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The Influence Of Experience Quality On Customer Loyalty With Moderation 

Of Currency And The Role Of Conversation And Co-Creation 

(Study on Viu Application Video on Demand Service Users in Bekasi Regency) 

 

Meisya Salsabilla
1) 

Surya Bintarti
2) 

Abstract 

 

The development of advanced technology has changed consumer behavior in 

watching movies or shows. Movie theaters and television stations used to be the 

only choice for people to enjoy events, but now it has changed due to the existence 

of Video on Demand (VoD) services. Video on Demand is the online viewing of 

movies and paid content that can be enjoyed anytime and anywhere. The number 

of VoD subscribers has been increasing since the Covid-19 outbreak. Various 

kinds of VoD have sprung up in Indonesia, one of which is the Viu application 

which has been present in Indonesia since 2016 and is now one of the most widely 

used VoD service applications in Indonesia at 36%. This study aims to examine 

the relationship between Conversation and Co-Creation on Customer Loyalty 

through the mediation of Experience Quality moderated by Currency. This 

research uses quantitative methods. Sampling in this study using Non Probability 

Sampling method with Purposive technique. The population used in this study are 

people in Bekasi Regency. The sample obtained was 114 customer respondents 

who subscribed to the Video on Demand service Viu application. This study tests 

correlation and regression with the help of the SmartPLS 3.2.9 program which is 

used to test validity and reliability.The results of this study prove that 1) 

Conversation run by the Viu company is able to improve consumer Experience 

Quality. 2) Co-creation offered by Viu is able to improve consumer Experience 

Quality. 3) Currency cannot moderate Conversation on the Experience Quality 

level of Viu consumers. 4) Determination of Currency by Viu can moderate the 

level of consumer Experience Quality. 5) The level of Experience Quality felt by 

Viu application consumers can affect Customer Loyalty. 6) Experience Quality 

felt by Viu consumers is unable to mediate Conversation on Customer Loyalty. 7) 

Experience Quality felt by consumers during subscription to the Viu application 

can mediate Co-creation on Customer Loyalty.  

 

Keywords: Conversation, Co-Creation, Currency, Experience Quality Customer           

       Loyalty 
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ABSTRAK 

 

Perkembangan teknologi yang semakin maju mengubah perilaku 

konsumen dalam menonton film ataupun acara. Bioskop dan stasiun televisi yang 

semulanya menjadi satu-satunya pilihan masyarakat untuk menikmati acara, 

namun kini berubah karena adanya layanan Video on Demand (VoD). Video on 

Demand merupakan penayangan film dan konten berbayar secara online yang 

dapat dinikmati kapan saja dan dimana saja. Peningkatkan jumlah pelanggan VoD 

semakin bertambah sejak wabah Covid-19 melanda. Berbagai macam VoD yang 

bermunculan di Indonesia, salah satunya ialah aplikasi Viu yang telah hadir di 

Indonesia sejak tahun 2016 hingga sekarang menjadi salah satu aplikasi layanan 

VoD yang paling banyak digunakan di Indonesia sebesar 36%.  

Penelitian ini bertujuan untuk menguji hubungan antara Conversation 

dan Co-Creation terhadap Customer Loyalty melalui mediasi Experience Quality 

dengan dimoderasi oleh Currency. Penelitian ini menggunakan metode kuantitatif. 

Pengambilan sampel pada penelitian ini menggunakan metode Non Probability 

Sampling dengan teknik Purposive. Populasi yang digunakan dalam penelitian ini 

yakni masyarakat di Kabupaten Bekasi. Sampel yang didapatkan sebanyak 114 

responden pelanggan yang berlangganan layanan Video on Demand aplikasi Viu. 

Penelitian ini menguji korelasi dan regresi dengan bantuan program SmartPLS 

3.2.9 yang digunakan untuk menguji validitas dan reliabilitas. 

Hasil penelitian ini membuktikan bahwa 1) Conversation yang 

dijalankan perusahaan Viu mampu meningkatkan Experience Quality konsumen. 

2) Co-creation yang ditawarkan oleh Viu mampu meningkatkan Experience 

Quality konsumen. 3) Currency tidak dapat memoderasi Conversation terhadap 

Tingkat Experience Quality konsumen Viu. 4) Penetapan Currency oleh Viu dapat 

memoderasi terhadap tingkat Experience Quality konsumen. 5) Tingkat 

Experience Quality yang dirasakan oleh konsumen aplikasi Viu dapat 

mempengaruhi Customer Loyalty. 6) Experience Quality yang dirasakan 

konsumen Viu tidak mampu memediasi Conversation terhadap Customer Loyalty. 

7) Experience Quality yang dirasakan konsumen selama berlangganan aplikasi 

Viu dapat memediasi Co-creation terhadap Customer Loyalty.  

 

Kata Kunci : Conversation, Co-Creation, Currency, Experience Quality Customer 

Loyalty 

 


