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THE INFLUENCE SHOPPING VALUE, OVERALL SHOPPING 

SATISFACTION TO WORD OF MOUTH ON ITEMKU.COM 

 

 

ABSTRACT 

 

The purpose of this research is to identify the influence of hedonic 

shopping value and utilitarian shopping and overall shopping to the word of 

mouth. This type of research is quantitative. The sampling technique used 

purposive sampling and data analysis technique used is Structural Equation 

Model using lisrel. The samples used in this study was 110 respondents. 

The research showing that the Hedonic and Utilitarian shopping 

value has a direct influence and significant to the overall shopping 

satisfaction as t-value greater than 1.96 so that H1 and H2 is accepted. 

Overall satisfaction shopping has a direct influence and significant impact 

on word of mouth for t-value of 2.05 is greater than 1.96 so H3 is received. 

The direct effect on the hedonic value the word of mouth of 0.27. 

Meanwhile, the effect of indirectly of hedonic value the word of mouth 

through shopping Overall satisfaction of 0.13.The direct effect of Utilitarian 

value against the word of mouth was 0.47. Meanwhile, the effect of 

indirectly of Utilitarian value on word of mouth through shopping Overall 

satisfaction of 0.16. 

 

Keywords: hedonic shopping value, utilitarian shopping value, overall 

shopping satisfaction, word of mouth 
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PENGARUH SHOPPING VALUE TERHADAP WORD OF MOUTH, 

OVERALL SHOPPING SATISFACTION PADA ITEMKU.COM 

 

 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh shopping 

value, overall shopping satisfaction terhadap word of mouth, pada 

itemku.com. Jenis penelitian ini adalah kuantitatif. Teknik pengambilan 

sampel menggunakan purposive sampling dan teknik analisis data yang 

digunakan adalah Structural Equation Model dengan menggunakan Lisrel. 

Jumlah sampel yang digunakan dalam penelitian ini adalah 110 responden. 

Hasil penelitian menunjukkan bahwa Hedonic dan Utilitarian 

shopping value memiliki pengaruh yang searah dan signifikan terhadap 

overall shopping satisfaction karena nilai t-value lebih besar dari 1,96 

sehingga H1dan H2 diterima. Overall shopping satisfaction memiliki 

pengaruh yang searah dan signifikan terhadap word of mouth karena nilai t-

value sebesar 2,05 yang lebih besar dari 1,96 sehingga H3 diterima. 

Pengaruh langsung (direct effect) dari Hedonic value terhadap word of 

mouth sebesar 0,27. Sementara itu, pengaruh tidak langsung (indirect effect) 

dari Hedonic value terhadap word of mouth melalui Overall shopping 

satisfaction sebesar 0,13. Pengaruh langsung (direct effect) dari Utilitarian  

value terhadap word of mouth sebesar 0,47. Sementara itu, pengaruh tidak 

langsung (indirect effect) dari Utilitarian value terhadap word of mouth 

melalui Overall shopping satisfaction sebesar 0,16. 

 

Kata kunci: hedonic shopping value, utilitarian shopping value, overall 

shopping satisfaction, word of mouth 

 


