sumbangan efektif pada customer
experience sebesar 32,7% yang dapat menjelaskan repurchase
intention dan sisanya sebesar 67,3% dapat dijelaskan oleh faktor-
faktor lain seperti brand loyalty, perceived value, dan control level of
CSR (Corporate Social Responsibilty), service quality, price
perception, trust, dan customer satisfaction.

Kata Kunci: Customer Experience, Repurchase Intention, Taksi
Online.
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Stephanie Cindy (2020). "The Relationship Between Customer
Experience and Repurchase Intention on Online Taxi Users in
Surabaya." Undergraduate Thesis. Faculty of Psychology, Widya
Mandala Catholic University, Surabaya.

ABSTRACT

Repurchase intention of online taxis requires several considerations,
one of which is the expectations that have been fulfilled during your
first purchase. One of the fulfilled expectations can be due to
psychological factors that come from customer experience when using
an online taxi. Positive or negative experiences of consumers are
based on individual expectations that have exceeded their expectation,
so that ultimately they make consumers repurchase intention. In fact,
there are still many online taxi users out there who feel a bad customer
experience but still make repurchase intentions of online taxis. Based
on this, the purpose of this study is to determine the relationship
between customer experience and repurchase intention of online taxi
users in Surabaya. The research was conducted using quantitative
methods with sampling using non-probability techniques which is
incidental sampling. Subjects in this study were 120 with the
characteristics of participants who lived in Surabaya and have
ordered online taxi services through the application and have ridden
an online taxi at least once. The data in this study were processed
using Kendall's Tau-B non-parametric statistical techniques because
it did not meet the normality assumption test. The results of the data
show a sig of 0.00 (p <0.05) with a positive direction, meaning that
the higher a person's customer experience, the higher their repurchase
intention. The effective contribution of customer experience is 32.7%
which can explain repurchase intention and the remaining of 67.3%
can be explained by other factors such as brand loyalty, perceived
value, and control level of CSR (Corporate Social Responsibility),
service quality, price perception, trust, and customer satisfaction

Keywords: Customer Experience, Repurchase Intention, Online Taxi
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