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ABSTRAK 

 

Nadila Kusumaningrum. Pengaruh Service Quality dan Sales Promotion 

terhadap Repurchase Intention melalui Customer Satisfaction sebagai Varibel 

Intervening (Studi Kasus pada Konsumen Guardian Wilayah Bekasi Raya). 

Skripsi, Jakarta: Program Studi Pendidikan Bisnis, Fakultas Ekonomi dan 

Bisnis, Universitas Negeri Jakarta, 2025. 

 

Penelitian ini bertujuan untuk menguji service quality, dan sales promotion 

terhadap repurchase intention melalui customer satisfaction sebagai variabel 

mediasi. Metode pengumpulan data menggunakan survei dengan instrumen berupa 

kuesioner yang disebarkan secara online. Populasi yang digunakan yaitu konsumen 

Guardian dengan kriteria berusia 17 tahun ke atas, sudah pernah membeli produk 

pada toko Guardian, dan berdomisili pada Bekasi Raya. Penelitian ini melibatkan 

sebanyak 200 responden, serta 30 responden untuk dilakukan uji pretest. Data 

dianalisis menggunakan Structural Equation Model (SEM) berbasis Partical Least 

Square (PLS) dengan menggunakan software SmartPLS 4.0. Hasil penelitian 

menunjukkan bahwa 1) service quality berpengaruh positif dan signifikan terhadap 

repurchase intention, 2) sales promotion berpengaruh positif dan signifikan 

terhadap repurchase intention, 3) customer satisfaction berpengaruh positif dan 

signifikan terhadap repurchase intention, 4) service quality berpengaruh positif dan 

signifikan terhadap customer satisfaction, 5) sales promotion berpengaruh positif 

dan signifikan terhadap customer satisfaction, 6) service quality berpengaruh 

positif dan signifikan terhadap repurchase intention melalui customer satisfaction, 

7) sales promotion berpengaruh positif dan signifikan terhadap repurchase 

intention melalui customer satisfaction. 

 

Kata kunci: Service quality, sales promotion, repurchase intention, customer 

satisfaction, Guardian. 
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ABSTRACT 

Nadila Kusumaningrum. The Effect of Service Quality and Sales Promotion on 

Repurchase Intention through Customer Satisfaction as an Intervening Variable 

(A Case Study of Guardian Consumers in the Greater Bekasi Area). Thesis, 

Jakarta: Business Education Study Program, Faculty of Economics and 

Business, Jakarta State University, 2025. 

 

This study aims to examine the effect of service quality and sales promotion on 

repurchase intention through customer satisfaction as a mediating variable. The 

data collection method used a survey with an online questionnaire instrument. The 

population used was Guardian consumers aged 17 years and above, who had 

previously purchased products from Guardian stores, and who resided in the 

Greater Bekasi area. This study involved 200 respondents, with 30 respondents for 

the pretest. Data were analyzed using a Structural Equation Model (SEM) based 

on Partial Least Squares (PLS) using SmartPLS 4.0 software. The results of the 

study indicate that 1) service quality has a positive and significant effect on 

repurchase intention, 2) sales promotion has a positive and significant effect on 

repurchase intention, 3) customer satisfaction has a positive and significant effect 

on repurchase intention, 4) service quality has a positive and significant effect on 

customer satisfaction, 5) sales promotion has a positive and significant effect on 

customer satisfaction, 6) service quality has a positive and significant effect on 

repurchase intention through customer satisfaction, and 7) sales promotion has a 

positive and significant effect on repurchase intention through customer 

satisfaction. 

 

Keywords: Service quality, sales promotion, repurchase intention, customer 

satisfaction, Guardian. 
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