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ABSTRACT 
This research was conducted to analyze the influence of product innovation 

on repurchase intentions with brand image as a mediating variable. This type of 

research uses explanatory research with a quantitative approach. The population 

in this study were consumers who purchased ledre as many as 100 respondents. The 

data analysis method applied is scale range analysis and path analysis with the 

help of SPSS software. The results of the regression analysis show that Product 

Innovation has a positive and significant effect on repurchase intention, Product 

Innovation has a positive and significant effect on brand image, Brand Image has 

a positive and significant effect on repurchase intention, Product Innovation has a 

positive and significant effect on repurchase intention which is mediated by brand 

image. 
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ABSTRAK 
Penelitian ini dilakukan untuk menganalisis tentang pengaruh inovasi 

produk terhadap repurchase intention dengan brand image sebagai variabel 

mediasi. Jenis penelitian ini menggunakan explanatory research dengan 

pendekatan kuantitatif. Populasi dalam penelitian ini adalah konsumen yang 

melakukan pembelian ledre sebanyak 100 responden. Metode analisis data yang 

diterapkan adalah analisis rentang skala dan analisis jalur (path analysis) dengan 

bantuan perangkat lunak SPSS. Hasil analisis regresi menunjukkan bahwa Inovasi 

Produk berpengaruh positif dan signifikan terhadap repurchase intention, Inovasi 

Produk berpengaruh positif dan signifikan terhadap brand image, Brand Image 

berpengaruh positif dan signifikan terhadap repurchase intention, Inovasi Produk 

berpengaruh positif dan signifikan terhadap repurchase intention yang dimediasi 

oleh brand image. 

Kata kunci: inovasi produk, repurchase intention, brand image 
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