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ABSTRAKSI 
 

Penelitian ini bertujuan untuk menganalisis faktor-faktor yang mempengaruhi 
repurchase intention pada layanan GoFood dengan menggunakan statisfying 
experience sebagai variabel moderasi. Penelitian ini melibatkan 219 responden 
pengguna GoFood di Indonesia melalui survei menggunakan kuisioner. Data 
penelitian dianalisis menggunakan PLS-SEM (Partial Least Square-Structural 
Equation Modelling) dengan software SmartPLS. Model penelitian ini menerapkan 
analisis jalur untuk menguji pengaruh antar variabel. Terdapat 7 variabel laten yang 
diuji dalam penelitian ini, yang mana terdiri dari faktor stimulus marketing (app 
incentives, contextual offering dan ease of payment), perceived value, impulsiveness 
serta repurchase intention sebagai variabel endogen dan satisfying experience sebagai 
variabel moderasi. Hasil penelitian menunjukkan bahwa perceived value secara positif 
signifikan dipengaruhi oleh faktor stimulus pemasaran berupa app incentives dan 
contextual offering. Sementara itu, perceived value juga secara positif signifikan 
mempengaruhi impulsiveness pelanggan GoFood yang mendorong mereka untuk 
melakukan repurchase intention. Namun, satisfying experience sebagai variabel 
moderasi tidak terbukti memperkuat pengaruh impulsiveness terhadap repurchase 
intention pelanggan GoFood. Penelitian ini memiliki implikasi penting dalam 
mengembangkan manajemen pemasaran pada perusahaan Gojek dengan fokus utama 
pada layanan GoFood. Hasil dari penelitian ini dapat menjadi bahan evaluasi penting 
bagi para pemasar di perusahaan Gojek, terutama untuk fokus pada peningkatan 
repurchase intention para pengguna layanan GoFood. 

 
Kata kunci: Repurchase intention,  App Incentives, Contextual  Offering, Ease  of 
Payment, Perceived Value, Satisfying Experience, Impulsiveness. 
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ABSTRACT 
 

This study aims to analyze the factors that influence repurchase intention on 
GoFood using satisfying experience as moderating variable. This study involved 219 
respondents from GoFood in Indonesia through a survey using a questionnaire 
technique. Research data were analyzed using PLS-SEM (Partial Least Square- 
Structural Equation Modeling). The research model applied is path analysis by 
examining the effect between 7 latent variables, which consist of marketing stimulus 
factors (app incentives, contextual of offering and ease of payment), perceived value, 
impulsiveness. In this study, repurchase intention acts as endogenous variables and 
satisfying experience as moderating variables. The results show that perceived value 
significantly positive was influenced by marketing stimulus factors in the form of app 
incentives and contextual of offering. Meanwhile, perceived value also significantly 
positive affects the impulsiveness of GoFood customers which encourages their 
repurchase intention. However, satisfying experience as a moderating variable has not 
been proven to strengthen the effect of impulsiveness on the repurchase intention of 
GoFood customers. This research has important implications for developing 
marketing management in Gojek company with the main focus on GoFood services. 
The results of this study also can be an important evaluation material for marketers in 
Gojek company, especially to increase repurchase intentions of GoFood service 
customers. 

 
Keywords: Repurchase intention, App Incentives, Contextual Offering, Ease of 
Payment, Perceived Value, Satisfying Experience, Impulsiveness. 
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