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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui: (1) pengaruh online 

promotion terhadap repurchase intention ROTI BAKAR PAK 

BONDAN, (2) pengaruh kualitas produk terhadap repurchase 

intention ROTI BAKAR PAK BONDAN, (3) pengaruh membership 

program terhadap repurchase intention ROTI BAKAR PAK 

BONDAN dan (4) pengaruh online promotion, kualitas produk dan 

membership program terhadap repurchase intention ROTI BAKAR 

PAK BONDAN. 

Jenis penelitian yang digunakan dalam penelitian ini adalahs 

urvei. Populasi pada penelitian ini adalah konsumen ROTI BAKAR 

PAK BONDANyang mempunyai card member yang pernah membeli 

produk ROTI BAKAR PAKBONDAN.Teknik pengambilan sampel 

menggunakan metode purposive sampling dengan jumlah sampel 

sebanyak 115 orang. Teknik pengumpulan data menggunakan 

kuesioner yang telah diuji validitas dan reliabilitasnya. Teknik analisis 

data yang digunakan untuk menjawab hipotesis adalah regresi 

berganda. 

Hasil penelitian ini menunjukkan bahwa: (1) terdapat pengaruh 

positifonline promotion terhadap repurchase intention ROTI BAKAR 

PAK BONDAN. Hal ini dibuktikan dari nilai thitung sebesar 5,247 

dengan nilai signifikansi sebesar 0,000 lebih kecil dari 0,05 

(0,000<0,05), (2) tidak ada pengaruh kualitas produk terhadap 

repurchase intention ROTI BAKAR PAK BONDAN. Hal ini 

dibuktikan dari nilai thitung sebesar 0,275 dengan nilai signifikansi 

sebesar 0,784 (0,784>0,05), (3) terdapat pengaruh positif membership 

program terhadap repurchase intention ROTI BAKAR PAK 

BONDAN. Hal ini dibuktikan dari nilait hitung 2,618 dengan nilai 

signifikansi 0,01 lebih kecil dari 0,05(0,01<0,05), (4) terdapat 

pengaruh positif online promotion, kualitas produk dan membership 

program secara simultan terhadap repurchase intention ROTIBAKAR 

PAK BONDAN. Hal ini dibuktikan dengan diperolehnilai Fhitung 

sebesar 12,187 dengan signifikansi sebesar 0,000<0,05. 

 

Kata kunci: Online promotion, Kualitas Produk, Membership 

Program, Repurchase Intention 



INFLUENCE OF ONLINE PROMOTION, PRODUCT QUALITY AND 

MEMBERSHIP PROGRAM ON REPURCHASE INTENTION 

 

(STUDY ON CONSUMERS OF ROTI BAKAR PAK BONDAN) 

 

By: 

 

FATHUL BARI A’AN 

NIM. 201769100026 

 

ABSTRAK 

 

This study aims to determine: (1) the effect of online promotion on 

repurchase intention of ROTI BAKAR PAK BONDAN, (2) the effect of product 

quality on repurchase intention of ROTI BAKAR PAK BONDAN, (3) the effect 

of membership program on repurchase intention of ROTI BAKAR PAK 

BONDAN and (4 ) the influence of online promotion, product quality and 

membership program on repurchase intention of ROTI BAKAR PAK BONDAN. 

The type of research used in this study is a survey. The population in this 

study are ROTI BAKAR PAK BONDAN consumers who have card members 

who have purchased ROTI BAKAR PAK BONDAN products. The sampling 

technique used purposive sampling method with a total sample of 115 people. The 

data collection technique uses a questionnaire that has been tested for validity and 

reliability. The data analysis technique used to answer the hypothesis is multiple 

regression. 

The results of this study indicate that: (1) there is a positive influence of 

online promotion on repurchase intention of ROTI BAKAR PAK BONDAN. This 

is evidenced by the t-count value of 5.247 with a significance value of 0.000 

which is smaller than 0.05 (0.000<0.05), (2) there is no effect of product quality 

on repurchase intention of ROTI BAKAR PAK BONDAN. This is evidenced by 

the t-count value of 0.275 with a significance value of 0.784 (0.784> 0.05), (3) 

there is a positive effect of membership program on repurchase intention of ROTI 

BAKAR PAK BONDAN. This is evidenced by the t-count value of 2.618 with a 

significance value of 0.01 less than 0.05 (0.01 <0.05), (4) there is a positive 

influence on online promotion, product quality and program membership 

simultaneously on repurchase intention of ROTI BAKAR PAK BONDAN. This 

is evidenced by the calculated F value of 12.187 with a significance of 0.000 

<0.05. 

 

Keywords: Online promotion, Product Quality, Membership Program, Repurchase 

Intention 
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