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ABSTRAK

Penelitian ini bertujuan nerek (brand image)

terhadap niat, beli ulang (reg dyk smartphoneyOppo pada

mahasisw@ Program StudiManajemen ersitas.Quality. Dala a persaingan

pasar s emakin Nth\(&Bﬁdr?lAuﬁn} isa tu faktor penting
ya eme aku konsumen. Penelitian” i

kuant el lan data m'ui kuesioneg yang

pur@vOa@ing. penden_brand

pen@n’@a@w@ur A€ inte Apalisis data

dilakukan uo'p,?.. ré%in;%ﬁa ,,-\u validitas, uji
itas, uji heteroskedastisitas, uji lineasi

reliabilitas, sial (t), dan

uji koefisien determinasi (R Iﬁ”ﬂeﬁﬁv njukkan bahwa'brand image

berpengaruh positif dan signifikan terhadap repurchase intention mahasiswa

dipilih_ menge

image, seme

pengguna smartphone Oppo, dengan I egresi sebesar p = 0,000 < 0,05 dan Y-
2,635 + 1,382X, dimana hasil uji t (parsial) menunjukkan bahwa nilai signifikansi brand
image (X) terhadap repurchase intention () adalah 0,000 < 0,05 dan nilai t hitung 10.471
> 1.998 maka HO ditolak dan Ha diterima dengan nilai R Square (R?) 0.635 > 0,05

atau sebesar 63,5%.
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ABSTRACT

This study aims to analyze the i image on the repurchase intention

of Oppo smartphone pro agerﬁent Study Program,

¢

Universityf ofyQuality. In fierce competition in the

,-, . bra mage cﬁ o-“ orta
consumer  be IS study uses a quantitative‘[n od b ctingdata
thro 5respondewlvho were s y / 0sive
sampling h depen iable is d image, while the

1ab urchaﬁ_&ﬁi og.?ggta :

depend 3 hase ition : S carriedout by a
simple - i too@tf@li@/ @ e ity test,

smartph actors that affect

heteroscedastig it Inearity test;-parti , and d nation coefficient
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test (R?). T ! he, study show that brandyimage ositive and

significant effect on the repl QLMR 00 smartphone users, with a

regression value of p = 0.000 < 0:05and Y: 5+ 1.382X, where the results of the t-
test (partial) show that the significance value of brand image (X) on repurchase intention
(Y) is 0.000 < 0.05 and the t-value is calculated 10,471 > 1,998, then HO was rejected
and Ha was accepted with an R Square (R?) value of 0.635 > 0.05 or 63.5%.

Keywords : Brand Image, Repurchase Intention, Smartphone, Consumer
Behavior, Repurchase Decision



