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PENGARUH KONTEN MARKETING DAN KUALITAS LAYANAN 

ONLINE TERHADAP PEMBELIAN ULANG MELALUI LOYALITAS 

MEREK PADA SAYURAN TWELVE’S ORGANIC 

THE INFLUENCE OF CONTENT MARKETING AND E-SERVICE QUALITY 

ON REPURCHASE INTENTION VIA BRAND LOYALTY FOR TWELVE’S 

ORGANIC VEGETABLES 

Nur Komariyah, Wahyu Santoso, dan Gyska Indah Harya 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Konten Marketing dan 

Kualitas Layanan Online terhadap Pembelian Ulang melalui Loyalitas Merek 

sebagai variabel mediasi. Penelitian ini menggunakan pendekatan kuantitatif 

dengan metode survei. Data diperoleh melalui penyebaran kuesioner kepada 90 

responden yang memenuhi kriteria penelitian dengan teknik purposive sampling. 

Data yang diperoleh dianalisis menggunakan Structural Equation Model (SEM) 

dengan bantuan software SmartPLS .Hasil penelitian menunjukkan bahwa konten 

marketing dan kualitas layanan online berpengaruh positif dan signifikan terhadap 

pembelian ulang pelanggan Twelve’s Organic. Konten marketing dan kualitas 

layanan online juga berpengaruh positif dan signifikan terhadap loyalitas merek. 

Selain itu, loyalitas merek terbukti berpengaruh positif dan signifikan terhadap 

pembelian ulang serta mampu memediasi secara parsial hubungan antara konten 

marketing dan kualitas layanan online terhadap pembelian ulang pelanggan 

Twelve’s Organic. Penelitian ini memberikan implikasi praktis bagi Twelve’s 

Organic yang dapat dilakukan untuk meningkatkan pembelian ulang pelanggan 

meliputi optimalisasi efektivitas konten marketing, peningkatan kualitas layanan 

online, serta penguatan loyalitas merek melalui pengelolaan hubungan pelanggan 

secara berkelanjutan. 

Kata Kunci: kualitas layanan elektronik, loyalitas merek, pemasaran digital, pembelian 

ulang 

ABSTRACT 

This study aims to analyze the influence of Marketing Content and E-Service 

Quality on Repurchase through Brand Loyalty as a mediating variable. This study 

uses a quantitative approach with a survey method. Data were obtained by 

distributing questionnaires to 90 respondents who met the research criteria with a 

purposive sampling technique. The data obtained were analyzed using the 

Structural Equation Model (SEM) with the help of SmartPLS software. The results 

showed that marketing content and online service quality had a positive and 

significant effect on repeat purchases of Twelve’s Organic customers. Marketing 

content and e-service quality also had a positive and significant effect on brand 
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loyalty. In addition, brand loyalty was proven to have a positive and significant 

effect on repeat purchases and was able to partially mediate the relationship 

between marketing content and e-service quality on repeat purchases of Twelve’s 

Organic customers. This study provides practical implications for Twelve's 

Organic that can be done to increase customer repeat purchases including 

optimizing the effectiveness of content marketing, improving the quality of online 

services, and strengthening brand loyalty through sustainable customer 

relationship management. 

Keywords: brand loyalty, digital marketing, e-service quality, repurchase 
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