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QUOTES 

 

“IF you don’t have the mental capacity to 

be that obsessed about what you are 

trying to get… 

Then you ain’t never gonna have it” 

- CT Fletcher 
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ABSTRAK 

Penelitian ini dilakukan untuk mencari hubungan perceived quality, perceived 

value, satisfaction, trust, repurchase intention, dan e-word of mouth, terhadap 

produk Xiaomi Mi4 diantara pengguna Xiaomi Mi3.  

Peneliti menggunakan penelitian kuantitatif dengan cara melakukan penyebaran 

kuesioner secara online sejumlah 170 responden pengguna produk Xiaomi Mi3. 

Penelitian ini menggunakan structural equation model (SEM) dengan 

menggunakan software AMOS 22. 

Hasil penelitian menunjukan perceived quality mempengaruhi secara positif 

terhadap perceived value dan satisfaction. perceived value mempengaruhi secara 

positif terhadap satisfaction.satisfaction mempengaruhi secara positif terhadap 

trust. Kemudian repurchase intention dipengaruhi oleh perceived value dan trust 

terkecuali dengan satisfaction. Dan akhirnya repurchase intention 

mempengaruhi secara positif terhadap positive e-WOM. 

Objek penelitian ini dikhususkan pada pengguna smartphone Xiaomi Mi3 yang 

sudah mengetahui produk terbaru dari Xiaomi yaitu Xiaomi Mi4. Penyebaran 

kuesioner dilakukan secara online, yaitu dengan cara menyebarkan link kuesioner 

secara online dengan menggunakan berbagai social media dan messenger seperti 

Facebook dan Kaskus. 

Kata Kunci perceived quality, perceived value, satisfaction, trust, repurchase 

intention, e-Word of Mouth, Xiaomi Mi3, Xiaomi Mi4 
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ABSTRACT 

This study was done to find the relationships of perceived quality, perceived 

value, satisfaction, trust, repurchase intention and e-Word of mouth of Xiaomi 

Mi4 among user of Xiaomi Mi3. 

Researcher used quantitative research by conducting questionnaires of 170 

respondents of users Xiaomi MI3. This study used structural equation modeling 

(SEM) using AMOS 22. 

Result indicates perceived quality positively impact perceived value and 

Satisfaction. Perceived value is positively impact on satisfaction. Satisfaction is 

positivey impact on trust. Repurchase intention is mainly influenced by perceived 

value and trust except satisfaction. And finaly repurchase intention is positively 

impact on positive e-WOM. 

The object of this study is devoted to the MI3 Xiaomi smartphone users who 

already know the latest products which Xiaomi Xiaomi MI4. Questionnaires 

conducted online, by way of spreading the link to the online questionnaire using 

various social media such as Facebook and messenger and Kaskus. 

Keyword perceived quality, perceived value, satisfaction, trust, repurchase 

intention, e-Word of Mouth, Xiaomi Mi3 
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