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ABSTRAK 

 

 

 Pada masa sekarang ini, perkembangan dunia teknologi sudah sangat 

pesat. Berbagai macam merek gadget smartphone sudah banyak dipasarkan dan 

dengan mudah didapatkan. Teknologi yang berkembang saat ini membuat 

kebutuhan akan smartphone terbaru semakin meningkat. Banyak yang akhirnya 

selalu menginginkan handphone yang dimilikinya disematkan dengan teknologi 

terbaru. Bukan hanya untuk sekedar melakukan panggilan, tapi smartphone saat 

ini harus mendukung chatting, video call, google maps, mengambil gambar baik 

selfie maupun wide selfie, gaming, mengerjakan dokumen, hingga kebutuhan 

berbelanja online lebih mudah dalam genggaman. Tentu banyak smartphone yang 

dijual dengan ciri khasnya masing-masing agar ciri khas tersebut dapat diingat 

oleh masyarakat sebagai salah satu keunggulan serta keunikan dari smartphone 

tersebut. Keunggulan-keunggulan tersebut membuat beberapa produk smartphone 

di tanah air dijual dengan harga yang ekonomis. Populasi dari penelitian ini 

adalah pengguna yang berumur di atas 17 tahun, berdomisili di Surabaya, dan 

merupakan pengguna smartphone Xiaomi saat ini. Sampling yang digunakan 

dalam penelitian ini adalah nonprobability sampling dan pengambilan sampel 

menggunakan Teknik sampling incidental. Sampel berjumlah 130 responden. 

Pengumpulan data dilakukan dengan membagikan kuesioner. Teknik analisis data 

yang digunakan dalam penelitian adalah SEM (Structural Equation Modelling). 

Hasil pengujian menunjukkan bahwa Brand Familiarity berpengaruh positif 

terhadap Customer Satisfaction, Perceived Quality berpengaruh positif terhadap 

Customer Satisfaction, Perceived Quality berpengaruh positif terhadap Customer 

Satisfaction, Customer Satisfaction berpengaruh positif terhadap Repurchase 

Intention, Brand Familiarity berpengaruh positif terhadap Repurchase Intention 

melalui Customer Satisfaction, Perceived Quality berpengaruh positif terhadap 

Repurchase Intention melalui Customer Satisfaction, dan Service Quality 

berpengaruh positif terhadap Repurchase Intention melalui Customer Satisfaction. 

 

 

 

Kata Kunci : Brand Familiarity, Perceived Quality, Service Quality, Customer 

Satisfaction, Repurchase Intention. 
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ABSTRACT 

 

 

 At the present time, the development on the world of technology has been 

growing very fast. Various brands of smartphone gadgets are widely marketed and 

easily to be obtained. The technology that is developing right now makes the need 

for the latest smartphones increasing more. Many of them wanted their mobile 

phones to be installed with the latest technology. Not just to make calls, but 

today's smartphones must support chats, video calls, google maps, taking pictures 

whether it’s selfies nor wide selfies, gaming, making some documents, and also 

the need to shop online is easier in your hand. Many smartphones are sold with 

their own characteristics, so that these characteristics can be remembered by the 

public as one of the advantages and uniqueness of the smartphone. These 

advantages make some smartphone products sold at economical prices in this 

country. The population of this research are users over 17 years old, living in 

Surabaya, and are Xiaomi smartphone users at this time. The sampling used in 

this research is nonprobability sampling and sampling using incidental sampling 

techniques. The sample were 130 respondents. Data collection is done by 

distributing questionnaires. The data analysis technique used in this research is 

SEM (Structural Equation Modeling). The test results shows that the Brand 

Familiarity has a positive effect on Customer Satisfaction, Perceived Quality has a 

positive effect on Customer Satisfaction, Perceived Quality has a positive effect 

on Customer Satisfaction, Customer Satisfaction has a positive effect on 

Repurchase Intention, Brand Familiarity has a positive effect on Repurchase 

Intention through Customer Satisfaction, Perceived Quality Effect positive for 

Repurchase Intention through Customer Satisfaction, and Service Quality has a 

positive effect on Repurchase Intention through Customer Satisfaction. 
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