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PENGARUH PERCEIVED VALUE DAN COSTUMER EXPERIENCE 

 TERHADAP COSTUMER TRUST DAN COSTUMER LOYALTY  

PADA CGV BLITZ MARVELL CITY SURABAYA 

 

ABSTRACT 

The purpose of this research is to examines the influence  between 

Perceived Value and Customer Experience to Customer Trust and 

Customer Loyalty on CGV Blitz Marvell City Surabaya.  This research 

uses causal research. Sampling method that used on this research is 

non-probabilty sampling.  The sample used was 150 respondents which 

is a visitors of CGV Blitz Marvell City Surabaya.  Data collection 

method used on this research is questionnaire.  Data were analyze 

using multiple linear regression by SPSS 23 for Windows. 

The results showed that Perceived Value significantly positive 

influence Customer Trust, Customer Experience significantly positive 

influence Customer Trust, Perceived Value significantly positive 

influence Customer Loyalty, and Customer Experience significantly 

positive influence Customer Loyalty,  

The results is the researcher gives advice to the company in order 

to gain trust and loyalty from consumers by paying attention to the 

perception and experience of consumers that arise after using the 

services of the company or before using it both in terms of price, service 

and quality of CGV Marvell City cinema , Surabaya. 

 

Keywords: Perceived Value, Customer Experience, Customer Trust, 

and Customer Loyalty. 
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PENGARUH PERCEIVED VALUE DAN COSTUMER EXPERIENCE 

 TERHADAP COSTUMER TRUST DAN COSTUMER LOYALTY  

PADA CGV BLITZ MARVELL CITY SURABAYA 

 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh antara 

Perceived Value dan Customer Experience terhadap Customer Trust 

dan Customer Loyalty pada CGV Blitz Marvell City di Surabaya. 

Penelitian ini menggunakan penelitian kausal. Metode pengambilan 

sampel menggunakan non-probability sampling dan menerapkan teknik 

purposive sampling. Sampel yang digunakan sebesar 150 responden 

Pengunjung bioskop CGV Blitz Marvell City di Surabaya. Alat 

pengumpulan data yang digunakan adalah kuesioner. Teknik analisis 

data menggunakan Regresi Linier Berganda dengan menggunakan 

program SPSS 23 for Windows. 

Hasil penelitian menunjukan bahwa Perceived Value berpengaruh 

signifikan positif terhadap Customer Trust, Customer Experience 

berpengaruh signifikan positif terhadap Customer Trust, Perceived 

Value berpengaruh signifikan positif terhadap Customer Loyalty, dan 

Customer Experience berpengaruh signifikan positif terhadap 

Customer Loyalty.  

Dengan adanya hasil penelitian diatas, maka peneliti memberikan 

saran kepada perusahaan agar dapat memperoleh kepercayaan dan 

loyalitas dari konsumen yaitu dengan memperhatikan presepsi dan 

pengalaman dari konsumen yang timbul setelah menggunakan jasa 

perusahaan maupun sebelum menggunakannya baik dari segi harga, 

pelayanan maupun kualitas dari bioskop CGV Marvell City, Surabaya. 

 

Kata Kunci: Perceived Value, Customer Experience, Customer Trust, 

dan Customer Loyalty. 


