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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh personal selling dan 

brand image terhadap minat beli ulang melalui kepuasan pelanggan sebagai 

variabel intervening. Objek penelitian ini adalah Yuniar Distributor Nadheera 

Luxury. Populasi penelitian ini adalah seluruh konsumen produk Nadheera 

Luxury, dengan teknik pengambilan sampel menggunakan non-probability 

sampling dengan menggunakan pendekatan purposive sampling dengan jumlah 

sampel sebanyak 140 responden. Teknik analisis data yang digunakan dalam 

penelitian ini adalah menggunakan SEM AMOS v.24. Hasil penelitian ini 

menunjukkan bahwa: (1) personal selling berpengaruh positif dan tidak signifikan 

terhadap minat beli ulang, (2) brand image berpengaruh positif dan signifikan 

terhadap minat beli ulang, (3) personal selling berpengaruh positif dan signifikan 

terhadap kepuasan pelanggan, (4) brand image berpengaruh positif dan signifikan 

terhadap kepuasan pelanggan, (5) kepuasan pelanggan berpengaruh positif dan 

signifikan terhadap minat beli ulang, (6) kepuasan pelanggan tidak dapat 

memediasi antara personal selling terhadap minat beli ulang, (7) kepuasan 

pelanggan dapat memediasi antara brand image terhadap minat beli ulang. 

 

Kata Kunci: Personal Selling, Brand Image, Minat Beli Ulang, Kepuasan 

Pelanggan. 
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ABSTRACT 

The puspose of this study was to determine the effect personal selling and brand 

image to repurchasing interest with customer satisfaction as intervening variable. 

The object of this study is Yuniar Distributor Nadheera Luxury. The population of 

this study is all consumers of Nadheera Luxury products, with a sampling 

technique using non-probability sampling using a purposive sampling approach 

with a sample size of 140 respondents. The data analysis technique used in this 

study is SEM AMOS v.24. The results of this study indicate that: (1) personal 

selling has a positive and insignificant effect on repurchase interest, (2) brand 

image has a positive and significant effect on repurchase interest, (3) personal 

selling has a positive and significant effect on customer satisfaction, (4) brand 

image has a positive and significant effect on customer satisfaction, (5) customer 

satisfaction has a positive and significant effect on repurchase interest, (6) 

customer satisfaction cannot mediate between personal selling and repurchase 

interest, (7) customer satisfaction can mediate between brand image and 

repurchase interest. 

 

Keywords: Personal Selling, Brand Image, Repurchase Interest, Customer 

Satisfaction. 

 

 

 

 

 



 

x 
 

DAFTAR ISI 

Halaman 

HALAMAN JUDUL ................................................................................................ i 

MOTTO DAN PERSEMBAHAN ......................................................................... iv 

KATA PENGANTAR ............................................................................................. vi 

ABSTRAK  ........................................................................................................... viii 

ABSTRACT ............................................................................................................. ix 

DAFTAR ISI ........................................................................................................... x 

DAFTAR TABEL .................................................................................................. xii 

DAFTAR GAMBAR ........................................................................................... xiii 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang ............................................................................................ 1 

1.2. Ruang Lingkup .......................................................................................... 10 

1.3. Perumusan Masalah ................................................................................... 10 

1.4. Tujuan Penelitian ....................................................................................... 12 

1.5. Manfaat Penelitian ..................................................................................... 13 

BAB TINJAUAN PUSTAKA ............................................................................... 14 

 2.1 Personal Selling ......................................................................................... 14 

2.2 Brand Image .............................................................................................. 17 

2.3 Kepuasan Pelanggan ................................................................................. 20 

2.4 Minat Beli Ulang ....................................................................................... 23 

2.5 Penelitian Terdahulu .................................................................................. 27 

2.6 Pengaruh Antar Variabel ............................................................................ 30 

2.7 Kerangka Pemikiran Teoritis dan Hipotesis .............................................. 33 

2.7.1 Kerangka Pemikiran Teoritis .............................................................. 33 

2.7.2 Hipotesis ............................................................................................. 35 

BAB III METODE PENELITIAN ........................................................................ 36 

3.1 Rancangan Penelitian ................................................................................ 36 

3.2 Variabel Penelitian ..................................................................................... 36 

3.3 Definisi Operasional Variabel ................................................................... 37 

3.4 Jenis dan Sumber Data .............................................................................. 43 

3.5 Populasi dan Sampel ................................................................................. 44 



 

xi 

 

3.6 Pengumpulan Data .................................................................................... 46 

3.7 Uji Validitas dan Uji Reliabilitas ............................................................... 47 

3.8 Pengolahan Data ........................................................................................ 49 

3.9 Analisis Data ............................................................................................. 51 

3.9.1 Analisis Deskriptif.............................................................................. 52 

3.9.3 Uji Normalitas Data ........................................................................... 57 

3.9.4 Uji Evaluasi Outlier ............................................................................ 58 

3.9.5 Uji Squared Multiple Correlation (R²) ............................................... 58 

3.9.6 Uji Hipotesis ....................................................................................... 59 

3.9.7 Uji Mediasi ......................................................................................... 59 

BAB IV HASIL DAN PEMBAHASAN............................................................... 60 

4.1 Gambaran Umum Obyek Penelitian ......................................................... 60 

4.2 Penyajian Data ........................................................................................... 61 

4.3 Uji Validitas dan Reliabilitas ..................................................................... 67 

4.4 Analisis Data ............................................................................................. 72 

4.5 Uji Evaluasi Outlier .................................................................................. 79 

4.6 Uji Normalitas ........................................................................................... 82 

4.7. Uji Hipotesis .............................................................................................. 82 

4.8 Pengaruh Langsung dan Pengaruh Tidak Langsung ................................. 84 

4.9 Uji Mediasi ................................................................................................ 86 

4.10 Pembahasan ............................................................................................... 87 

BAB V KESIMPULAN DAN SARAN ................................................................ 93 

5.1 Kesimpulan ................................................................................................ 93 

5.2 Saran .......................................................................................................... 95 

DAFTAR PUSTAKA ............................................................................................ 97 

LAMPIRAN-LAMPIRAN .................................................................................. 102 

 

 

 

 

 

 



 

xii 
 

DAFTAR TABEL 

Halaman 

Tabel 3.1  Nilai Kuesioner Skala Likert ................................................................ 51 

Tabel 4.1 Jenis Kelamin ........................................................................................ 61 

Tabel 4.2 Usia ........................................................................................................ 62 

Tabel 4.3 Pekerjaan ............................................................................................... 62 

Tabel 4.4 Berapa Kali Pembelian .......................................................................... 63 

Tabel 4.5 Tanggapan Responden Variabel Personal Selling ................................. 64 

Tabel 4.6 Tanggapan Responden Variabel Brand Image ...................................... 65 

Tabel 4.7 Tanggapan Responden Variabel Kepuasan Pelanggan .......................... 66 

Tabel 4.8 Tanggapan Responden Variabel Minat Beli Ulang ............................... 66 

Tabel 4.9 Convergent Validity Sebelum Perbaikan ............................................... 67 

Tabel 4.10 Convergent Validity Sesudah Perbaikan .............................................. 68 

Tabel 4.11 Discriminant Validity ........................................................................... 69 

Tabel 4.12 Average Variance Extracted ................................................................ 70 

Tabel 4.13 Uji Reliabilitas ..................................................................................... 71 

Tabel 4.14 Evaluasi Kriteria Goodness-of-fit-Index Variabel Eksogen ................ 73 

Tabel 4.15 Analisis Faktor Konfirmatori Konstruk Eksogen ................................ 74 

Tabel 4.16 Evaluasi Kriteria Goodness-of-fit-Index Variabel Endogen ................ 76 

Tabel 4.17 Analisis Faktor Konfirmatori Konstruk Endogen ............................... 77 

Tabel 4.18 Evaluasi Kriteria Goodness of-fit Index Full Measurement Model ..... 78 

Tabel 4.19 Evaluasi Outlier ................................................................................... 79 

Tabel 4.20 Nilai Standarized Regression Weights ................................................. 80 

Tabel 4.21 Hasil Koefisien Determinasi (Squared Multiple Correlation) ............ 81 

Tabel 4.22 Uji Normalitas ..................................................................................... 82 

Tabel 4.23 Uji Hipotesis ........................................................................................ 83 

Tabel 4.24 Hasil Estimasi Pengaruh Langsung ..................................................... 85 

Tabel 4.25 Hasil Estimasi Pengaruh Tidak Langsung ........................................... 85 

Tabel 4.26 Hasil Estimasi Uji Mediasi .................................................................. 86 

 



 

xiii 

 

DAFTAR GAMBAR 

Halaman 

Gambar 2.1 Kerangka Pemikiran Teoritis ............................................................. 34 

Gambar 4.1 Konstruk Variabel Eksogen Sebelum Perbaikan ............................... 72 

Gambar 4.2 Konstruk Variabel Eksogen Setelah Perbaikan ................................. 73 

Gambar 4.3 Konstruk Variabel Endogen Sebelum Perbaikan .............................. 75 

Gambar 4.4 Konstruk Variabel Endogen Setelah Perbaikan ................................. 75 

Gambar 4.5 Analisis Konfirmatori Full Measurement Model .............................. 78 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


