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PENGARUH KUALITAS PRODUK DAN ELECTRONIC WORD OF
MOUTH (E-WOM) TERHADAP PERPINDAHAN MEREK MELALUI
KEBUTUHAN MENCARI VARIASI SEBAGAI VARIABEL
INTERVENING

(Studi pada Konsumen Susu Kemasan UHT Ultra Milk yang Berpindah
Merek ke Cimory di Kota Semarang)

ABSTRAK

Setiap tahun perkembangan industri mengalami perubahan termasuk industri susu
yang disebabkan karena gaya hidup masyarakat yang selalu berubah. Selain itu
munculnya berbagai merek susu di Indonesia menyebabkan persaingan di industri
ini semakin ketat. Salah satunya merek susu di Indonesia yaitu susu Cimory yang
memilki berbagai macam varian rasa. Keunggulan produk susu Cimory dapat
mengancam pangsa pasar yang telah diperoleh oleh susu UHT Ultra Milk. Maka
dari itu perusahaan perlu meningkatkan kualitas produk dan menciptakan produk
yang unggul agar dapat meningkatkan loyalitas konsumen dan menghindari
terjadinya perilaku perpindahan merek.

Penelitian mi bertuyjuan untuk mengetahui pengaruh kualitas produk dan
electronic word of mouth (e-WOM) terhadap perpindahan merek melalui kebutuhan
mencari variasi sebagai variabel mtervening. Tipe penelitian i adalah explanatory
research dengan pendekatan kuantitatift Penelitian ini menggunakan jumlah sampel
sebanyak 97 responden dengan teknik pengambilan sampel non probability
sampling yaitu accidental sampling dan purposive sampling. Teknk pengumpulan
data menggunakan kuesioner yang kemudian diolah menggunakan SmartPLS 3.0
For Windows.

Hasil penelitian ini menujukkan bahwa kualitas produk dan electronic word
of mouth (e-WOM) berpengaruh positif dan signifikan terhadap perpindahan merek
melalui kebutuhan mencari variasi. Hubungan kebutuhan mencari variasi sebagai
variabel intervening adalah partial mediation bagi kedua variabel independen.
Berdasarkan hasil penelitian saran yang dapat diberikan bagi perusahaan susu Ultra
Milk yaitu meningkatkan kualitas produk sesuai dengan keinginan konsumen dan
perlu melakukan mnovasi terhadap kemasan dan varian rasa.

Kata kunci : perpindahan merek, kualitas produk, electronic word of mouth,
kebutuhan mencari variasi



The Effect of Product Quality and Electronic Word of Mouth (E-WOM) on
Brand Switching through Variety Seeking as Intervening Variable

(Study on Consumers of Ultra Milk Who Switch Brands to Cimory in
Semarang City)

ABSTRACT

Every year, the development of the industry changes, including the dairy industry,
due to the ever-changing lifestyle of the people. In addition, the emergence of
various milk brands in Indonesia causes competition in this industry to be tighter.
One of the milk brands in Indonesia is Cimory Milk, which has a variety of flavors.
The superiority of Cimory Milk products can threaten the market share obtained by
Ultra Milk. Therefore, companies need to improve product quality and create
superior products to increase consumer loyalty and avoid brand switching
behavior.

This study aims to determine the effect of product quality and electronic
word of mouth (e-WOM) on brand switching through variety seeking as an
intervening variable. This type of research is explanatory research with a
quantitative approach. This study used a sample size of 97 respondents with non-
probability sampling techniques, namely accidental sampling and purposive

sampling. The data collection technique used a questionnaire and was processed
using SmartPLS 3.0 for Windows.

The results of this study indicate that product quality and electronic word of
mouth (e-WOM) have a positive and significant effect on brand switching through
variety seeking. The relationship between variety seeking as an intervening variable
is partial mediation for the two independent variables. Based on the study results,
it is recommended that Ultra Milk companies improve product quality following
consumer desires and innovate packaging and flavor variants.

Keywords: brand switching, product quality, electronic word of mouth, variety
seeking
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