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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh 

perceived service quality dan perceived service environment 

terhadap re-purchase intentions melalui emotional satisfaction dan 
product perception. Dalam penelitian ini, keenam variabel tersebut 

dianalisis menggunakan analisis SEM LISREL 8.80.  Obyek 

penelitian ini adalah Optik Seis Tunjungan Plaza Surabaya. Jumlah 

sampel yang digunakan dalam penelitian sebanyak 150 responden 
dengan teknik purposive sampling. Hasil penelitian menunjukkan 

bahwa model yang dibangun dapat memprediksi pembelian ulang 

konsumen secara terperinci hasil menjelaskan pada pengujian 
hipotesis pertama, perceived service quality berpengaruh positif 

terhadap emotional satisfaction, hipotesis kedua yaitu perceived 

service environment berpengaruh positif terhadap emotional 

satisfaction, dan hipotesis ketiga dan keempat, emotional satisfaction 
berpengaruh positif terhadap product perception dan re-purchase 

intentions. Dan terakhir, hipotesis lima menunjukkan product 

perception berpengaruh positif terhadap re-purchase intentions. 
 

Kata Kunci: Perceived Service Quality, Perceived Service 

Environment, Emotional Satisfaction, Product 
Perceptions, dan Re-purchase Intentions. 
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ABSTRACT 

 
The aims of this research are to identify the impact of 

perceived service quality and perceived service environment on 

repurchase intentions through emotional satisfactions and product 
perceptions. In this research, six variables were analyzed use SEM 

LISREL 8.80. The object of this research is Optik Seis Tunjungan 

Plaza Surabaya.Total sample used were 150 respondents with 

purposive sampling. The results showed that the model built to 
predict re-purchase intentions is accepted explanation of 

relationship among variables in detail are first, perceived service 

quality has positive effect on emotional satisfaction, second 
perceived service environment has positive effect on emotional 

satisfaction, and third hypothesis and four hypothesis, emotional 

satisfaction has positive effect on product perception and re-puchase 

intentions. And the last, five hypothesis show that product perception 
has positive effect on re-purchase intentions. 

 

Keywords: Perceived Service Quality, Perceived Service 
Environment, Emotional Satisfaction, Product 

Perception, and Re-purchase Intentions. 

 


