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ABSTRAKSI 

 
PENGARUH PENGALAMAN KONSUMEN, PERSEPSI NILAI DAN 

KUALITAS LAYANAN TERHADAP MINAT BELI ULANG YANG 

DIMEDIASI OLEH KEPUASAN KONSUMEN DI CAFE 

BROTHERHOOD PATI 

 

GUNTUR SUDRAJAD 

NIM. 2017-11-363 

 
Dosen Pembimbing : 1. Dr. Supriyono,. S.E,. M.M 

  2. Gilang Puspita Rini, SE, M.M. 

 

 

UNIVERSITAS MURIA KUDUS 

FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN 

 
Penelitian ini memiliki tujuan untuk menganalisis pengaruh pengalaman 

konsumen, persepsi nilai dan kualitas layanan terhadap minat beli ulang yang 

dimediasi oleh kepuasan konsumen di Cahe Brotherhood Pati. Penelitian ini 

menggunakan satu variabel endogen, yaitu minat beli ulang dan variabel 

intervening yaitu kepuasan konsumen, serta tiga variabel eksogen, yaitu 

pengalaman konsumen, persepsi nilai dan kualitas layanan. Pada penelitian ini 

pengumpulan data menggunakan metode kuesioner. Sedangkan sampel penelitian 

dalam penelitian sebesar 125 responden dengan teknik purposive sampling. 
Analisis data yang digunakan (SEM) Structual Equatuion Modeling yang di 

operasikan melalui program AMOS. Hasil penelitian menunjukkan bahwa 

pengalaman konsumen, persepsi nilai dan kualitas layanan berpengaruh positif 

dan signifikan terhadap minat beli ulang dimediasi oleh kepuasan konsumen di 

Café Brotherhood Pati 
 

 

Kata kunci: pengalaman konsumen, persepsi nilai, kualitas layanan, minat 

beli ulang, kepuasan konsumen 
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ABSTRACT 

 

THE EFFECT OF CONSUMER EXPERIENCE, PERCEPTION OF VALUE 

AND SERVICE QUALITY ON REPURCHASING INTEREST MEDIATED 

BY CUSTOMER SATISFACTION AT CAFE BROTHERHOOD PATI 

 

GUNTUR SUDRAJAD 

NIM. 2017-11-363 

 
Dosen Pembimbing : 1. Dr. Supriyono,. S.E,. M.M 

  2. Gilang Puspita Rini, SE, M.M 

 

UNIVERSITAS MURIA KUDUS 

FACULTY OF ECONOMICS AND AND BUSINESS STUDY PROGRAM  

OF MANAGEMENT 

 

This study aims to analyze the effect of consumer experience, perceived 

value and service quality on repurchase intention mediated by consumer 

satisfaction at Cahe Brotherhood Pati. This study uses two endogenous variables, 

namely repurchase interest and intervening variable is consumer satisfaction, as 

well as three exogenous variables, namely consumer experience, perceived value 

and service quality. In this study data collection using a questionnaire method. 

While the research sample in this study amounted to 125 respondents with 

purposive sampling technique. 

Analysis of the data used (SEM) Structural Equatuion Modeling which is 

operated through the AMOS program. The results showed that consumer 

experience, perceived value and service quality had a positive and significant 

effect on repurchase intention mediated by consumer satisfaction at Café 

Brotherhood Pati. 

 

 

Keywords: consumer experience, perceived value, service quality, repurchase 

intention, consumer satisfaction 
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