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ABSTRAK 

Skripsi: “Pengaruh Online Innovation, Customer Experience dan Customer 

Sataisfaction Terhadap Repurchase intention (Studi Pada User Aplikasi Tomoro 

Coffee di Area Madiun Raya) ”; Yaza Azizah, NIM 2141551, Program Studi 

Manajemen, Fakultas Ekonomi Universitas Muhammadiyah Ponorogo. 

Perkembangan teknologi digital yang pesat secara signifikan mengubah 

perilaku konsumen, termasuk pada industri makanan dan minuman. Salah satu 

perubahan utama adalah penggunaan aplikasi digital untuk meningkatkan 

pengalaman pelanggan. Penelitian ini bertujuan untuk menganalisis pengaruh 

online innovation, customer experience, dan customer satisfaction terhadap 

repurchase intention pada user aplikasi Tomoro Coffee di Area Madiun Raya. 

Penelitian ini menggunakan metode kuantitatif dengan pendekatan Partial Least 

Squares–Structural Equation Modeling (PLS-SEM). Penelitian ini melibatkan 111 

responden, yang merupakan pengguna aktif aplikasi Tomoro Coffee dan telah 

melakukan transaksi pembelian. Data dikumpulkan menggunakan kuesioner skala 

likert dan dianalisis menggunakan SmartPLS 4.1. Hasil penelitian menunjukkan 

bahwa online innovation, Customer experience, dan customer satisfaction  

memiliki efek positif dan signifikan terhadap niat repurchase intention. Studi ini 

memberikan implikasi praktis bagi manajemen Tomoro Coffee untuk terus 

meningkatkan inovasi layanan berbasis teknologi dengan mempertahankan 

kepuasan dan pengalaman pelanggan guna memastikan keberlanjutan bisnis di era 

digital. 

Kata Kunci : Online Innovation, Customer Experience, Customer Satisfaction, 

Repurchase Intention, Tomoro Coffee 
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ABSTRACT 

Thesis: “The Influence of Online Innovation, Customer Experience, And Customer 

Satisfaction on Repurchase Intention (A Study on users of the Tomoro Coffee App 

in the Madiun Raya Area)”; Yaza Azizah, NIM 21415513, Management Study, 

Faculty of Economics, Muhammadiyah Ponorogo University. 

The rapid development of digital technology has significantly transformed 

consumer behavior, including in the food and beverage industry. One of the key 

transformations is the use of digital applications to enhance customer experiences. 

This study aims to analyze the effect of online innovation, customer experience, 

and customer satisfaction on repurchase intention among users of the Tomoro 

Coffee application in the Madiun Raya area. This research employs a quantitative 

method with a Partial Least Squares–Structural Equation Modeling (PLS-SEM) 

approach. The study involved 111 respondents, who are active users of the Tomoro 

Coffee application and have made purchase transactions. Data were collected using 

a Likert-scale questionnaire and analyzed with SmartPLS 4.1. The findings reveal 

that online innovation, Customer experience, and customer satisfaction has a 

positive and significant effect on repurchase intention. This study provides practical 

implications for Tomoro Coffee management to continuously improve technology-

based service innovation while maintaining customer satisfaction and experience to 

ensure business sustainability in the digital era. 

Keywords: Online Innovation; Customer Experience; Customer Satisfaction; 

Repurchase Intention; Tomoro Coffee 
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