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ABSTRAKSI 

 

 Penelitian ini yaitu di Café Kangen Ngopi, dengan responden sebanyak 

125 orang. Dan analisis data menggunakan teknik sem-amos. 

 Hasil kesimpulan bahwa Customer Perceived Value berpengaruh positif 

dan signifikan terhadap Customer Satisfaction. Experience Quality berpengaruh 

positif dan tidak signifikan terhadap Customer Satisfaction. Service Quality 

berpengaruh positif dan signifikan terhadap Customer Satisfaction.  Customer 

Perceived Value berpengaruh positif dan signifikan terhadap behavioral intention. 

Experience Quality berpengaruh positif dan tidak signifikan terhadap Customer 

Satisfaction. Service Quality berpengaruh positif dan signifikan terhadap 

Behavioral Intention.  Customer Satisfaction berpengaruh positif dan signifikan 

terhadap Behavioral Intention. Customer Satisfaction bisa menjadi mediasi antara 

customer perceived value terhadap behavioral intention. Experience quality 

berpengaruh positif terhadap behavioral intention melalui kepuasan. Service 

quality berpengaruh positif terhadap behavioral intention melalui customer 

satisfaction. 

 

 

Kata Kunci : Customer Perceived Value , Customer Satisfaction, Experience 

Quality, Service Quality , behavioral intention 
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ABSTRACT 

 This research is at Café Kangen Ngopi, and samples were taken as 

many as 125 respondents. Data analysis using Sem-Amos technique. 

 The conclusion is that Customer Perceived Value has a positive and 

significant effect on Customer Satisfaction. Experience Quality has a positive and 

insignificant effect on Customer Satisfaction. Service Quality has a positive and 

significant effect on Customer Satisfaction. Customer Perceived Value has a 

positive and significant effect on behavioral intention.Experience Quality has a 

positive and insignificant effect on Customer Satisfaction. Service Quality has a 

positive and significant effect on Behavioral Intention. Customer Satisfaction has 

a positive and significant effect on Behavioral Intention. Customer Satisfaction 

can be a mediation between customer perceived value and behavioral intention. 

Experience quality has a positive effect on behavioral intention through 

satisfaction. Service quality has a positive effect on behavioral intention through 

customer satisfaction. 

 

 

 

Keyword : Customer Perceived Value , Customer Satisfaction, Experience 
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