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ABSTRAK 

Penelitian ini bertujuan untuk menguji pengaruh nilai utilitarian dan 

pengalaman pelanggan terhadap niat membeli kembali, untuk menguji niat 

membeli kembali mempengaruhi nilai utilitarian dan pengalaman pelanggan pada 

pelanggan fashion brand lokal Rucas. Dengan pendekatan explanatory research dan 

metode kuantitatif, data diperoleh dari 250 responden melalui kuesioner online. 

Hasil analisis menunjukkan bahwa hanya pengalaman pelanggan yang memiliki 

pengaruh positif dan signifikan terhadap niat membeli ulang, sementara nilai 

utilitarian tidak menunjukkan pengaruh signifikan. Penelitian ini menekankan 

pentingnya pengalaman pelanggan dalam membangun loyalitas dibandingkan nilai 

fungsional semata. 

 

Kata kunci: Nilai Utilitarian, Pengalaman Pelanggan, Niat Membeli Kembali 
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ABSTRACT 

This research aims to test the influence of utilitarian value and customer 

experience on repurchase intention, to examine whether repurchase intention 

affects utilitarian value and customer experience among customers of the local 

fashion brand Rucas. With an explanatory research approach and quantitative 

methods, data was collected from 250 respondents through an online questionnaire. 

The analysis results indicate that only Customer Experience has a positive and 

significant impact on Repurchase Intention, while Utilitarian Value does not show 

a significant effect. This study emphasizes the importance of customer experience 

in building loyalty compared to merely functional value. 

 

Keywords— Utilitarian Value, Customer Experience, Repurchase Intention 
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