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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh inovasi produk dan 

online customer review terhadap minat beli ulang produk Skincare the originote 

dengan customer satisfaction sebagai variable intervening. Populasi pada 

penelitian ini adalah Mahasiswa Manajemen Fakultas Ekonomi dan Bisnis 

Universitas Muria Kudus pengguna Skincare the originote yang tidak diketahui 

secara pasti. Teknik pengambilan  sampel menggunakan purposive sampling 

dengan jumlah sampel sebanyak 125 responden. Analisis data menggunakan 

analisis SEM AMOS. Berdasarkan hasil penelitian menunjukkan bahwa inovasi 

produk tidak memiliki pengaruh terhadap minat beli ulang, online customer 

review berpengaruh positif dan signifikan terhadap minat beli ulang, inovasi 

produk berpengaruh negatif terhadap customer satisfaction, online customer 

review positif dan signifikan terhadap customer satisfaction, customer satisfaction 

tidak memiliki pengaruh terhadap minat beli ulang, dan  customer satisfaction 

tidak mampu berperan sebagai mediasi inovasi produk serta online customer 

review. 

 

 

Kata Kunci : Inovasi Produk, Online Customer Review, Customer Satisfaction, 

dan Minat Beli Ulang 
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ABSTRACT 
 

This research aims to analyze the influence of product innovation and 

online customer reviews on interest in repurchasing the Originote Skincare 

products with customer satisfaction as an intervening variable.  The population in 

this study were Management Students from the Faculty of Economics and 

Business, Muria Kudus University, users of Skincare whose origin is not known 

for certain. The sampling technique used purposive sampling with a total sample 

of 125 respondents. Data analysis uses AMOS SEM analysis. Based on the 

research results, it shows that product innovation has no influence on repurchase 

interest, online customer reviews have a positive and significant effect on 

repurchase interest, product innovation has a negative effect on customer 

satisfaction, online customer reviews positive and significant on customer 

satisfaction, customer satisfaction has no influence on repurchase intention, and 

customer satisfaction is unable to act as a mediating agent for online customer 

review and product innovation. 

Keywords: Product Innovation, Online Customer Reviews, Customer Satisfaction, 

and Repurchase Intention 
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