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ABSTRAKSI

PENGARUH PENGALAMAN MEREK, BRAND IMAGE, DAN PERSEPSI
HARGA TERHADAP MINAT BELI ULANG YANG DIMEDIASI OLEH
KEPUASAN KONSUMEN (STUDI KASUS PADA MAHASISWA FAKULTAS
EKONOMI DAN BISNIS YANG MENGGUNAKAN PRODUK MAKE OVER)

Feni Zuliasari
NIM.2016-11-078

Pembimbing 1 : Dr. Drs. Ag. Sunarno H, SH, S.Pd, MM
2 lwan Suroso, SE, MM

UNIVERSITAS MURIA KUDUS
FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN
ABSTRAKSI

Penelitian ini-memiliki tujuan menganalisis pengaruh pengalaman merek,
brand image, dan persepsi harga terhadap minat beli ulang yang dimediasi oleh
kepuasan konsumen (studi kasus pada mahasiswa Fakultas Ekonomi dan Bisnis yang
menggunakan produk make over). Pengumpulan datanya menggunakan kuesioner,
sumber datanya berupa data primer yang merupakan hasil penyebaran angket dan data
sekunder tentang gambaran mengenai obyek penelitian yaitu produk Make Over pada
Mahasiswa Ekonomi dan Bisnis UMK, pengolahan datanya menggunakan komputer
program SEM AMOS menganalisis statistik dengan kuesioner dengan validitas dan
reliabilitas. Hasil penelitian menyimpulkan bahwa pengaruh langsung (direct effect)
pengalaman merek, brand image, dan persepsi harga memiliki pengaruh yang positif
dan signifikan terhadap kepuasan konsumen dan minat beli pada produk Make Over.
Pengaruh tidak langsung indirect effect menunjukkan bahwa Kepuasan mampu
menjadi variabel intervening antara pengaruh langsung pengalaman merek terhadap
minat beli. Kepuasan merek tidak mampu menjadi variabel intervening antara
pengaruh langsung brand image terhadap minat beli. Kepuasan merek mampu
menjadi variabel intervening antara pengaruh langsung persepsi harga terhadap minat
beli.

Kata kunci: pengalaman merek, brand image, persepsi harga, kepuasan konsumen,
minat beli.
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ABSTRACT

EFFECT OF BRAND EXPERIENCE, BRAND IMAGE, AND PRICE
PERCEPTION ON RE-PURCHASE INTEREST MEDIATED BY CONSUMER
SATISFACTION (CASE STUDY ON FACULTY OF ECONOMICS AND
BUSINESS STUDENTS USING MAKE OVER PRODUCTS)

Feni Zuliasari
NIM.2016-11-078

Advisor 1 : Dr. Drs. Ag. Sunarno H, SH, S.Pd, MM
2 : lwan Suroso, SE, MM

MURIA KUDUS UNIVERSITY
FACULTY OF ECONOMICS AND BUSINESS
PROGRAM STUDY OF MANAGEMENT

This study aims-to analyze the influence of brand experience, brand image, and
price perception on re-purchase interest mediated by consumer satisfaction (case study
on Faculty of Economics and Business students who use make over products). Data
collection using questionnaires, data sources in the form of primary data that is the
result of the dissemination of questionnaires and secondary data about the picture of
research objects, namely Make Over products in Economics and Business Students
UMK, data processing using computer SEM AMOS program analyze statistics with
questionnaires with validity and reliability. The results concluded that the direct effect
of brand experience, brand image, and price perception has a positive and significant
influence on consumer satisfaction and buying interest in Make Over: products. The
indirect influence of indirect effect indicates that Satisfaction is able to be an
intervening variable between the direct influence of brand experience on buying
interest. Brand satisfaction cannot be an intervening variable between the direct
influence of brand image on buying interest. Brand satisfaction can be a variable
intervening between the direct influence of price perception on buying interest.

Keywords: brand experience, brand image, price perception, consumer satisfaction,
buying interest.
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