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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh perceived
online channel value terhadap online channel loyalty intention dengan
online channel satisfaction sebagai variabel mediasi pada multichannel
retailer yang lebih berfokus pada online channel.Dalam penelitian ini,
ketiga variabel tersebut di analisis menggunakan analisis SEM LISREL
8.70. Obyek penelitian ini adalah website V! Urban Icon sebagai online
retail business. Jumlah sampel yang digunakan dalam penelitian sebanyak
100 responden. Hasil penelitian menunjukkan bahwa model dapat
memprediksi perilaku konsumen tentang loyalty intention secara terperinci
hasil menjelaskan pada pengujian hipotesis pertama, perceived online
channel value berpengaruh positif terhadap online channel satisfaction.
Pada hipotesis kedua, menjelaskan bahwa online channel satisfaction
berpengaruh positif terhadap online channel loyalty intention.Sedangkan
hipotesis ketiga ,menjelaskan bahwa perceived online channel value
berpengaruh positif terhadap online channel loyalty intention. Pada
hipotesis keempat, menunjukkan bahwa perceived online channel value
berpengaruh positif terhadap online channel loyalty intention melalui
mediasi online channel satisfaction.

Kata Kunci: Multichannel Retailer, Perceived Online Channel Value,
Online Channel Loyalty Intention, Online Channel Satisfaction.
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ABSTRACT

This study aims to determine the effect of perceived online
channel value towards online channel loyalty intention with online channel
satisfaction as a mediation variable on multichannel retailers that focus on
online channel.In this research, three variables were analyzed use
SEM LISREL 8.70. The object of this research is website V! Urban Icon as
online retail business. Total sample used were 100 respondents. The
results showed that the model built to predict consumer behavior of
loyalty intention is accepted explanation of relationship among variables
perceived online channel value has positive effect on online channel
satisfaction In second hypothesis explanation online channel
satisfaction has positive effect on online channel loyalty intention. In
hypothesis third explaination perceived online channel value has positive
effect on online channel loyalty intention.The result of research on the
fourth hypothesis, show that likeability has positive effect on
parasocial interaction and fourth, perceived online channel value has
positive effect on online channel loyalty intention through mediation online
channel satisfaction.

Keywords: Multichannel Retailer, Perceived Online Channel
Value, Channel Loyalty Intention, Online Channel Satisfaction.
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