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PENGARUH HEDONIC SHOPPING VALUE DENGAN CUSTOMER
SATISFACTION SEBAGAI VARIABEL MEDIATING TERHADAP
REPATRONAGE INTENTION
PADA STRADIVARIUS PAKUWON MALL SURABAYA

ABSTRAK

Penelitian ini bertujuan untuk mengetahui dan menganalisis
pengaruh pengaruh hedonic shopping value dengan customer satisfaction
sebagai variabel mediating terhadap repatronage intention pada Stradivarius
Pakuwon Mall Surabaya. Penelitian merupakan penelitian kausal. Penelitian
ini menggunakan teknik pengambilan sampel yaitu non probability sampling
dengan cara purposive sampling, dengan jumlah sampel sebanyak 155
responden. Setiap responden tersebut merupakan individu yang pernah
mengunjungi dan berbelanja di Stradivarius Pakuwon Mall Surabaya.
Kuesioner digunakan untuk mengumpulkan data dan selanjutnya diolah
dengan teknik analisis SEM (Structural Equation Modeling) dengan program
SmartPLS 3.0. Hasil penelitian menunjukkan bahwa variabel seperti
entertainment, exploration, gratification, social memiliki pengaruh
signifikan terhadap customer satisfaction. Sedangkan untuk variabel status,
idea, value tidak memiliki pengaruh signifikan terhadap customer
satisfaction, selain itu customer satisfaction berpengaruh signifikan terhadap
repatronage intention pada Stradivarius Pakuwon Mall Surabaya.

Kata Kunci: Hedonic Shopping Value, Entertainment, Exploration,

Gratification, Social, Status, ldea, Value, Customer
Satisfaction, Reparonage Intention.

XVi



THE INFLUENCE OF HEDONIC SHOPPING VALUE WITH
CUSTOMER SATISFACTION AS VARIABLE MEDIATING
TOWARDS REPATRONAGE INTENTION
ON STRADIVARIUS PAKUWON MALL SURABAYA

ABSTRACT

This study aims to determine and analyze the influence of hedonic
shopping value with customer satisfaction as a mediating variable to
repatronage intention on Stradivarius Pakuwon Mall Surabaya. Research is
a causal study. This research uses sampling technique that is non probability
sampling by purposive sampling, with the number of samples are 155
respondents. Each respondent is an individual who has visited and shop at
Stradivarius Pakuwon Mall Surabaya. Questionnaires were used to collect
data and then processed by SEM (Structural Equation Modeling) analysis
technique with SmartPLS 3.0 program. The results showed that variables
such as entertainment, exploration, gratification, social have a significant
influence on customer satisfaction. While for status, idea, value variable have
no significant influence to customer satisfaction, beside customer satisfaction
have significant influence to repatronage intention on Stradivarius Pakuwon
Mall Surabaya.

Keywords: Hedonic Shopping Value, Entertainment, Exploration,

Gratification, Social, Status, Idea, Value, Customer
Satisfaction, Reparonage Intention.
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