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ABSTRAKSI 

Di era globalisasi saat ini, perusahaan dan individu dituntut untuk berpikir agar 

mampu  berkembang  melalui  sebuah  promosi  untuk  menciptakan  brand  image 

yang  dikenal  masyarakat.  Pada  penelitian  ini  menganilisis  pengaruh  promosi, 

brand image dan harga terhadap keputusan pembelian dengan minat beli ulang 

sebagai  variabel  intervening  pada  konsumen  Restoran  KFC  Ramayana  Mall 

Kudus.  Jumlah  sampel  pada penelitian  ini 125  responden  yang berdomisili di 

Kudus.  Penentuan  jumlah sampel  menggunakan  metode Hair.  Teknik 

pengambilan   sampel   menggunakan   purposive   sampling.   Pengumpulan   data 

melalui kuisioner yang disebar melalui google form. Penelitian ini menggunakan 

metode  analisis  data  SEM   yang  dioperasikan  menggunakan  AMOS.  Hasil 

penelitian ini menunjukkan promosi berpengaruh positif terhadap keputusan 

pembelian, brand image berpengaruh positif terhadap keputusan pembelian, harga 

berpengaruh positif terhadap keputusan pembelian, promosi berpengaruh positif 

terhadap minat beli ulang, brand image erpengaruh positif terhadap minat beli 

ulang, harga berpengaruh positif terhadap minat beli ulang, keputusan pembelian 

berpengaruh positif terhadap minat beli ulang, keputusan pembelian tidak 

memediasi  pengaruh  promosi  terhadap  minat  beli  ulang,  keputusan  pembelian 

tidak memediasi pengaruh brand image terhadap minat beli ulang, keputusan 

pembelian bisa memediasi pengaruh harga terhadap minat beli ulang. 
 

 

Kata  Kunci  : Promosi, brand image,  harga,  keputusan pembelian,  minat  beli 

ulang. 
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ABSTRACT 

In the current era of globalization, companies and individuals are required to think 

in order to be able to develop through a promotion to create a brand image that is 

known to the public. This study analyzes the effect of promotion, brand image and 

price on purchasing decisions with repurchase intention as an intervening variable 

on consumers of KFC Ramayana Mall Kudus Restaurant. The number of samples 

in  this  study was  125  respondents  who  live  in  Kudus.  Determination  of  the 

number of samples using the Hair method. The sampling technique used was 

purposive sampling. Collecting data through questionnaires distributed via google 

form. This research uses SEM data analysis method which is operated using 

AMOS. The results of this study indicate that promotion has a positive effect on 

purchasing decisions, brand image has a positive effect on purchasing decisions, 

price has a positive effect on purchasing decisions, promotion has a positive effect 

on repurchase interest, brand image has a positive effect on repurchase interest, 

price has a positive effect on repurchase interest. , purchasing decisions have a 

positive effect on repurchase interest, purchase decisions do not mediate the effect 

of promotion on repurchase interest, purchase decisions do not mediate the effect 

of brand image on repurchase interest, purchase decisions can mediate the effect 

of price on repurchase interest. 
 

 

Keywords : Promotion, brand image, price, purchase decision, repurchase 

intention. 
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