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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Image dan Digital Marketing
terhadap Revisit Intention dengan Visit Decision pada pameran RHVAC Online sebagai variabel
intervening yang diselenggarakan oleh PT. Pelita Promo Internusa. Subyek penelitian ini
adalah para pengunjung (Visitor) pameran RHVAC Online dengan menggunakan teknik
purposive sampling sebanyak 91 responden dan didukung dengan teknik pengumpulan data
primer. Metode yang digunakan dalam penelitian ini adalah PLS (Partial Least Square) versi
3.3. Hasil penelitian ini menunjukan bahwa Brand Image berpengaruh positif dan signifikan
terhadap Visit Decision pengunjung, Brand Image berpengaruh positif dan signifikan terhadap
Revisit Intention, Digital Marketing berpangaruh positif dan signifikan terhadap Visit Decision,
Digital Marketing berpangaruh positif dan signifikan terhadap Revisit Intention dan Visit
Decision berpengaruh positif dan signifikan terhadap Revisit Intention

Kata kunci : Brand Image, Digital Marketing, Visit Decision dan Revisit Intention
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ABSTRACT

This study aims to analyze the effect of Brand Image and Digital Marketing on Revisit Intention
with Visit Decision at the RHVAC Online exhibition as an intervening variable organized by
PT. Internusa Promo Pelita. The subjects of this study were the visitors (Visitors) of the RHVAC
Online exhibition using purposive sampling technique as many as 91 respondents and
supported by primary data collection techniques. The method used in this research is PLS
(Partial Least Square) version 3.3. The results of this study indicate that Brand Image has a
positive and significant effect on Visit Decisions, Brand Image has a positive and significant
impact on Revisit Intention, Digital Marketing has a positive and significant impact on Visit
Decisions, Digital Marketing has a positive and significant impact on Revisit Intention and
Visit Decisions have a positive effect and significant to the Revisit Intention

Keywords: Brand Image, Digital Marketing, Visit Decision and Revisit Intention
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