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RINGKASAN 

 
 SALSABILA ALFIAN PUTRI. Pengaruh Retail Mix dan Shopping 

Experience terhadap Keputusan Pembelian Kembali di Minimarket lokal Lombok 

Timur. Dibimbing POPONG NURHAYATI dan RR HENY KUSWANTI 

SUWARSINAH 

 

Industri ritel menunjukkan pertumbuhan yang signifikan seiring dengan 

transformasi digital dan perubahan perilaku konsumen. Nilai industri ritel global 

diproyeksikan mencapai sekitar USD 27 triliun pada tahun 2025 dan terus meningkat 

hingga mendekati USD 37 triliun pada tahun 2030, dengan pertumbuhan tahunan yang 

relatif stabil. Tren ini juga tercermin di Indonesia, di mana sektor ritel mengalami 

pemulihan pascapandemi dengan pertumbuhan positif pada periode 2021–2024, 

meskipun menunjukkan fluktuasi seiring dinamika daya beli dan kondisi ekonomi 

makro. Ekspansi ritel modern, khususnya minimarket, berlangsung hingga ke wilayah 

nonperkotaan dan meningkatkan persaingan antara minimarket jaringan nasional dan 

minimarket lokal, termasuk di Kabupaten Lombok Timur. 

Penelitian ini bertujuan untuk menganalisis pengaruh bauran ritel dan 

pengalaman berbelanja terhadap keputusan pembelian ulang konsumen minimarket 

lokal di Kabupaten Lombok Timur dengan menggunakan TPB (sikap, norma subjektif, 

persepsi kontrol perilaku), dan niat beli sebagai variabel mediasi. Penelitian ini 

difokuskan pada pemahaman mekanisme perilaku konsumen dalam membentuk 

keputusan pembelian kembali di tengah persaingan ritel modern yang semakin ketat. 

Pendekatan penelitian yang digunakan adalah kuantitatif dengan metode survei. 

Data dikumpulkan dari 206 responden yaitu pelanggan yang telah melakukan 

pembelian di minimarket lokal di Kabupaten Lombok Timur melalui kuesioner 

terstruktur. Analisis data dilakukan menggunakan Structural Equation Modeling 

berbasis Partial Least Squares untuk menguji hubungan antar variabel serta peran 

mediasi dalam model penelitian. 

Hasil penelitian menunjukkan bahwa bauran ritel berpengaruh positif dan 

signifikan terhadap sikap, persepsi kontrol perilaku, dan niat beli konsumen, yang 

selanjutnya mendorong keputusan pembelian ulang. Pengalaman berbelanja juga 

berpengaruh positif dan signifikan terhadap sikap dan persepsi kontrol perilaku serta 

meningkatkan niat beli konsumen dan pada akhirnya berpengaruh langsung terhadap 

keputusan pembelian ulang. Norma subjektif tidak terbukti berpengaruh signifikan 

terhadap niat beli, yang menunjukkan bahwa keputusan pembelian ulang konsumen 

minimarket lokal lebih banyak dipengaruhi oleh pengalaman pribadi dan persepsi 

kemudahan berbelanja dibandingkan tekanan sosial. 

Penelitian ini menegaskan bahwa loyalitas konsumen minimarket lokal lebih 

banyak dipengaruhi oleh faktor internal konsumen yang dimediasi oleh sikap, persepsi 

kontrol perilaku, dan niat beli, sementara norma subjektif berperan relatif lemah. 

Implikasinya, pengelola perlu memprioritaskan peningkatan kualitas layanan, 

penataan toko, serta kemudahan akses dan pembayaran digital untuk memperkuat 

pengalaman berbelanja dan mendorong pembelian ulang yang berkelanjutan. 

Kata Kunci: bauran ritel, pengalaman berbelanja, keputusan pembelian ulang, loyalitas 

konsumen, niat beli. 



 

 

SUMMARY 

 

ALSABILA ALFIAN PUTRI. The Influence of Retail Mix and Shopping 

Experience on Repurchase Decisions at Local Minimarkets in East Lombok. 

Supervised by POPONG NURHAYATI and RR HENY KUSWANTI 

SUWARSINAH 

 

 The retail industry has experienced substantial growth alongside digital 

transformation and shifts in consumer behavior. The global retail industry is 

projected to reach approximately USD 27 trillion by 2025 and continue increasing 

to nearly USD 37 trillion by 2030, with relatively stable annual growth. This trend 

is also evident in Indonesia, where the retail sector has shown post-pandemic 

recovery with positive growth during the 2021–2024 period, despite fluctuations 

influenced by changes in purchasing power and macroeconomic conditions. The 

expansion of modern retail, particularly minimarkets, has extended into non-urban 

areas and intensified competition between national retail chains and local 

minimarkets, including in East Lombok Regency. 

This study aims to analyze the effects of retail mix and shopping experience 

on repurchase decisions among local minimarket consumers in East Lombok 

Regency, using the Theory of Planned Behavior (attitude, subjective norm, and 

perceived behavioral control) and purchase intention as mediating variables. The 

study focuses on understanding the behavioral mechanisms that shape repurchase 

decisions amid increasingly intense competition in the modern retail sector. 

A quantitative research approach with a survey method was employed. Data 

were collected from 206 respondents who had made purchases at local minimarkets 

in East Lombok Regency using structured questionnaires. The data were analyzed 

using Partial Least Squares–based Structural Equation Modeling to examine the 

relationships among variables and the mediating effects within the proposed 

research model. 

The results indicate that retail mix has a positive and significant effect on 

attitude, perceived behavioral control, and purchase intention, which in turn drive 

repurchase decisions. Shopping experience also exerts a positive and significant 

effect on attitude and perceived behavioral control, enhances purchase intention, 

and ultimately has a direct effect on repurchase decisions. Subjective norm does not 

show a significant effect on purchase intention, indicating that repurchase decisions 

among local minimarket consumers are more strongly influenced by personal 

experience and perceived convenience than by social pressure. 

This study confirms that customer loyalty toward local minimarkets is 

primarily driven by internal consumer factors mediated by attitude, perceived 

behavioral control, and purchase intention, while subjective norms play a limited 

role. The findings imply that managers should focus on improving service quality, 

store layout, and access to digital payment systems to enhance shopping 

experiences and encourage sustainable repeat purchases. 

 

Keywords: consumer loyalty, local minimarket, purchase intention, retail mix, 

shopping experience.
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