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ABSTRAK

PENGARUH BRAND IMAGE DAN BRAND LOVE TERHADAP
REPURCHASE INTENTION DENGAN ELECTORIC WORD OF
MOUTH SEBAGAI MODERATING: STUDI KONSUMEN
BERAS BRAND ROSITA DI SWALAYAN SUPER TOP PARE

Alisa Sherila Diahmayorasarit*, Rohmat Dwi Jatmiko?", Novita Ratna Satiti*"

Management Department, Universitas Muhammadiyah Malang, Indonesia
Corresponding E-mail: alisasherlila@gmail.com

Tujuan penelitian ini adalah untuk menguji pengaruh brand image, brand
love dan e-wom terhadap repurchase intention brand beras Rosita di Swalayan
Super TOP Pare serta menguji moderasi e-WOM pada pengaruh brand image dan
brand love terhadap repurchase intention brand beras Rosita di Swalayan Super
TOP Pare. Data dikumpulkan melalui kuesioner kepada 250 responden yang
merupakan pelanggan Super TOP Pare. Hasil penelitian menunjukkan bahwa Brand
image, brand love dan e-wom memiliki pengaruh positif dan signifikan terhadap
repurchase intention. Namun, Brand image dan e-wom tidak memiliki pengaruh
signifikan terhadap repurchase intention. Ini berarti-meskipun e-wom  dan brand
image secara individu-memberikan dampak positif terhadap repurchase intention,
efek  moderasi e-wom  terhadap hubungan tersebut tidak cukup kuat untuk
menunjukkan ~hasil -yang - signifikan. 'Selain itu,Brand love dan e-wom tidak
memiliki pengaruh signifikan terhadap repurchase intention. Ini berarti meskipun
e-wom dan brand love secara individu memberikan dampak positif terhadap
repurchase intention, efek moderasi e-wom terhadap hubungan tersebut tidak cukup
kuat untuk menunjukkan hasil yang signifikan.

Kata kunci: Citra Merek; Kecintaan Terhadap Merek; Promosi dari Mulut ke Mulut;
Minat Pembelian Ulang
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ABSTRACT

THE EFFECT OF BRAND IMAGE AND BRAND LOVE ON
REPURCHASE INTENTION WITH ELECTORIC WORD OF
MOUTH AS A MODERATING INDICATOR: A STUDY OF
ROSITA RICE BRAND CONSUMERS IN SUPER TOP PARE
SUPERMARKET

Alisa Sherila Diahmayorasari'’, Rohmat Dwi Jatmiko®’, Novita Ratna Satiti®"

Management Department, Universitas Muhammadiyah Malang, Indonesia
Corresponding E-mail: alisasherlila@gmail.com

This study aims to investigate the impact of brand image, brand love, and
electronic word of mouth (e-WOM) on the repurchase intention of Rosita brand
rice at Super TOP Pare Supermarket. Furthermore, this research analyzes the
moderating role of e-WOM on the relationship between brand image, brand love,
and repurchase intention. The research involved 250 respondents who are
customers of Super TOP Pare, with data collected via questionnaires. The findings
indicate that brand image, brand love, and e-WOM individually have a positive and
significant effect on repurchase intention. However, the study reveals that e-WOM
does not significantly moderate the  influence of brand image on repurchase
intention. Similarly, e-WOM fails to show a significant moderating effect on the
relationship between brand love and repurchase intention. Although e-WOM
contributes positively-as-an independent variable, its-role as a moderator is not
strong enough to alter the primary relationships in this context.

Keywords— Brand Image, Brand Love, E-WOM, Repurchase Intention
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