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ABSTRACT

Syaina Aika Fadiyah (2026). Phygital Bookstore Experience: The Influence of
Customer Experience, Electronic Word of Mouth (E-WOM), and Omnichannel
Engagement on Purchase Intention for Books at Gramedia among Generation Z
Consumers.

Supervisor: Dr. Siti Aliyati Al Bushairi, S.E., M.M., Dr. H.M. Riza Firdaus, S.E.,
M.M., M. Yudy Rachman, S.E., M.M.

This study aims to analyze (1) the influence of customer experience on
purchase intention for books at Gramedia among Generation Z consumers in
Banjarmasin City, (2) the influence of electronic word of mouth (e-WOM) on
purchase intention, and (3) the influence of omnichannel engagement on purchase
intention.

This study employed a quantitative research approach. The population
consisted of Generation Z consumers in Banjarmasin City who had visited or used
Gramedia's services through either its physical stores or digital platforms. The
sampling technique used was purposive sampling, with a total sample of 150
respondents. The data were analyzed using the Partial Least Squares (PLS) method.

The findings indicate that (1) customer experience has a positive and
significant effect on purchase intention for books at Gramedia, (2) electronic word
of mouth (e-WOM) does not have a significant effect on purchase intention, and (3)
omnichannel engagement has a positive and significant effect on purchase intention
for books at Gramedia among Generation Z consumers in Banjarmasin City.

Keywords: Customer Experience, Electronic Word of Mouth (E-WOM),
Omnichannel Engagement, Purchase Intention, Phygital Bookstore.
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ABSTRAK

Syaina Aika Fadiyah (2026). “Phygital Bookstore Experience: Pengaruh
Customer Experience, Electronic Word Of Mouth (E-Wom), dan Omnichannel
Engagement terhadap Purchase Intention Buku di Gramedia pada Konsumen
Generasi 2.

Pembimbing: Dr. Siti Aliyati Al Bushairi, S.E., M.M., Dr. H.M. Riza Firdaus, S.E.,
M.M., M. Yudy Rachman, S.E., M.M.

Penelitian ini bermaksud menganalisis (1) pengaruh customer experience
terhadap purchase intention buku di Gramedia pada konsumen Generasi Z di Kota
Banjarmasin, (2) pengaruh electronic word of mouth (e-WOM) terhadap purchase
intention, dan (3) pengaruh omnichannel engagement terhadap purchase intention.

Penelitian ini menerapkan pendekatan kuantitatif. Populasi penelitian ini
yaitu konsumen Generasi Z di Kota Banjarmasin yang pernah mengunjungi atau
menggunakan layanan Gramedia, baik melalui toko fisik maupun platform digital.
Teknik pengambilan sampel yang digunakan yaitu purposive sampling dengan
jumlah sampel sebanyak 150 responden. Teknik analisis data yang digunakan
adalah Partial Least Square (PLS).

Hasil temuan memperlihatkan bahwa (1) customer experience berpengaruh
positif dan signifikan terhadap purchase intention buku di Gramedia, (2) electronic
word of mouth (e-WOM) tidak berpengaruh signifikan terhadap purchase intention,
dan (3) omnichannel engagement berpengaruh positif dan signifikan terhadap
purchase intention buku di Gramedia pada konsumen Generasi Z di Kota
Banjarmasin.

Kata Kunci: Customer Experience, Electronic Word of Mouth (E-WOM),
Omnichannel Engagement, Purchase Intention, Phygital Bookstore.
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