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ABSTRAK 

RIA MEI YUSTIANA, 20042010068, Pengaruh Celebrity Endorser, Brand 

Image, dan Customer Experience Terhadap Repurchase Intention Pada Produk 

Mie Instan Lemonilo (Studi Pada Masyarakat Kota Surabaya) 

   

Penelitian ini bertujuan untuk mengetahui pengaruh Celebrity Endorser, Brand 

Image, dan Customer Experience terhadap Repurchase Intention. Penelitian ini 

menggunakan pendekatan kuantitatif dengan jenis penelitian asosiatif. Populasi 

pada penelitian ini adalah konsumen produk mie instan Lemonilo di Kota Surabaya. 

Dalam penelitian ini, kuisioner digunakan untuk mengumpulkan data. Sampel pada 

penelitian ini adalah 100 responden dengan menggunakan teknik non probability 

sampling dan purposive sampling, dengan kriteria konsumen produk mie instan 

Lemonilo di Kota Surabaya yang berusia minimal 15 tahun dan sudah pernah 

melakukan pembelian serta mengonsumsi mie instan Lemonilo minimal dua kali. 

Analisis data dalam penelitian ini meliputi pengujian validitas, reliabilitas, asumsi 

klasik, regresi linear berganda, dan pengujian hipotesis serta semua proses analisis 

ini dilakukan dengan menggunakan program SPSS 26. Hasil dari penelitian ini 

menunjukkan bahwa secara simultan terbukti dengan Fhitung 53,908 > Ftabel 2,700 

dan nilai sig 0,000 sehingga Celebrity Endorser, Brand Image, dan Customer 

Experience berpengaruh signifikan terhadap Repurchase Intention. Selanjutnya, 

secara parsial terbukti dengan thitung 2,959 > ttabel 1,985 dan nilai sig 0,004 sehingga 

Celebrity Endorser berpengaruh signifikan terhadap Repurchase Intention pada 

produk mie instan Lemonilo di Kota Surabaya. Secara parsial terbukti dengan thitung 

4,210 > ttabel 1,985 dan nilai sig 0,000 sehingga Brand Image berpengaruh 

signifikan terhadap Repurchase Intention pada produk mie instan Lemonilo di Kota 

Surabaya. Secara parsial terbukti dengan thitung 8,445 > ttabel 1,985 dan nilai sig 0,000 

sehingga Customer Experince berpengaruh signifikan terhadap Repurchase 

Intention pada produk mie instan Lemonilo di Kota Surabaya. 

 

Kata Kunci: Celebrity Endorser, Brand Image, Customer Experience, 

Repurchase Intention 
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ABSTRACT 

 

RIA MEI YUSTIANA, 20042010068, The Influence Of Celebrity Endorser, 

Brand Image, and Customer Experience On Repurchase Intention On Lemonilo 

Instant Noodle Products (Study on Surabaya City Community) 

 

This research aims to determine the influence of Celebrity Endorser, Brand Image, 

and Customer Experience on Repurchase Intention. This research uses a 

quantitative approach with an associative type of research. The population in this 

study were consumers of Lemonilo instant noodle products in the city of Surabaya. 

In this research, questionnaires were used to collect data. The sample in this study 

was 100 respondents using non-probability sampling and purposive sampling 

techniques, with the criteria being that consumers of Lemonilo instant noodle 

products in the city of Surabaya were at least 15 years old and had purchased and 

consumed Lemonilo instant noodles at least twice. Data analysis in this research 

includes testing validity, reliability, classical assumptions, multiple linear 

regression, and hypothesis testing and all analysis processes are carried out using 

the SPSS 26 program. The results of this research show that it is simultaneously 

proven by Fcount 53.908 > Ftable 2.700 and the value sig 0.000 so that Celebrity 

Endorser, Brand Image and Customer Experience have a significant effect on 

Repurchase Intention. Furthermore, it is partially proven by tcount 2.959 > ttable 

1.985 and a sig value of 0.004 so that Celebrity Endorser has a significant effect 

on Repurchase Intention for Lemonilo instant noodle products in the city of 

Surabaya. It is partially proven by tcount 4.210 > ttable 1.985 and a sig value of 

0.000 so that Brand Image has a significant effect on Repurchase Intention for 

Lemonilo instant noodle products in the city of Surabaya. It is partially proven by 

tcount 8.445 > ttable 1.985 and a sig value of 0.000 so that Customer Experience 

has a significant effect on Repurchase Intention for Lemonilo instant noodle 

products in the city of Surabaya. 

 

Keywords: Celebrity Endorser, Brand Image, Customer Experience, Repurchase 

Intention  

 

 


