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ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui pengaruh kemudahan konsumen,
customer experience, brand image dan persepsi harga terhadap keputusan
pembelian ulang produk The Originote pada jejaring sosial baik secara parsial
maupun simultan. Jenis penelitian ini adalah kuantitatif dengan menggunkan teknik
purposive sampling. Populasi pada penelitian ini adalah seluruh konsumen The
Originote. The Originote merupakan salah satu brand skincare asal Indonesia yang
berdiri sejak tahun 2022. Brand skincare ini menjadi viral di media sosial TikTok
berkat testimoni positif dari penggunanya, akan tetapi Brand Image terkait produk
The Originote yang ramai di platform media sosial belum menjadi Top Brand
nomor satu. Hasil penelitian menggunakan Uji t menunjukkan bahwa kemudahan
konsumen dan persepsi harga berpengaruh positif dan signifikan terhadap
keputusan pembelian ulang sedangkan customer experience dan brand image tidak
berpengaruh dan tidak signifikan terhadap keputusan pembelian ulang.
Berdasarkan Uji F menunjukkan bahwa kemudahan konsumen, customer
experience, brand image dan persepsi harga secara simultan berpengaruh signifikan
terhadap keputusan pembelian ulang dengan nilai signifikan sebesar 0,000 < o
(0,05). Bagi peneliti selanjutnya, berdasarkan perhitungan nilai Adjusted R Square
47% terhadap keputusan pembelian ulang produk The Originote pada jejaring
sosial. Saran bagi peneliti selanjutnya agar memperbesar variabel penelitian yang
mempengaruhi keputusan pembelian seperti viral marketing, inovasi produk dan
kualitas produk.

Kata Kunci : Kemudahan Konsumen, Customer Experience, Brand Image,
Persepsi Harga, Keputusan Pembelian Ulang
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ABSTRACT

This study aims to determine the effect of consumer convenience, customer
experience, brand image and price perception on the decision to repurchase The
Originote products on social media, both partially and simultaneously. This type of
research is quantitative using a purposive sampling technique. The population in
this study were all consumers of The Originote. The Originote is one of the skincare
brands from Indonesia that was founded in 2022. This skincare brand went viral on
TikTok social media thanks to positive testimonials from its users, but the Brand
Image related to The Originote products that are popular on social media platforms
has not become the number one Top Brand. The results of the study using the t-test
showed that consumer convenience and price perception had a positive and
significant effect on repurchase decisions, while customer experience and brand
image not influential and not significantt on repeat repurchase decisions. Based on
the F-test, it shows that consumer convenience, customer experience, brand image
and price perception simultaneously have a significant effect on repurchase
decisions with a significant value of 0.000 <o (0.05). For further researchers, based
on the calculation of the Adjusted R Square value of 47% on the decision to
repurchase The Originote products on social media. Suggestions for further
researchers are to expand the research variables that influence purchasing
decisions such as viral marketing, product innovation and product quality.

Keywords: Consumer Convenience, Customer Experience, Brand Image, Price
Perception, Repurchase Decision
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