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Analisis Pengaruh Customer Satisfaction Terhadap Repurchase
Intention Melalui Brand Preference Sebagai Variabel Intervening Pada
Layanan Online Garuda Indonesia di Surabaya

ABSTRAK

Customer Satisfaction dan Brand Preference merupakan faktor-
faktor yang berhubungan dan berpengaruh terhadap Repurchase Intention
oleh pelanggan. Hal ini juga berlaku pada pembelian secara online produk
tiket pesawat yang akan diteliti, yaitu tiket pesawat Garuda Indonesia.

Tujuan penelitian ini adalah untuk mengetahui pengaruh Customer
Satisfaction terhadap Repurchase Intention, pengaruh Customer Satisfaction
terhadap Repurchase Intention melalui Brand Preference sebagai variabel
intervening, dan bagaimana model yang sesuai untuk menggambarkan
hubungan dan alur dari masing-masing variabel.

Teknik pengambilan sampel dilakukan dengan cara non probability
sampling, yaitu tidak semua anggota populasi menerima kesempatan yang
sama untuk menjadi responden. Jenis metode yang digunakan adalah
purposive sampling, dimana pemilihan sampel berdasarkan kriteria tertentu,
yaitu pelanggan berusia 17 tahun ke atas yang dalam satu tahun terakhir
melakukan pembelian tiket Garuda Indonesia secara online.

Hasil penelitian menunjukkan bahwa Customer Satisfaction
berpengaruh positif terhadap Repurchase Intention dan Customer
Satisfaction berpengaruh positif terhadap Repurchase Intention melalui
Brand Preference sebagai variabel intervening serta menunjukkan bahwa
pengaruh Customer Satisfaction terhadap Repurchase Intention merupakan
pengaruh tidak langsung yaitu melalui variabel intervening Brand
Preference.

Kata kunci: Customer Satisfaction, Brand Preference, Repurchase Intention.
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Influence Analysis of Customer Satisfaction Towards Repurchase
Intention Through Brand Preference as an Intervening Variable on
Online Service of Garuda Indonesia in Surabaya

ABSTRACT

Customer Satisfaction and Brand Preference are related factors and
influence Repurchase Intention by the customer. This also applies on online
purchase of airplane ticket product that will be studied in this papper which
is airplane ticket of Garuda Indonesia.

The purpose of this study is to investigate the influence of Customer
Satisfaction on Repurchase Intention, the influence of Customer
Satisfaction on Repurchase Intention through Brand Preference as an
intervening variable, and how the appropriate model to describe the
relationship and flow of each variable.

The sampling technique was done by non-probability sampling,
specifically not all members of the population receive the same opportunity
to be the respondent. Type of the used method was purposive sampling,
where sample selection based on certain criteria, namely customer of age 17
and over who within the past year has purchase Garuda Indonesia airline
ticket via online.

The result of this study shows that Customer Satisfaction has a
positive impact on Repurchase Intention and Customer Satisfaction also has
a positive impact on Repurchase Intention through Brand Preference as an
intervening variable and it’s also shows that the relation between Customer
Satisfaction and Repurchase Intention is an indirect effect which is through
intervening variable Brand Preference.

Keywords: Customer Satisfaction, Brand Preference, Repurchase Intention.
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