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ABSTRAK 

 

Mengingat kemajuan teknologi yang terus berjalan, kini beberapa teknologi sudah 

mulai digunakan untuk memfasilitasi toko ritel, terutama saluran online oleh 

industri dan pelanggan. Penelitian yang berfokus pada nilai yang dirasakan 

pelanggan dari saluran online pengecer multi-saluran. Penelitian ini meningkatkan 

pemahaman bagaimana persepsi pelanggan tentang nilai dapat mempengaruhi 

kepuasan pada saluran online dan dapat menimbulkan loyalitas pada saluran online. 

Penelitian ini menggunakan replikasi penelitian karya Carlson et al., (2015). 

Sampel yang digunakan sebanyak 150 responden dengan teknik pengambilan 

sampel purposive sampling dan menggunakan teknik analisis SEM dengan bantuan 

program LISREL 8.70. Hasil penelitian menunjukkan bahwa service performance 

value dan brand integration value memiliki pengaruh positif terhadap perceived 

online channel value. Kemudian perceived online channel value memiliki pengaruh 

yang positif terhadap online channel loyalty intention. Sedangkan emotional value, 

monetary value, dan convenience value tidak memiliki pengaruh yang signifikan 

terhadap perceived online channel value. 

 
Kata Kunci: service performance value, emotional value, monetary value, brand 

integration value, convenience value, perceived online channel value, dan online 

channel loyalty intention. 
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ABSTRACT 

 

Given the continuing technological progress, now some technology has begun to be 

used to facilitate retail stores, especially online channels by industry and customers. 

Research that focuses on the perceived value of customers from multi- channel 

retailer online channels. This research improves understanding of how customer 

perceptions about value can affect satisfaction with online channels and can lead 

to loyalty to online channels. This research use a reaplication model from Carlson 

et al., (2015). The sample used was 150 respondents with a purposive sampling 

technique and using SEM analysis techniques with the help of the LISREL 

8.70 program. The results showed that service performance value and brand 

integration value had a positive influence on perceived online channel value. Then 

the perceived online channel value has a positive influence on online channel 

loyalty intention. Whereas emotional value, monetary value, and convenience value 

do not have a significant effect on perceived online channel value. 

 
Keywords: service performance value, emotional value, monetary value, brand 

integration value, convenience value, perceived online channel value, dan online 

channel loyalty intention. 
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