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Abstract - Customer experience is the conclusion of interaction and perception that customers have towards a brand, 

product or service during the entire cycle of their relationship with a company. The aim of this research is to analyze 

the influence of customer experience on revisit intention, and find out how the five dimensions of customer experience 

influence revisit intention. This research is a type of quantitative research. The research method used is a survey 

method. The sampling technique used is nonprobability sampling with a purposive sampling method. The data analysis 

technique used is multiple linear regression analysis. Data collection was carried out by distributing questionnaires to 

162 consumers who knew they had made more than one purchase at Classical Mochi, Greenlake, Tangerang. From 

the results of this research, customer experience has a significant influence on revisit intention at Classical Mochi. The 

results of calculating the coefficient of determination (R2) can show the magnitude of the influence of the variable. The 

R Square value of 0.608 indicates that around 60.8% of revisit intention is influenced by customer experience which 

includes the five dimensions of sense, feel, think, act and relate while the remaining 39.2% is influenced by factors. – 

other factors that are not included in this researched. 
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INTRODUCTION  

Tangerang City has many tourist attractions that can be visited, therefore not a few Tangerang 

residents prefer to look for tourism, both tourist attractions and culinary tourism that are closer for their 

convenience. The population of Tangerang City has increased compared to 2017, which was 45,413. Along 

with the increasing population, the population density has also increased. With the data used in 2019, of 

course the population living in Tangerang is now much more, Tangerang residents can be a special target 

for developing tourism in the Tangerang area and its surroundings. 

The more culinary businesses that are running, the more people are interested in visiting the 

Greenlake area to do culinary tourism while enjoying their time to relax and visit places that have aesthetic 

value, and competition can certainly occur because basically every business has competitors both directly 

and indirectly. There are many strategies that can be used to overcome this, but of course the most important 

thing when having a company is actually thinking about consumers first, there can be many competitors 

but if we can make consumers remain loyal to the products that a company offers. Based on the results of 

the Focus Group Discussion of the Culinary sub-sector by the Ministry of Tourism and Creative Economy 

in May-June 2014, it was concluded that the definition of culinary in Indonesia's creative economy is "the 

activity of preparing, processing, serving food and beverage products, which makes elements of creativity, 

aesthetics, tradition, and/or local wisdom the most important elements in increasing the taste and value of 

the product, to attract purchasing power and provide an experience for consumers." (Sufa et al., 2020) 

The feedback obtained by Classical Mochi can be said to be good for product quality issues that 

make the sense element of the customer experience dimension quite good. The phenomenon that occurs at 

Classical Mochi is that the direct customer experience obtained by customers can be said to be ordinary, 

nothing special. There are many things that can actually be improved by Classical Mochi to increase the 

desire of new and regular customers to visit the store directly to feel the real customer experience. Not only 

limited to transactions, but customers can do culinary tours when they visit the Classical Mochi store in 

Greenlake, Tangerang. The occupancy of Classical Mochi's offline store only ranges from 25% to 45% 

while the occupancy of the online store reaches 55% to 75%. This proves that the intention to return, 

especially to the offline store, is quite low compared to offline purchases. Because the store’s facilities was 

not good enough and not aesthetic enough for customer to stick around and eating mochi that they bought 

earlier in that store.  

 

METHODS  

According to Sugiyono (2022) in Quantitative and Qualitative Research Methods, research 

planning is a structured strategy to gather information for specific purposes and benefits. The technique 

used in research is a procedure carried out by researchers to gather data in their research. The researchers 

used a quantitative approach in this research methodology. Quantitative approaches in research are 

illustrated using numerical data and analysis processes. The numerical information in this study is derived 
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from the responses recorded in the survey, which will then be processed and analyzed using SPSS software. 

By applying the quantitative research approach, it will be revealed to what extent the relevance between 

the variables being investigated, thus enabling conclusions to be drawn and suggestions to be formulated 

in the end. Data processing methods in quantitative research utilize statistics. Therefore, this research 

applies inferential statistics. Inferential statistics is a branch of statistics that focuses on interpreting and 

drawing general conclusions from existing data. The collected data will be analyzed using IBM SPSS 

Version 25 software. An here are two types of data that will be use :  

1. Primary Data 

Primary data is information obtained directly from primary or original sources, which is collected by 

researchers to answer questions identified in research, either through interviews or questionnaires 

(Sugiyono, 2017). The main data in this research includes information regarding customer experience (X) 

and revisit intention (Y), which was collected through distributing questionnaires to residents in the 

Tangerang area and its surroundings. 

2. Secondary Data 

Secondary data is data obtained by reading, studying and understanding information from various other 

media sourced from company documents. (Sugiyono, 2017). 

 

  The sample collection method, using Slovin method with 5% of err.or The calculation of the total 

quantity of the research population is n = 0.162611276 or which will be rounded up to 162. So it can be 

concluded that the sample obtained was 162 people. And in this research, the author use the Likert scale as 

a measurement tool because this scale can measure individual attitudes, opinions and perceptions towards 

certain phenomena, and because the researchers' research variables are customer experience and also 

repurchasing intention, which basically focus on attitudes and perceptions. It would be more suitable to use 

a Likert scale. Likert scale can guide the author guide author to analyze data that already collected and took 

some conclusion based on data.   

 

 
 

 

 

 

 

 

 

 

Figure 1. Percentage of Indonesian People Ate Sweet Food and Drinks 2018 

Source: Databox.com (2018) 

                                                               

Table 1. Interpretation Level 

    
                                     

 

 

 

 

                                                             

                                                                Source: Moidunny (2009)  
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Table 2. Tourist Attractions in Tangerang City 2019 

 
 

 

 

 

 

 

 

                                             

 

 

 

 

 

 

                                        Source: South Tangerang City Statistics Office (2019) 

 

Table 3. Classical Mochi Occupancy Data 2023 

 

   
                                  Source: Classical Mochi Management 2023  

 
Table 3. Best Seller Mochi Menu at Classical Mochi 2023 

                              Source: Classical Mochi Management 2023  
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Table 4. Reviews given by Classical Mochi Consumers 2023 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

RESULTS AND DISCUSSION 

Here are the results from the calculation using SPSS: 

 

Table 5. Statistic Descriptive Test of Variable X (Customer Experience) 
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                Source: Processed Data (2024) 

  
Overall, the average of all statements is 3.46, which is in the "Medium" category. This shows that 

in general, respondents have a very positive view of Classical Mochi in Greenlake, Tangerang. This high 

satisfaction reflects that various aspects of service, product quality, shopping experience, and customer 

relations offered by Classical Mochi have succeeded in meeting customer expectations and needs very well. 

However, it must be improved to ensure that consumers can come to visit Classical Mochi again. 

 

Table 6. Statistic Descriptive Test of Variable Y (Repurchase Intention) 
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Source: Processed Data (2024) 

 Based on the results of the analysis of table 4.8 which presents a descriptive statistical test for the 

Y variable, it can be seen that the average respondent's answer is at 3.40 indicating a very high level of 

satisfaction and loyalty to Classical Mochi in Greenlake, Tangerang. Of the 15 statements measured, most 

have a mean value that falls into the "Medium" category. 

 
Table 7. Validity Test of Variable X (Customer Experience) 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Processed Data (2024) 

 
 Based on the results of the validity test, with an r table value for N = 162 of 0.159, it was concluded 

that all items in the research instrument were considered valid because the calculated r value was greater 

than the r table (2-sided test with a significance level of 0.05). Apart from that, the significance value of all 

instruments is also less than 0.05. Therefore, all items in the research instrument can be used in subsequent 

analysis. 
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Table 8. Reliability Test 

No. Variabel Cronbach’s 

Alpha 

Desriptive 

1 Customer Experience (X) 0,632 Reliable 

2 Revisit Intention (Y) 0,645 Reliable 

                     Source: Processed Data (2024) 

 
The table states that all research tools show a Cronbach's Alpha coefficient value that exceeds 

0.60. This indicates that all instruments are reliable and suitable for use in this research.  

 

Table 9. Normality Test 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 

N 162 

Normal Parametersa,b Mean .0000000 

Std. Deviation 1.82349274 

Most Extreme Differences Absolute .044 

Positive .023 

Negative -.044 

Test Statistic .044 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

                     Source: Processed Data (2024) 

 

From the analysis listed in Table.9, the significance value obtained is 0.200 exceeding 0.05. Thus, 

it can be concluded that the regression model has a distribution that can be considered normal.  

 

Table 10. Correlation Test 

Correlationsb 

 Customer 

Experience (X) 

Revisit Intention (Y) 

Customer Experience (X) Pearson Correlation 1 .734** 

Sig. (2-tailed)  .000 

Revisit Intention (Y) Pearson Correlation .734** 1 

Sig. (2-tailed) .000  

**. Correlation is significant at the 0.01 level (2-tailed). 

b. Listwise N=162 

      Source: Processed Data (2024) 
 

The correlation coefficient value between Customer Experience (X) and Repeat Purchase Decision 

(Y) is 0.734. Positive correlation indicates that when one variable increases, it is likely that the other 

variable will also increase. In this case, a high correlation indicates a strong positive relationship between 

customer experience and repeat purchase decisions. 

 

Table 11. Multicolinearity Test 
Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 12.502 2.787  4.485 .000   

Sense (X1) .341 .155 .113 2.204 .029 .951 1.051 
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Feel (X2) .466 .163 .154 2.857 .005 .868 1.152 

Think (X3) 1.482 .166 .475 8.940 .000 .890 1.124 

Act (X4) .910 .142 .341 6.409 .000 .889 1.124 

Relate (X5) .525 .144 .188 3.657 .000 .950 1.053 

a. Dependent Variable: Revisit Intention (Y) 

Source: Processed Data (2024) 

 

The results from Table 11, indicate that each variable has a tolerance value that exceeds 0.10 and 

a VIF value that is less than 10. This indicates that the regression model is not affected by 

multicollinearity. 

Table 12. Heterocedasticity Test 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 3.266 1.704  1.917 .057 

Sense (X1) -.085 .095 -.073 -.903 .368 

Feel (X2) .057 .100 .048 .567 .571 

Think (X3) -.098 .101 -.081 -.965 .336 

Act (X4) -.086 .087 -.083 -.992 .323 

Relate (X5) .034 .088 .032 .391 .696 

a. Dependent Variable: Abs_RES 

          Source: Processed Data (2024) 

 

The results from this table indicate that each variable has a tolerance value that exceeds 0.10 and 

a VIF value that is less than 10. This indicates that the regression model is not affected by 

multicollinearity. 

Table 13. Double Linear Regression Analysis Test 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 12.502 2.787  4.485 .000 

Sense (X1) .341 .155 .113 2.204 .029 

Feel (X2) .466 .163 .154   2.857 .005 

Think (X3) 1.482 .166 .475 8.940 .000 

Act (X4) .910 .142 .341 6.409 .000 

Relate (X5) .525 .144 .188 3.657 .000 

a. Dependent Variable: Revisit Intention (Y) 

          Source: Processed Data (2024)  

 

The results of the multiple linear regression test are presented in this table. Based on the table 

above, the resulting regression equation is: 

Y = 12.502 + 0.341 X1 + 0.466 X2 + 1.482 X3 + 0.910 

The constant of 12.502 shows the basic value of revisit intention when all independent variables 

are zero, although in reality this value is rarely zero. The coefficient for the Sense dimension (X1) is 0.341, 

indicating that every one unit increase in the Sense dimension will increase revisit intention by 0.341 units, 

with significance at the 0.029 significance level. The Feel dimension (X2) has a coefficient of 0.466, 

indicating an increase in revisit intention of 0.466 units for every one unit increase in the Feel dimension, 

significant at the 0.005 level. 

The Think dimension (X3) has the largest coefficient, namely 1,482, indicating the strongest 

influence on repurchase intention, with every one unit increase in Think increasing revisit intention by 

1,482 units.  
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Table 14. T Test Result (1) 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 12.502 2.787  4.485 .000 

Sense (X1) .341 .155 .113 2.204 .029 

Feel (X2) .466 .163 .154 2.857 .005 

Think (X3) 1.482 .166 .475 8.940 .000 

Act (X4) .910 .142 .341 6.409 .000 

Relate (X5) .525 .144 .188 3.657 .000 

a. Dependent Variable: Revisit Intention (Y) 

       Source: Processed Data (2024) 

 

H1: Sense of customer experience influences revisit intention at Classical Mochi, Greenlake, Tangerang. 

The significance value of 0.029 <0.05 indicates that H1 is accepted. This result means that the customer 

experience dimension in the customer experience variable has a significant effect on revisit intention at 

Classical Mochi, Greenlake, Tangerang, so the first hypothesis is accepted, and H01 is rejected. 

H2: Feelings about customer experience influence revisit intention at Classical Mochi, Greenlake, 

Tangerang. 

A significance value of 0.005 < 0.05 indicates that H2 is accepted. This result means that the feel dimension 

in the customer experience variable has a significant effect on revisit intention at Classical Mochi, 

Greenlake, Tangerang, so the second hypothesis is accepted, and H02 is rejected. 

H3: Thinking about customer experience influences revisit intention at Classical Mochi, Greenlake, 

Tangerang. 

A significance value of 0.000 < 0.05 indicates that H3 is accepted. This result means that the think 

dimension in the customer experience variable has a significant effect on revisit intention at Classical 

Mochi, Greenlake, Tangerang, so the third hypothesis is accepted, and H03 is rejected. 

H4: Acts on customer experience influence revisit intention at Classical Mochi, Greenlake, Tangerang. 

A significance value of 0.000 < 0.05 indicates that H4 is accepted. This result means that the act dimension 

of the customer experience variable has a significant effect on revisit intention at Classical Mochi, 

Greenlake, Tangerang, so the fourth hypothesis is accepted, and H04 is rejected. 

H5: Relation to customer experience influences revisit intention at Classical Mochi, Greenlake Tangerang. 

A significance value of 0.000 < 0.05 indicates that H5 is accepted. This result means that the relate 

dimension of the customer experience variable has a significant effect on revisit intention at Classical 

Mochi, Greenlake, Tangerang, so the fifth hypothesis is accepted, and H05 is rejected. 

 

Table 15. T Test Result (2) 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 11.215 2.921  3.839 .000 

Customer Experience (X) .767 .056 .734 13.661 .000 

a. Dependent Variable: Revisit Intention (Y) 

Source: Processed Data (2024)  

 

H6: Overall customer experience influences revisit intention at Classical Mochi, Greenlake, Tangerang. 

A significance value of 0.000 < 0.05 indicates that H6 is accepted. These results mean that the overall 

dimensions of customer experience have a significant effect on revisit intention at Classical Mochi, 

Greenlake, Tangerang, so the sixth hypothesis is accepted, and H06 is rejected. 

 

Table 16. F Test Result 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 830.908 5 166.182 48.425 .000b 

Residual 535.345 156 3.432   
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Total 1366.253 161    

a. Dependent Variable: Revisit Intention (Y) 

b. Predictors: (Constant), Relate (X5), Feel (X2), Sense (X1), Think (X3), Act (X4) 

              Source: Processed Data (2024) 

 

Based on the ANOVA table, the F test results show that the calculated F value is 48.425 with a 

significance level (Sig.) of 0.000. Sig value. Thus, the results of this F test confirm that all the identified 

independent variables (Sense, Feel, Think, Act, and Relate) are appropriate to use to predict repurchase 

intentions together. These results support the conclusion that overall customer experience has a significant 

influence on repurchase intentions at Classical Mochi, Greenlake, West Jakarta. 

 

Table 17. Determination Coefficient Test 

 

 

 

 

 

 

 

 

 

 

                      Source: Processed Data (2024) 

  
Based on the results of the coefficient of determination test presented in Table 4.19, an R value of 

0.780 was obtained, which shows a strong correlation between the independent variables (Sense (D1), Feel 

(D2), Think (D3), Act (D4), and Relate (D5)) with the dependent variable (Revisit intention (Y)). The R 

Square value of 0.608 indicates that around 60.8% of the variation in revisit intention can be explained by 

a model that includes these five dimensions of customer experience and 39.2% comes from other factors 

not explained in this research. 

 

CONCLUSION AND DISCUSSION 

 From this research, it can be concluded that in the analysis of the influence of Customer Experience 

on Revisit intention at Classical Mochi Greenlake Tangerang, the dimensions that influence the Revisit 

intention Variable in this research consist of the Feel, Sense, Act, Think and Relate dimensions. The results 

of this research can also be concluded from the output listed, a correlation coefficient of 0.734**. This 

means that the level of strength of the relationship or correlation between the customer experience variables 

and revisit intention is 0.734 or very strong. Then for the coefficient of determination it was found that the 

value was 0.608 indicating that around 60.8% of the variation in revisit intention could be explained by a 

model that included these five dimensions of customer experience and 39.2%. 

Meanwhile, the regression coefficient for the Customer Experience variable is 0.341 for the sense 

dimension (D1), which means that for every increase (1%) there will be an increase of 0.341 units. 0.466 

for the feel dimension (D2), which means that every increase (1%) will increase by 0.466 units. 0.910 for 

the act dimension (D4), which means that every increase (1%) will increase by 0.910 units. 0.525 for the 

relate dimension (D5), which means that for every increase (1%) there will be an increase of 0.525 units. 

But it is different from the think dimension (D3) which has the largest coefficient compared to the others. 

With a value of 1,482, the think dimension (D3), which means that every increase (1%) will increase revisit 

intention by 1,482 units.  

This shows that the considerations from customers greatly influence repurchase intention. The 

regression coefficient shown is positive, so it can be said that the direction of influence of variable X with 

5 dimensions has a positive influence on variable Y. The F test results show that the calculated F value is 

48.425, with a significance level (Sig.) of 0.000. Even though the Sig. very small, even lower than 0.05, 

this still confirms that the regression model which includes all independent variables together has 

significance. Therefore, the conclusion is that the dimensions of sense, feel, think, act, and relate which are 

part of the customer experience collectively have a significant impact on repurchase intentions. 

 The author also collected suggestions from several consumers who have become regular customers 

or new customers from Classical Mochi, Greenlake, Tangerang which can be summarized as follows, 

Model Summaryb 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .780a .608 .596 1.852 

a. Predictors: (Constant), Relate (X5), Feel (X2), Sense (X1), Think 

(X3), Act (X4) 

b. Dependent Variable: Revisit Intention (Y) 
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namely to make the product more affordable because some customers complained that the prices were quite 

pricey and Classical Mochi could also create The new menu combines various new elements to improve 

the mochi sold at Classical Mochi, and the ingredients used for the mochi must also be fresh so that the 

mochi can last longer for delivery, especially to customers outside the city. Classical Mochi can also 

renovate the store with a more attractive atmosphere to improve customer experience so that 

consumers/tourists are interested in visiting Greenlake City for culinary tourism. And finally Classical 

Mochi can renovate the store into a restaurant or cafe. The store that is owned can already provide a place 

to eat mochi directly there but the experience gained is only limited to transactions, with Classical Mochi 

changing their store into a cafe by creating new and varied mochi menus that will encourage consumers to 

come not only to buy mochi but to get a stronger customer experience. 

 
REFERENCES 

Afifah, N. P., & Abrian, Y. (2021). Pengaruh Customer Experience Terhadap Repurchase  Intention Pada 

Coffe Shop V-COFFEE di Kota Padang. Jurnal Kajian Pariwisata Dan Bisnis Perhotelan, 2(2), 143-

149. 

Amelia, N., & Wulansari, N. (2024). Pengaruh Perceived Value dan Customer Satisfaction Terhadap 

Revisit Intention di Alinia Farm And Park Resort  Dharmasraya. Manajemen Pariwisata Dan 

Perhotelan, 2(2), 110–122. 

Bagasworo, W., & Hardiani, V. (2016). Pengaruh Customer Relationship Management  dan Customer 

Experience Quality Terhadap Loyalitas Pelanggan Melalui Kepuasan Pelanggan (Studi Pada 

Konsumen di Sisha Cafe Kemang). Jurnal Ekonomi, Manajemen dan Perbankan (Journal of 

Economics, Management and Banking), 2(3), 110-118. 

Becker, E. (2016). Overbooked: The exploding business of travel and tourism. Simon and Schuster. 

BPS KOTA TANGERANG SELATAN. (2016). Statistik Daerah Kota Tangerang  Selatan 2016. Bps Kota 

Tangerang Selatan, 1–68. https://tangselkota.bps.go.id/ 

Gizi, P. P., & Ruhana, A. (2023). Perbedaan Konsumsi Gula Selama Stres Akademik  antara Mahasiswi 

Gizi dengan Mahasiswi Non Gizi Angkatan 2018 Univeritas Negeri Surabaya. Jurnal Gizi Univeritas 

Negeri Surabaya, 3(3), 409–418. 

Huda, N. (2022). Wisata Kuliner: Menikmati Berbagai Jenis Makanan dan Minuman. Jakarta: Penerbit 

Kuliner Nusantara. 

Metode Penelitian Kuantitatif, Kualitatid dan R&D oleh Prof. Sugiyono 2022  

Sufa, S. A., Subiakto, H., Octavianti, M., & Kusuma, E. A. (2020). Wisata Gastronomi  Sebagai Daya Tarik 

Pengembangan Potensi Daerah Kabupaten Sidoarjo. Mediakom : Jurnal Ilmu Komunikasi, 4(1), 75–

86. https://doi.org/10.35760/mkm.2020.v4i1.2497 

Vega, N., & Abrian, Y. (2024). Pengaruh Customer Experience Dan Trust Terhadap  Repurchase Intention 

Di Daima Hotel Padang. 2(2). 

Wahyuni, N., Anggraini, N., Jodi, I. W., & Ekonomi dan Bisnis Universitas Mahasaraswati Denpasar, F. 

(2023). Pengaruh Customer Experience, Product Quality  Dan Servicescape Terhadap Repurchase 

Intention Pada Toko Jegeg Bali Jayanti.  

 

 

   

https://tangselkota.bps.go.id/

