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ABSTRAK 

Christianingrum (2211152). “Model Loyalitas Dalam Pemanfaatan Teknologi 

Melalui Penciptaan Memorable Experiential Reality Tech” Dibawah bimbingan 

Prof. Dr. Ratih Hurriyati, M.P., Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M. dan Dr. 

Heny Hendrayati, S.IP.,M.M. 

 

Penelitian ini mendalami penerapan teknologi digital di industri ritel, khususnya 

dalam membangun loyalitas pelanggan melalui pendekatan berbasis pengalaman. 

Penelitian ini bertujuan untuk memverifikasi variabel yang berpengaruh terhadap 

loyalitas dalam pemanfaatan teknologi melalui penciptaan memorable experiential 

reality tech. Pendekatan penelitian menggunakan metode kuantitatif, dengan 

populasi penelitian mencakup pengguna aplikasi IKEA di Indonesia. Sampel 

diambil menggunakan rumus power analysis dan menghasilkan 400 responden 

yang pernah menggunakan aplikasi IKEA Indonesia. Pengumpulan data dilakukan 

melalui penyebaran kuesioner, pengujian hipotesis dilakukan menggunakan SEM 

AMOS. Hasil penelitian menunjukkan bahwa sensory engagement, experiential 

providers technology, dan memorable experiential reality tech secara simultan dan 

parsial memengaruhi loyalitas dalam pemanfaatan teknologi. Memorable 

experiential reality tech terbukti menjadi mediator yang signifikan antara sensory 

engagement dan loyalitas. Tingkat loyalitas pengguna aplikasi IKEA di Indonesia 

tergolong tinggi, terutama dalam dimensi persepsi nilai dan rekomendasi, 

sementara dimensi komitmen relatif lebih rendah namun tetap dalam kategori 

tinggi. Hal ini menunjukkan pentingnya persepsi nilai dan rekomendasi sebagai 

penentu loyalitas, yang di dorong oleh pengalaman multisensorial, relevansi, dan 

makna dari interaksi teknologi. Implikasi dari penelitian ini menunjukkan bahwa 

perusahaan perlu fokus pada peningkatan pengalaman berkesan berbasis teknologi 

untuk meningkatkan loyalitas. Saran untuk penelitian mendatang meliputi 

penerapan model ini pada sektor lain, seperti perbankan atau pendidikan, guna 

memperluas pemahaman terkait loyalitas teknologi di berbagai industri. Penelitian 

selanjutnya juga dapat mengeksplorasi variabel tambahan, seperti customer 

engagement atau brand trust, sebagai moderator atau mediator yang berpotensi 

memengaruhi hubungan antar variabel utama. 

 

Kata Kunci: sensory engagement, experiential providers technology, memorable 

experiential reality tech, loyalitas, ritel 



 

ABSTRACT 

Christianingrum (2211152). "A Model of Loyalty in the Use of Technology 

Through the Creation of Memorable Experiential Reality Tech," supervised by 

Prof. Dr. Ratih Hurriyati, M.P., Dr. Lili Adi Wibowo, S.Pd., S.Sos., M.M., and Dr. 

Heny Hendrayati, S.IP., M.M. 

This research explores the application of digital technology in the retail industry, 

particularly in building customer loyalty through an experiential approach. This 

research aims to verify the variables that influence loyalty in the use of technology 

through the creation of memorable experiential reality tech. The research approach 

uses quantitative methods, with the research population covering IKEA application 

users in Indonesia. The sample was taken using the power analysis formula and 

resulted in 400 respondents who had used the IKEA Indonesia application. Data 

collection was carried out through distributing questionnaires, hypothesis testing 

was carried out using SEM AMOS. The results showed that sensory engagement, 

experiential providers technology, and memorable experiential reality tech 

simultaneously and partially influenced loyalty in technology utilization. 

Memorable experiential reality tech proved to be a significant mediator between 

sensory engagement and loyalty. The loyalty level of IKEA app users in Indonesia 

is high, especially in the perceived value and recommendation dimensions, while 

the commitment dimension is relatively lower but still in the high category. This 

shows the importance of perceived value and recommendation as determinants of 

loyalty, which is driven by the multisensorial experience, relevance, and meaning 

of technological interaction. The implications of this study suggest that companies 

need to focus on enhancing technology-based memorable experiences to increase 

loyalty. Suggestions for future research include applying this model to other 

sectors, such as banking or education, to broaden the understanding of technology 

loyalty across industries. Future research could also explore additional variables, 

such as customer engagement or brand trust, as moderators or mediators that could 

potentially influence the relationship between the main variables. 

Keywords: sensory engagement, experience provider technology, memorable 

experience reality technology, loyalty, retail 
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