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PENGARUH HEDONIC SHOPPING VALUE TERHADAP 

LOYALTY DAN REPARTRONAGE INTENTIONS MELALUI 

CUSTOMER SATISFACTION PADA HYPERMART ROYAL 

PLAZA SURABAYA 

 

ABSTRAK 

Pertumbuhan penjualan bisnis ritel di Indonesia yang mengalami 

penurunan merupakan suatu fenomena yang banyak melanda Para peritel 

untuk membuat suatu cara agar konsumen merasa nyaman saat berbelanja 

di dalam toko. Penelitian ini bertujuan untuk menguji pengaruh Hedonic 

Shopping Value terhadap Loyalty dan Repatronage Intentions melalui 

Customer Satisfaction pada Hypermart Royal Plaza Surabaya. Sampel 

yang digunakan 100 responden. Memakai teknik Non probability 

sampling. Penelitian ini menggunakan teknik analisis Regresi Linear 

Berganda dengan bantuan program LISREL 8.70. 

Hasil penelitian menunjukkan bahwa terdapat pengaruh positif 

antara Entertainment terhadap Customer Satisfaction, Exploration 

terhadap Customer Satisfaction, Gratification terhadap Customer 

Satisfaction, Social terhadap Customer Satisfaction, Status terhadap 

Customer Satisfaction, Idea terhadap Customer Satisfaction, Value 

terhadap Customer Satisfaction, Customer Satisfaction terhadap Loyalty, 

dan Customer Satisfaction terhadap Repatronage Intentions. 

Kata Kunci :  Entertainment, Exploration, Gratification, Social, 

Status, Idea, Value, Customer Satisfaction, Loyalty, 

Repatronage Intentions 
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EFFECT OF HEDONIC SHOPPING VALUE ON LOYALTY AND 

REPARTRONAGE INTENTIONS THROUGH CUSTOMER 

SATISFACTION ON HYPERMART ROYAL PLAZA 

SURABAYA 

 

ABSTRACT 

 The growth of retail business sales in Indonesia is decreasing 

is a phenomenon that many hit The retailers to make a way for consumers 

to feel comfortable when shopping in the store. This study aims to 

examine the effect of Hedonic Shopping Value on Loyalty and 

Repatronage Intentions through Customer Satisfaction at Hypermart 

Royal Plaza Surabaya. The sample used as many 100 respondents. Using 

Non probability sampling technique. This research uses Multiple Linear 

Regression analysis technique with the help of LISREL 8.70 program. 

 The result of research shows that there is positive influence 

between Entertainment to Customer Satisfaction, Exploration to 

Customer Satisfaction, Gratification to Customer Satisfaction, Social to 

Customer Satisfaction, Status to Customer Satisfaction, Idea to Customer 

Satisfaction, Value to Customer Satisfaction, Customer Satisfaction to 

Loyalty, and Customer Satisfaction against Repatronage Intentions. 

 

Keywords :  Entertainment, Exploration, Gratification, Social, 

Status, Idea, Value, Customer Satisfaction, Loyalty, 

Repatronage Intentions 

 


