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ANALISIS PENGARUH SHOPPING VALUE TERHADAP
SATISFACTION DAN IMPLIKASINYA TERHADAP
REPATRONAGE INTENTION: TELAAH PADA MATAHARI

DEPARTMENT STORE

Diva Imtiyaaz

ABSTRAK

Perkembangan industri ritel konvensional di Indonesia menghadapi tantangan
signifikan akibat pesatnya pertumbuhan e-commerce, termasuk pada Matahari
Department Store yang mengubah perilaku belanja konsumen. Meskipun Matahari
memiliki brand awareness yang tinggi, penurunan minat pembelian ulang atau
repatronage intention menunjukkan adanya kesenjangan antara ekspektasi
konsumen dan pengalaman belanja yang diberikan. Penelitian ini bertujuan untuk
menganalisis pengaruh tiga dimensi shopping value, yaitu utilitarian shopping
value, hedonic shopping value, dan social shopping value terhadap kepuasan
konsumen, serta bagaimana kepuasan tersebut mempengaruhi niat pembelian
kembali konsumen di Matahari Department Store. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode Structural Equation Modeling (SEM) untuk
menganalisis data yang diperoleh dari 250 responden yang pernah berbelanja di
Matahari Department Store di wilayah Jabodetabek. Hasil penelitian menunjukkan
bahwa ketiga dimensi shopping value memiliki pengaruh positif yang signifikan
terhadap kepuasan konsumen, dengan social shopping value memberikan pengaruh
terbesar. Selain itu, satisfaction terbukti berpengaruh positif terhadap repatronage
intention (nilai Beta (B) = 0,304, T-value = 6,887, dan P-value = 0,000). Temuan
ini memberikan kontribusi penting dalam pengembangan literatur mengenai
shopping value dan memberikan implikasi praktis bagi manajemen Matahari
Department Store untuk meningkatkan pengalaman berbelanja yang lebih bernilai
secara fungsional, emosional, dan sosial guna meningkatkan satisfaction dan
repatronage intention, di tengah persaingan yang semakin ketat dengan platform
digital.

Kata kunci: Utilitarian Shopping Value, Hedonic Shopping Value, Social
Shopping Value, Satisfaction, Repurchase intention.



ANALYSIS OF THE EFFECT OF SHOPPING VALUE ON
SATISFACTION AND ITS IMPLICATIONS ON REPATRONAGE

INTENTION: A STUDY OF MATAHARI DEPARTMENT STORE

Diva Imtiyaaz

ABSTRACT

The development of the conventional retail industry in Indonesia faces significant
challenges due to the rapid growth of e-commerce, including at Matahari
Department Store, which has changed consumer shopping behavior. Although
Matahari has high brand awareness, the decline in repatronage intention indicates
a gap between consumer expectations and the shopping experience provided. This
study aims to analyze the influence of three dimensions of shopping value, namely
utilitarian shopping value, hedonic shopping value, and social shopping value, on
consumer satisfaction, as well as how this satisfaction affects consumers’
repatronage intention at Matahari Department Store. This study uses a quantitative
approach with the Structural Equation Modeling (SEM) method to analyze data
obtained from 250 respondents who have shopped at Matahari Department Store
in the Greater Jakarta area. The results show that all three dimensions of shopping
value have a significant positive influence on consumer satisfaction, with social
shopping value having the greatest influence. In addition, consumer satisfaction has
a positive effect on repatronage intention (Beta (p) value = 0.304, T-value = 6.887,
and P-value = 0.000). These findings contribute significantly to the development of
literature on shopping value and provide practical implications for Matahari
Department Store management to enhance the shopping experience in functional,
emotional, and social terms to increase customer loyalty and repatronage interest
amid increasingly fierce competition with digital platforms.

Keywords: Utilitarian Shopping Value, Hedonic Shopping Value, Social Shopping
Value, Satisfaction, Repurchase intention.
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