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ABSTRAK 

Perkembangan industri fashion dan perlengkapan kegiatan luar ruang di 

Indonesia yang semakin pesat menuntut perusahaan untuk meningkatkan Brand 

Image, Kualitas Produk, dan Kualitas Pelayanan guna menciptakan Kepuasan 

Pelanggan serta mendorong Pembelian Ulang. Penelitian ini bertujuan untuk 

menganalisis pengaruh Brand Image, Kualitas Produk, dan Kualitas Pelayanan 

terhadap Kepuasan Pelanggan serta Pembelian Ulang pada customer Eiger di 

Sidoarjo. Penelitian ini menggunakan pendekatan kuantitatif dengan teknik 

purposive sampling terhadap 200 responden dan dianalisis menggunakan metode 

Partial Least Squares–Structural Equation Modeling (PLS-SEM) dengan bantuan 

SmartPLS 4. Hasil penelitian menunjukkan bahwa seluruh hubungan antarvariabel 

berpengaruh positif dan signifikan. Persamaan model struktural yang diperoleh 

yaitu Kepuasan Pelanggan (Y1) = 0,407(X1) + 0,327(X2) + 0,304(X3) + e₁ dan 

Pembelian Ulang (Y2) = 0,246(X1) + 0,224(X2) + 0,211(X3) + 0,385(Y1) + e₂. 

Berdasarkan analisis pengaruh total, X1 (Brand Image) memberikan pengaruh 

terbesar terhadap Pembelian Ulang sebesar 0,403, diikuti X2 (Kualitas Produk) 

sebesar 0,350 dan X3 (Kualitas Pelayanan) sebesar 0,328. Temuan ini menunjukkan 

bahwa peningkatan Brand Image, Kualitas Produk, dan Kualitas Pelayanan dapat 

meningkatkan Kepuasan Pelanggan yang selanjutnya mendorong Pembelian Ulang 

produk Eiger. 

 

Kata Kunci: Brand Image, Kualitas Produk, Kualitas Pelayanan, Kepuasan 

Pelanggan, Pembelian Ulang. 
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ABSTRACT 

The rapid development of the fashion industry and outdoor equipment sector 

in Indonesia requires companies to improve Brand Image, Product Quality, and 

Service Quality to create Customer Satisfaction and encourage Repurchase 

Intention. This study aims to analyze the effect of Brand Image, Product Quality, 

and Service Quality on Customer Satisfaction and Repurchase Intention among 

Eiger customers in Sidoarjo. This research used a quantitative approach with a 

purposive sampling technique involving 200 respondents and was analyzed using 

the Partial Least Squares–Structural Equation Modeling (PLS-SEM) method with 

SmartPLS 4. The results show that all relationships between variables have a 

positive and significant effect. The structural model equations obtained are 

Customer Satisfaction (Y1) = 0.407(X1) + 0.304(X3) + 0.327(X2) + e₁ and 

Repurchase Intention (Y2) = 0.246(X1) + 0.224(X2) + 0.211(X3) + 0.385(Y1) + e₂. 

Based on the total effect analysis, X1 (Brand Image) has the greatest influence on 

Repurchase Intention with a value of 0.403, followed by X2 (Product Quality) with 

0.350 and X3 (Service Quality) with 0.328. These findings indicate that improving 

Brand Image, Product Quality, and Service Quality can increase Customer 

Satisfaction, which subsequently encourages Repurchase Intention for Eiger 

products. 

 

Keywords: Brand Image, Product Quality, Service Quality, Customer Satisfaction, 

Repurchase Intention.


