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ABSTRAK 

PENGARUH KUALITAS PRODUK, PERSEPSI HARGA DAN BRAND 

AMBASSADOR TERHADAP MINAT BELI ULANG PRODUK ALOE 

VERA NATURE REPUBLIC PADA FANBASE NCT 127 DI MEDIA 

SOSIAL TWITTER 

 

Oleh: 

AMELIA PUTRI HERAWATI 

NPM 193402516308 

Tugas akhir dibawah bimbingan bapak Dr. Elwisam, S.E., M.M. 

 

Penelitian ini bertujuan untuk mengetahui Kualitas Produk, Persepsi Harga dan 

Brand Ambassador tehadap Minat Beli Ulang Produk Aloe Vera Nature Republic 

Pada Fanbase NCT 127 di Media Sosial Twitter. Teknik penentuan sampel 

menggunakan Teknik purposive sampling dengan jumlah sampel yang ditentukan 

sebanyak 100 responden (pengguna Aloe Vera Nature Republic pada fanbase NCT 

127 Di Media Sosial Twitter). Teknik analisis data yaitu analisis deskriptif 

kuantitatif dengan menggunakan partial least square structural equation model 

(PLS-SEM) 3.3.2. Berdasarkan hasil perhitungan menggunaka perangkat lunak 

PLS-SEM 3.3.2 diperoleh hasil bahwa terdapat hubungan signifikan antara 

pengaruh kualitas produk, persepsi harga dan brand ambassador terhadap minat 

beli ulang produk Aloe Vera Nature Republic pada fanbase NCT 127 Di Media 

Sosial Twitter. Implikasi hasil penelitian ini menunjukan bahwa Nature Republic 

harus tetap menjaga profesionalitas dalam menjaga kualitas produk, persepsi 

harga dan brand ambassador kepada konsumen sehingga bisa meningkatkan minat 

beli ulang. 

 

Kata Kunci: Kualitas Produk, Persepsi Harga, Brand Ambassador dan 

Minat Beli Ulang 
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ABSTRACT 

THE INFLUENCE OF PRODUCT QUALITY, PRICE PERCEPTION AND 

BRAND AMBASSADORS ON THE REPURCHASE INTEREST OF ALOE 

VERA NATURE REPUBLIC PRODUCTS ON NCT 127 FANBASE ON 

SOCIAL MEDIA TWITTER 

 

By: 

AMELIA PUTRI HERAWATI 

NPM 193402516308 

This thesis under the guidance of Dr. Elwisam, S.E., M.M 

 

This study aims to determine Product Quality, Price Perceptions and Brand 

Ambassadors on Repurchase Interests for Aloe Vera Nature Republic Products on 

the NCT 127 Fanbase on Twitter Social Media. The sampling technique used 

purposive sampling technique with a sample size of 100 respondents (Aloe Vera 

Nature Republic users on the NCT 127 fanbase on Twitter Social Media). The 

data analysis technique is quantitative descriptive analysis using the partial least 

square structural equation model (PLS-SEM) 3.3.2. Based on the results of 

calculations using the PLS-SEM 3.3.2 software, it was found that there was a 

significant relationship between the influence of product quality, price perceptions 

and brand ambassadors on the intention to repurchase Aloe Vera Nature Republic 

products on the NCT 127 fanbase on Twitter Social Media. The implications of the 

results of this study indicate that Nature Republic must maintain professionalism 

in maintaining product quality, price perceptions and brand ambassadors to 

consumers so that they can increase repurchase interest. 

Keywords: Product Quality, Perceived Price, Brand Ambassador and 

Repurchase Intention 
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