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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Image dan Health
Consciousness terhadap Repurchase Intetion melalui Customer
Satisfaction sebagai variabel mediasi pada konsumen air mineral Pristine di
Kabupaten Kebumen. Penelitian ini menggunakan pendekatan kuantitatif dengan
menyebarkan kuesioner kepada 140 responden yang pernah membeli dan
mengonsumsi air mineral Pristine. Teknik pengambilan sampel yang digunakan
adalah purposive sampling. Data dianalisis menggunakan Structural Equation
Modeling Partial Least Squares (SEM-PLS) dengan bantuan program SmartPLS.
Hasil penelitian menunjukkan bahwa Brand Image berpengaruh signifikan positif
terhadap Customer Satisfaction dan Health Consciousness berpengaruh signifikan
positif terhadap Customer Satisfaction. Namun, Brand Image tidak berpengaruh
signifikan terhadap Repurchase Intention dan Health Consciousness tidak
berpengaruh signifikan terhadap Repurchase Intention. Selanjutnya, Customer
Satisfaction berpengaruh signifikan positif terhadap Repurchase Intention. Hasil
pengujian mediasi menunjukkan bahwa Customer Satisfaction berperan sebagai
variabel mediasi antara Brand Image dan Repurchase Intention, serta antara Health
Consciousness dan Repurchase Intention.

Kata Kunci: Brand Image, Health Consciousness, Customer Satisfaction,

Repurchase Intention, Air Mineral Pristine.
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ABSTRACT

This  study aims to analyze the effect of Brand Image and Health
Consciousness on Repurchase  Intention, with Customer  Satisfaction as a
mediating variable among consumers of Pristine bottled water in Kebumen
Regency. This research employs a quantitative approach by distributing
questionnaires to 140 respondents who have purchased and consumed Pristine
bottled water. The sampling technique used in this study is purposive sampling.
Data were analyzed using Structural Equation Modeling patrial Least Squares
(SEM-PLS) with the assistance of SmartPLS software. The results indicate
that Brand Image has a positive and significant effect on Customer Satisfaction,
and Health Consciousness has a positive and significant effect on Customer
Satisfaction. However, Brand Image does not have a significant effect on
Repurchase Intention, and Health Consciousness does not have a significant effect
on Repurchase Intention. Furthermore, Customer Satisfaction has a positive and
significant effect on Repurchase Intention. The mediation test results show
that Customer Satisfaction mediates the relationship between Brand Image and
Repurchase Intention, as well as between Health Consciousness and Repurchase
Intention.

Keywords: Brand Image, Health Consciousness, Customer Satisfaction,
Repurchase Intention, Air Mineral Pristine.
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