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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh Social Media Marketing, kualitas
produk,Online customer review terhadap minat beli ulang konsumen di Tokopedia. Data yang
digunakan adalah data primer dengan jumlah sampel 180, Metode penarikan sample
menggunakan teknik purposive sampling. Metode pengumpulan data dengan menggunakan
kuesioner. Data diolah menggunakan software statistic Smart PLS Versi 4.0, Hipotesis dalam
penelitian ini Social Media Marketing berpengaruh positif dan sigifikan terhadap Minat Beli
ulang, Kualitas Produk berpengaruh positif dan signfikan terhadap Minat Beli ulang, Online
Customer Review berpengaruh secara positif dan signifian terhadap Minat Beli ulang

Kata Kunci: Social Media Marketing, Kualitas Produk, Online Customer Review,
Minat Beli Ulang

mercubuana.ac.id



ABSTRACT

This research aims to test the effect of Social Media Marketing, product quality,
and online customer review to repurchase intention on Tokopedia. The objects of this
research are the college student, specifically Mercu Buana Jakarta Menteng, The type of
research used in this research is quantitative and the research method used is the method
of causal analysis. The sample used is 180 respondents. The sampling technique using a
purposive sampling, The data is processed using the Smart PLS statistical software Version
4.0, The hypothesis in this study is that Social Media Marketing have a positive and
significant effect on repurchase intention, Product Quality has a positive and significant
effect on repurchase intention, Online Custome Review has a positive and significant effect
on repeat purchase intention.

Keyword: Social Media Marketing, Product Quality, Online Customer Review,
Repurchase Intention
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