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ABSTRAK 
 

Tujuan penelitian ini adalah menganalisis pengaruh brand image, 

electronic word of mouth, dan promosi terhadap minat beli ulang dengan 

kepuasan pelanggan sebagai variabel mediasi (studi kasus pada pembelian iPhone 

di OTW Gadget Kudus). Pendekatan yang digunakan dalam penelitian ini adalah 

pendekatan kuantitatif. Sampel adalah konsumen yang membeli pembelian iPhone 

di OTW Gadget Kudus yang berjumlah 120 responden dan pengambilan sampel 

menggunakan teknik purposive sampling. Teknik pengumpulan data 

menggunakan teknik kuesioner. Teknik analisis data menggunakan analisis 

structural equation model (SEM). Hasil penelitian menunjukkan bahwa brand 

image, electronic word of mouth, promosi dan kepuasan pelanggan mempunyai 

pengaruh positif dan signifikan terhadap minat beli ulang pada pembelian iPhone 

di OTW Gadget Kudus. Brand image dan promosi mempunyai pengaruh positif 

dan signifikan terhadap kepuasan pelanggan pada pembelian iPhone di OTW 

Gadget Kudus. Electronic word of mouth tidak mempunyai pengaruh terhadap 

kepuasan pelanggan pada pembelian iPhone di OTW Gadget Kudus. Brand 

image, electronic word of mouth dan promosi mempunyai pengaruh terhadap 

minat beli ulang melalui kepuasan pelanggan pada pembelian iPhone di OTW 

Gadget Kudus. 

 

Kata Kunci :  Brand Image, e-WOM, Promosi, Kepuasan Pelanggan, Minat 

Beli Ulang. 
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ABSTRACT 

 

The purpose of this study was to analyze the effect of brand image, 

electronic word of mouth, and promotions on repurchase intention with customer 

satisfaction as a mediating variable (a case study on purchasing an iPhone at 

OTW Gadget Kudus). The approach used in this research is a quantitative 

approach. The sample is consumers who buy iPhone purchases at OTW Gadget 

Kudus, totaling 120 respondents and the sample is taken using a purposive 

sampling technique. Data collection techniques using questionnaire techniques. 

Data analysis techniques use structural equation model (SEM) analysis. The 

results of the study show that brand image, electronic word of mouth, promotions 

and customer satisfaction have a positive and significant influence on repurchase 

intention when purchasing an iPhone at OTW Gadget Kudus. Brand image and 

promotion have a positive and significant impact on customer satisfaction when 

purchasing an iPhone at OTW Gadget Kudus. Electronic word of mouth has no 

effect on customer satisfaction when purchasing an iPhone at OTW Gadget 

Kudus. Brand image, electronic word of mouth and promotions have an influence 

on repurchase intention through customer satisfaction when buying an iPhone at 

OTW Gadget Kudus. 

 

Keywords: Brand Image, e-WOM, Promotion, Customer Satisfaction, 

Repurchase Intention. 
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