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ABASTRAK 

Penelitian ini dilakukan untuk menguji pengaruh citra merek terhadap niat beli 

ulang konsumen dengan electronic word of mouth sebagai pemoderasi. Populasi 
dalam penelitian ini adalah konsumen sushisamp di kota Sampit yang mana jumlah 
populasi tidak diketahui dan sampel sebesar 100 responden menggunakan teknik 

purposive sampling. Analisis data dalam penelitian ini menggunakan Moderated 
Regression Analysis. Hasil penelitian menunjukan bahwa citra merek berpengaruh 

positif dan signifikan terhadap niat beli ulang. electronic word of mouth 
berpengaruh positif dan signifikan terhadap niat beli ulang. Penelitian menunjukkan 
electronic word of mouth sebagai variabel moderasi tidak dapat memoderasi 

pengaruh citra merek terhadap niat beli ulang. 

Kata Kunci – citra merek, electronic word of mouth, niat beli ulang 
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ABSTRACT 

This research was conducted to examine the influence of brand image on consumer 

repurchase intentions with electronic word of mouth as a moderator. The 
population in this research consisted of Sushisamp consumers in the city of Sampit, 

where the population was considered infinite. The sample included 100 
respondents, used a purposive sampling technique. Data analysis in this research 
used Moderated Regression Analysis. The research results showed that brand 

image had a positive and significant effect on repurchase intention. Electronic word 
of mouth also had a positive and significant effect on repurchase intentions. 

However, the research showed that electronic word of mouth, as a moderating 
variable, could not moderate the influence of brand image on repurchase intention. 
 

Keywords – brand image, electronic word of mouth, repurchase intention 
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