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RINGKASAN

Meningkatnya jumlah kedai kopi di Surabaya yang menimbulkan persaingan
ketat antar pelaku bisnis. Kondisi tersebut menuntut setiap coffee shop untuk tidak
hanya berfokus pada kualitas produk, tetapi juga menciptakan pengalaman pelanggan
yang menycnangkan, meningkatkan interaksi digital melalui Electronic Word of
Mouth scrta memperkuat persepsi nilai yang dirasakan pelanggan agar mampu
mempertahankan loyalitas dan mendorong pembelian ulang,.

Penclitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian
asosiatif kausal. Data primer diperoleh melalui penycbaran kuesioner kepada 100
responden yang merupakan pelanggan VOC. Teknik analisis data yang digunakan
adalah analisis regresi linier berganda dengan bantuan program SPSS versi 25, yang

meliputi uji validitas, reliabilitas, asumsi klasik, uji t, uji F, dan kocfisicn determinasi
(R?).

Hasil penelitian menunjukkan bahwa secara parsial, variabel Customer
Experience tidak berpengaruh signifikan terhadap Repurchase Intention, sedangkan
Electronic Word of Mouth dan Perccived Value berpengaruh positif dan signifikan
terhadap Repurchase Intention. Secara simultan, ketiga variabel bebas tersebut
berpengaruh signifikan terhadap Repurchase Intention pelanggan VOC. Nilai
koefisien determinasi (R?) sebesar 0,639 menunjukkan bahwa 63,9% variasi
Repurchase Intention dapat dijelaskan oleh Customer Experience, Electronic Word of
Mouth, dan Perceived Value, sedangkan 36,1% sisanya dipengaruhi oleh variabel lain
di luar penelitian ini, seperti kepuasan pelanggan, kepercayaan merek, dan kualitas
pelayanan.,

Berdasarkan hasil penclitian ini, manajemen VOC disarankan untuk lebih
mengoptimalkan Electronic Word of Mouth dengan mendorong pelanggan
memberikan ulasan positif di media sosial, serta meningkatkan Perceived Value
melalui kualitas produk, kenyamanan tempat, dan pelayanan yang prima agar mampu
memperkuat loyalitas pelanggan dan meningkatkan pembelian ulang.
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SUMMARY

The increasing number of coffee shops in Surabaya, which creates intense
competition among businesses. This condition requires coffee shops to focus not only
on product quality but also on creating positive customer experiences, optimizing
digital interactions through Electronic Word of Mouth, and strengthening customers '
perceived value to maintain loyalty and encourage repurchase behavior:

This study employs a quantitative research method with a causal associative
approach. Primary data were collected through questionnaires distributed to 100
respondents, who are customers of VOC. Data were analyzed using multiple linear
regression analysis assisted by SPSS version 25, including validity and reliability
tests, classical assumption tests, t-test, F-test, and coefficient of determination (R?).

The results indicate that, partially, Customer Experience has no significant
effect on Repurchase Intention, while Electronic Word of Mouth and Perceived Value
have positive and significant effects. Simultaneously, all three variables significantly
influence Repurchase Intention. The coefficient of determination (R?) value of 0.639
shows that 63.9% of Repurchase Intention can be explained by Customer Experience,
Electronic Word of Mouth, and Perceived Value, while the remaining 36.1% is

influenced by other factors not examined in this study, such as customer satisfaction,
brand trust, and service quality.

Based on the findings, VOC management is advised to enhance positive
Electronic Word of Mouth by encouraging customer reviews on social media, and to
improve Perceived Value through product quality, comfortable ambience, and
excellent service to strengthen customer loyalty and stimulate repurchase intention.

e
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ABSTRAK

Penclitian ini bertujuan untuk menganalisis pengaruh Customer Fxperience,
Electronic Word of Mouth, dan Perceived Value terhadap Repurchase Intention pada
pelanggan VOC (Vereenigde Opak Coffee) di J1. Opak Darmo, Surabaya. Fenomena
penelitian ini dilatar belakangi oleh meningkatnya persaingan antar kedai kopi di
Surabaya, yang menuntut sctiap pelaku usaha untuk memahami perilaku konsumen
scrta faktor-faktor yang mendorong niat beli ulang.

Penclitian ini menggunakan metode kuantitatif dengan pendekatan asosiatif
kausal. Data primer diperoleh melalui penyebaran kuesioner kepada 100 responden
yang merupakan pelanggan VOC. Analisis data dilakukan menggunakan analisis
regresi linier berganda dengan bantuan perangkat lunak SPSS versi 25. Uji yang
digunakan meliputi uji validitas, reliabilitas, uji asumsi klasik, uji t, uji F, serta
koefisien determinasi (R?).

Hasil penelitian menunjukkan bahwa sccara parsial, variabel Customer
Experience tidak berpengaruh signifikan terhadap Repurchase Intention, sedangkan
Electronic Word of Mouth dan Perceived Value berpengaruh positif dan signifikan
terhadap Repurchase Intention. Secara simultan, ketiga variabel independen terscbut
berpengaruh signifikan terhadap Repurchase Intention pelanggan VOC. Nilai
koefisien determinasi (R?) sebesar 0,639 menunjukkan bahwa 63,9% varasi
Repurchase Intention dapat dijelaskan oleh Customer Experience, Electronic Word of
Mouth, dan Perceived Value, sedangkan 36,1% sisanya dipengaruhi oleh variabel lain
di luar penelitian ini, seperti kepuasan pelanggan, kepercayaan merek, dan kualitas
pelayanan.

Kata kunci: Customer Experience, Electronic Word of Mouth, Perceived Value,
Repurchase Intention, VOC (Vereenigde Opak Coffee)
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ABSTRACT

This study aims to analyze the influence of Customer Experience, Electronic
Word of Mouth, and Perceived Value on Repurchase Intention among customers of
VOC (Vercenigde Opak Coffee) located on JI. Opak Darmo, Surabaya. The
background of this research arises from the increasing competition among coffee
shops in Surabaya, which requires business owners to better understand consumer
behavior and the factors that drive repurchase intentions.

This research employs a quantitative method with a causal associative
approach. Primary data were collected through questionnaires distributed to 100
respondents who are customers of VOC. Data analysis was carried out using multiple
linear regression analysis with the assistance of SPSS version 25. The tests conducted
include validity and reliability tests, classical assumption fests, t-test, F-test, and
coefficient of determination (R3).

The results show that Customer Experience has no significant effect on
Repurchase Intention, while Electronic Word of Mouth and Perceived Value have a
positive and significant effect on Repurchase Intention. Simultaneously, the three
independent variables significantly influence Repurchase Intention. The coefficient of
determination (R?) value of 0.639 indicates that 63.9% of Repurchase Intention is
explained by Customer Experience, Electronic Word of Mouth, and Perceived Value,
while the remaining 36.1% is influenced by other variables not examined in this study,
such as customer satisfaction, brand trust, and service quality.

Keywords: Customer Experience, Electronic Word of Mouth, Perceived Value,
Repurchase Intention, VOC (Vereenigde Opak Coffee)
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