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Putri Kurnia Wijayanti (2014). “Sikap Membeli Ulang ditinjau dari 

Brand Image pada Handphone Cina”, Skripsi Sarjana Strata 1. Fakultas 

Psikologi Universitas Katolik Widya Mandala, Surabaya. 

 

ABSTRAKSI 

 Konsumen sangat penting bagi para pemasar, salah satunya para 

pemasar alat komunikasi HP. Sekarang ini, pemasar HP memberikan 

inovasi terbaru terkait spesifikasinya sehingga muncul sebutan HP Cina. 

Pemasar memberikan image dengan kualitas tinggi sehingga membuat para 

konsumen bersikap positif terhadap brandnya dan melakukan pembelian 

ulang. Faktor terbentuknya sikap membeli ulang konsumen tersebut adalah 

dari pengalaman pribadi konsumen yang pernah membeli dan menggunakan 

HP Cina atau mencari informasi dari media massa. Penelitian ini bertujuan 

untuk mengetahui apakah ada hubungan antara brand image dengan sikap 

membeli ulang konsumen pada HP Cina.  

 Subjek penelitian (N=100) adalah konsumen yang pernah membeli HP 

Cina dan berkisar umur 19–30 tahun. Pengambilan sampel dilakukan 

dengan cara purposive sampling dan incidental sampling yang dilakukan 

dengan menggunakan metode skala Likert. Data yang diperoleh dianalisis 

dengan teknik korelasi non-parametrik Kendall Tau-b. 

 Hasil analisis mendapatkan koefisien korelasi (rxy) sebesar 0,571 

dengan p=0,000 (p<0,05) yang berarti bahwa ada hubungan antara sikap 

membeli ulang dengan brand image pada HP Cina. Hal tersebut juga 

dibuktikan oleh hasil distribusi silang bahwa sebanyak 34 subjek atau 34% 

mengatakan bahwa apabila brand image tinggi maka sikap membeli ulang 

juga tinggi. 

 

Kata kunci: Konsumen, Brand Image, Sikap, Membeli Ulang, HP Cina. 
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Putri Kurnia Wijayanti (2014). “Re-buying attitude based on brand image 

from the Chinese handphone”. Thesis Bachelor’s Degree. Faculty of 

Psychology, Catholic University of Widya Mandala Surabaya. 

 

ABSTRACT 

 The consumer is very important for marketers, one of the marketers HP 

communication device. Right now, HP delivers the latest innovations 

marketers related specifications to as to appear as HP China. The marketers 

provide image with high quality to as to make the positive attitude of 

consumers to the of brand and make a purchase. The formation factors of 

the purchase consumer re-attitude is from personal experience of consumer 

ever buy and use HP China or seek information from the mass media. In this 

research aims to find out is there a connection between of branding image 

with re buying attitude on HP China. 

 The subject of the research (N=100) was that consumjers ever has buy 

HP Chinaand range in age from 19-30 years old. Sampling is done by 

means of purposive sampling and incidental sampling was done by using 

Likert scale method. The data obtained in the analysis with the correlation 

technique of non parametric Kendall Tau-b. 

 The result of the analysis gain coefficient (rxy) of 0,571 with p=0,000 

(p<0,05) which means that there is a relationship between the attitude of re-

buying attitude with a brand image on HP China. It’s also evidence by the 

results of a cross that as many as 34 distribution of subject or 34% said that 

if the brand image is high then the attitude to buy back is also high. 

 

Keywords: Consument, Brand Image, Attitude, Repeat order, “Chinese 

Handphone
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