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ABSTRAKSI

Penelitian ini menganalisis pengaruh word of mouth, persepsi harga, brand
image terhadap minat beli ulang dengan kepuasan pelanggan sebagai variabel
intervening pada Produk Laptop Asus Di Kabupaten Kudus. Metode penelitian
yang digunakan dalam penelitian ini adalah metode deskriptif kuantitatif. Sumber
Data penelitian bersumber dari data primer dan sekunder. Sampel penelitian
sebanyak 125 sampel. Metode pengumpulan data menggunakan kuesioner. Uji
Instrumen dilakukan dengan menggunakan Convergence Validity, Average
Variance Extracted (AVE), Discriminant Validity,Construct Reliability. Analisis
data penelitian menggunakan Structural Equation Modeling (SEM). Berdasarkan
hasil analisis dan pembahasan maka kesimpulan (1) Word of Mouth berpengaruh
positif dan signifikan terhadap kepuasan pelanggan pada produk laptop Asus; (2)
Persepsi harga berpengaruh positif dan signifikan terhadap kepuasan pelanggan;
(3) Brand image berpengaruh positif dan signifikan terhadap kepuasan pelanggan
; (4) Word of Mouth berpengaruh positif dan signifikan terhadap minat beli
ulang; (5) Persepsi Harga berpengaruh positif dan signifikan terhadap minat beli
ulang ; (6) Brand image berpengaruh positif berpengaruh positif dan signifikan
terhadap minat beli ulang ; (7) Kepuasan pelanggan berpengaruh positif dan
terhadap minat beli ulang pada Produk Laptop Asus di Kabupaten Kudus.

Kata Kunci : word of mouth, persepsi harga, brand image, kepuasan pelanggan,
kepuasan pelanggan, minat beli ulang
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THE INFLUENCE OF WORD OF MOUTH, PRICE PERCEPTION, BRAND
IMAGE ON REPURCHASE INTEREST WITH CUSTOMER SATISFACTION AS
AN INTERVENING VARIABLE ON ASUS LAPTOP PRODUCTS IN KUDUS
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ABSTRACTION

This research analyzes the influence of word of mouth, price perception,
brand image on repurchase intention with Customer Satisfaction as an
Intervening Variable on Asus Laptop Products in Kudus Regency. The research
method used in this research is a quantitative descriptive method. Sources of
research data come from primary and secondary data. The research sample was
125 samples. The data collection method uses a questionnaire. Instrument testing
is carried out using Convergence Validity, Average Variance Extracted (AVE),
Discriminant Validity, Construct Reliability. Research data analysis uses
Structural Equation Modeling (SEM). Based on the results of the analysis and
discussion, the conclusions are (1) Word of Mouth has a positive and significant
effect on customer satisfaction with Asus laptop products; (2) Price perception
has a positive and significant effect on customer satisfaction; (3) Brand image has
a positive and significant effect on customer satisfaction; (4) Word of Mouth has a
positive and significant effect on repurchase intention; (5) Price perception has a
positive and significant effect on repurchase intention; (6) Brand image has a
positive and significant effect on repurchase intention; (7) Customer satisfaction
has a positive effect on repurchase interest in Asus Laptop Products in Kudus
Regency.

Keywords: word of mouth, price perception, brand image, customer satisfaction,
customer satisfaction, repurchase interest
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