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ABSTRAK 

 Perkembangan ritel di Indonesia yang pesat membuat banyaknya inovasi 
yang dihadirkan untuk terjadinya pembelian berulang. Perilaku pembelian berulang 
menjadi kunci suksesnya keberlangsungan toko dari pada mencari konsumen baru 
yang belum tentu melakukan pembelian berulang. Pembelian berulang dapat terjadi 
ketika konsumen merasakan keuntungan berbelanja di suatu toko. Nilai keuntungan 
umumnya berasal dari pelayanan, ketersediaan barang, dan fasilitas yang 
mendukung kegiatan mereka.   
 Penelitian ini  bertujuan untuk menganalisis pengaruh Perceived convience 

retailer innovativeness terhadap Patronage Intention dan Perceived Value dengan 
moderasi Consumer Innovativeness. Teknik pengambilan sampel menggunakan 
non probability sampling dengan purposive sampling. Sampel yang digunakan 
sebanyak 110 responden dan berdomisili di Surabaya. Alat pengumpulan data yang 
digunakan adalah kuesioner. Teknik analisis data yang digunakan adalah Partial 
Least Square dengan aplikasi program SmartPLS 3.0. 
 Hasil penelitian ini menunjukan bahwa Perceived convience retailer 

innovativeness mempengaruhi Patronage Intention dan Perceived Value namun 
moderasi Consumer Innovativeness tidak mempengaruhi hubungan Perceived 

convience retailer innovativeness dengan Patronage Intention dan Perceived 

Value. 
 
Kata kunci: Perceived convience retailer innovativeness, Perceived Value, 

Patronage Intention dan Consumer Innovativeness. 
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THE EFFECT OF PERCEIVED CONVIENCE RETAILER 
INNOVATIVENESS ON PATRONAGE INTENTION                                    

AND PERCEIVED VALUE WITH MODERATION OF                          
CONSUMER INNOVATIVENESS. 

 

ABSTRACT 

The rapid development of retail in Indonesia has introduced many innovations 
for repeat purchases. Repetitive purchasing behavior is the key to a successful 
store's sustainability rather than looking for new customers who do not necessarily 
make repeat purchases. Repeated purchases can occur when consumers feel the 
benefits of shopping at a store. Profit value generally comes from services, 
availability of goods, and facilities that support their activities.   

This study aims to analyze the effect of Perceived convience retailer 
innovativeness on Patronage Intention and Perceived Value with moderation of 
Consumer Innovativeness. The sampling technique used non probability sampling 
with purposive sampling. The sample used is 110 respondents and live in Surabaya. 
The data collection tool used was a questionnaire. The data analysis technique used 
is Partial Least Square with the SmartPLS 3.0 application program. 

The results of this study indicate that Perceived Convience retailer 
innovativeness affects Patronage Intention and Perceived Value, but moderation of 
Consumer Innovativeness does not affect the relationship between Perceived 
Convience retailer innovativeness with Patronage Intention and Perceived Value. 
 

Keywords: Perceived Convience retailer innovativeness, Perceived Value  

Patronage Intention and Consumer Innovativeness.
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