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ABSTRAK

SUCI WULAN NUR SAFITRI. Pengaruh Citra Merek dan Kesadaran Merek
terhadap Kepuasan Pelanggan dan Niat Beli Ulang Produk Lokal Erigo di
Jabodetabek. Skripsi, Jakarta: Program Studi Pendidikan Bisnis, Fakultas
Ekonomi, Universitas Negeri Jakarta, 2023. Tim Pembimbing: Ika Febrilia S.E.,
M.M. dan Rahmi S.E,. M.S.M.

Penelitian ini bertujuan: 1) Untuk menganalisis pengaruh citra merek terhadap
kepuasan pelanggan 2) untuk menganalisis pengaruh kesadaran merek terhadap
kepuasan pelanggan, 3) untuk menganalisis pengaruh citra merek terhadap niat beli
ulang, 4) untuk menganalisis pengaruh kesadaran merek terhadap niat beli ulang,
5) untuk menganalisis pengaruh kepuasan pelanggan terhadap niat beli ulang, 6)
untuk menganalisis pengaruh citra merek terhadap niat beli ulang melalui kepuasan
pelanggan, 7) untuk menganalisis pengaruh kesadaran merek terhadap niat beli
ulang melalui kepuasan pelanggan. Metode penelitian yang digunakan ialah
kuantitatif dan metode pengumpulan data menggunakan metode survei. Sampel
yang digunakan sebanyak 350 responden yang pernah melakukan pembelian
produk Erigo minimal 2 kali di Jabodetabek dan berusia > 17 tahun. Analisis data
menggunakan IBM SPSS Statistik dan SEM (Structural Equation Model) LISREL.
Hasil penelitian menunjukan bahwa citra merek berpengaruh signifikan positif
terhadap niat beli ulang, kesadaran merek berpengaruh signifikan positif terhadap
niat beli ulang, citra merek berpengaruh signifikan positif terhadap kepuasan
pelanggan, kesadaran merek berpengaruh signifikan positif terhadap kepuasan
pelanggan, kepuasan pelanggan berpengaruh signifikan positif terhadap niat beli
ulang, citra merek berpengaruh secara tidak langsung terhadap niat beli ulang
melalui kepuasan pelanggan, kesadaran merek berpengaruh tidak langsung dengan

niat beli ulang melalui kepuasan pelanggan.

Kata Kunci : Citra Merek, Kesadaran Merek, Kepuasan Pelanggan, Niat Beli
Ulang, Merek Lokal, Erigo



ABSTRACT

SUCI WULAN NUR SAFITRI. The Influence of Brand Image and Brand
Awareness on Customer Satisfaction and Repurchase Intention of Local Erigo
Products in Jabodetabek. Thesis, Jakarta: Business Education Study Program,
Faculty of Economics, Jakarta State University, 2023. Supervisor Team: lka
Febrilia S.E., M.M. and Rahmi S.E., M.S.M.

This research aims: 1) To analyze the influence of brand image on customer
satisfaction 2) to analyze the influence of brand awareness on customer
satisfaction, 3) to analyze the influence of brand image on repurchase intention, 4)
to analyze the influence of brand awareness on repurchase intention, 5) to analyze
the influence of customer satisfaction on repurchase intention, 6) to analyze the
influence of brand image on repurchase intention through customer satisfaction, 7)
to analyze the influence of brand awareness on repurchase intention through
customer satisfaction. The research method used is quantitative and the data
collection method uses a survey method. The sample used was 350 respondents who
had purchased Erigo products at least twice in Jabodetabek and were aged > 17
years. Data analysis used IBM SPSS Statistics and SEM (Structural Equation
Model) LISREL. The results of the research show that brand image has a significant
positive effect on repurchase intention, brand awareness has a significant positive
effect on repurchase intention, brand image has a significant positive effect on
customer satisfaction, brand awareness has a significant positive effect on customer
satisfaction, customer satisfaction has a significant positive effect on purchase
intention repeat, brand image has an indirect effect on repurchase intention
through customer satisfaction, brand awareness has an indirect effect on

repurchase intention through customer satisfaction.

Keywords: Brand Image, Brand Awareness, Customer Satisfaction, Repurchase

Intention, Local Brand, Erigo
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