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ABSTRAK

Meningkatkankepuasankonsumenmenjadibahasanpentingbagipelakupemasar

andanakademisi. Padaperusahaankosmetik ,seperti Olay, 

perusahaandapatmendorongminatkonsumenuntukmelakukanpembelianulangmel

aluikepuasankonsumen  yang tinggi. 

PermasalahanpenelitiandalampenelitianiniadalahbagaimanameningkatkanBrand 

Equity(kekuatanmerek),Perceived Price (harga yang dirasakankonsumen) 

danSelling Promotion (promosipenjualan) agar dapatmempengaruhiCustomer 

Satisfaction (kepuasanpelanggan) 

sehinggaakhirnyadapatmeningkatkanRepurchse Intention (minatbeliulang) 

terhadapproduk Olay.

Dalampenelitianinidikembangkansebuahpermodelandanempathipotesistelahdi

rumuskan.Sampeldalampenelitianiniberjumlah 140 reponden yang 

merupakanpenggunaproduk Olay di Kota pati.Alatanalisis yang 

digunakanadalahStuctural Equation Modelling (SEM) pada program AMOS 16.

Hasilanalisis SEM memenuhikriteria Goodness of Fit yaitu 

:tingkatsignifikansiprobability0.132.TingkatsignifikansiterhadapChi-

squaremodelsebesar128,802.Nilai RMSEA sebesar 0,033.NilaiTLI adalah0,983  

NilaiCFI adalah 0,986,  nilai GFI adalah 0, 901 dannilai AGFI adalah 0,865 .Dari 

hasilanalisis data diketahuibahwadariempathipotesis, hanyaduahipotesis yang 

dapatditerima.Hasilanalisistersebutadalah: 1. Brandt Equity 

berepengaruhnamuntidaksignifikanterhadapCustomer Satisfaction. 2. Perceived 

Price berpengaruhnamuntidaksignifikanterhadapCustomer Satisfaction. 3. Selling 

PromotionberpengaruhdansignifikanterhadapCustomer Satisfaction. 4. Customer 

satisfaction berpengaruhdansignifikanterhadapRepurchace Intention.

Kata kunci :Brand Equity, Perceived Price, Selling Promotion, Repurchase 

Intention



ABSTRAC

Managing Customer Satisfaction  has become a major issue for marketing 
researcher  and academics for a several decades. . In cosmetics indusrtys , 
such as Olay , companies can encourage consumers to re-purchase customer 
satisfaction through high . Research problem in this study is how to improve 
brand equity  , Perceived Price  and Selling Promotion  in order to influence the 
Customer Satisfaction  that can ultimately improve Repurchse Intention the Olay 
product .
In this study developed a modeling and four hypotheses have been formulated . 
The sample in this research were 140 respondents who are users of Olay 
products in Pati . The analytical tool used is stuctural equation modeling ( SEM ) 
AMOS 16 
The result of SEM analysis has fullfiled the Goodness of Fit Index Criteria which 
are: significance level of the Chi - square of 128.802; probability = 0,132; RMSEA 
value of 0.033. GFI value is 0 , 901; TLI value is 0.983 CFI value is 0.986 and 
GFI value is 0 , 901 and AGFI value is 0,865. The results of the analysis are : 1 . 
Brandt Equity does not have any effect on Customer Satisfaction .2 . Perceived 
Price  does not have any effect on Customer Satisfaction . 3 .Selling Promotion 
has positive and significant effect onCustomerSatisfaction . 4 . Customer 
satisfaction positive and significant effect onRepurchaseintention                        

Keywords : Brand Equity , perceived Price, Selling Promotion  , Repurchase 
Intention.
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