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ABSTRAK 

 
AULIA LIFE RAHMA PUTRI, PENGARUH BRAND PERCEPTION, SOCIAL 
INFLUENCE, DAN ATTITUDE TO FUNCTIONAL FOOD TERHADAP 
REPURCHASE INTENTION DENGAN CONSPICUOUS CONSUMPTION 
SEBAGAI VARIABEL INTERVENING (Studi Pada Kopi Keliling Kelana di 
Surabaya) 
 

Kemajuan teknologi di era globalisasi mengubah gaya hidup masyarakat, 
termasuk dalam tren bisnis kopi. Kopi keliling semakin marak di Surabaya karena 
kemudahan akses dan biaya operasional yang rendah. Kopi Kelana adalah pelopor 
kopi keliling berbasis sepeda listrik, menawarkan solusi kemudahaknbagi 
konsumen yang ingin membeli kopi dengan harga terjangkau tanpa harus ke 
Coffee shop konvensional. Tren “ngopi” yang berkembang pesat membuka 
peluang bisnis baru dalam industri ini. 
 

Penelitian ini menganalisis pengaruh Brand Perception, Social Influence, 
dan Attitude to Functional Food terhadap Repurchase Intention, dengan 
Conspicuous Consumption sebagai variabel intervening. Penelitian ini 
menggunakan pendekatan kuantitatif asosiatif dan teknik purposive sampling, 
penelitian ini melibatkan 100 responden melalui kuesioner. Hasil penelitian ini 
menunjukkan bahwa Brand Perception berpengaruh signifikan terhadap 
Conspicuous Consumption, tetapi tidak langsung memengaruhi Repurchase 
Intention. Social Influence tidak berpengaruh signifikan terhadap Conspicuous 
Consumption dan juga Repurchase intention, sedangkan Attitude to Functional 
Food berdampak kuat pada Conspicuous Consumption dan Repurchase Intention. 
Conspicuous Consumption tidak memediasi hubungan Brand Perception dan 
Repurchase Intention, tetapi memperkuat pengaruh Social Influence serta Attitude 
to Functional Food dalam keputusan pembelian ulang. 
 
 
Kata Kunci : Brand Perception, Social Influence, Attitude to Functional Food, 
Repurchase Intention, Conspicuous Consumption 
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ABSTRACT 

 
AULIA LIFE RAHMA PUTRI, INFLUENCE OF BRAND PERCEPTION, 
SOCIAL INFLUENCE, AND ATTITUDE TO FUNCTIONAL FOOD ON 
REPURCHASE INTENTION WITH CONSPICUOUS AS INTERVENING 
VARIABLE (Study on Kelana Mobile Coffee in Surabaya) 
 

Technological advances in the era of globalization have changed people's 
lifestyles, including in the coffee business trend. Mobile coffee is increasingly 
prevalent in Surabaya due to its ease of access and low operational costs. Kopi 
Kelana is a pioneer of electric bicycle-based mobile coffee, offering an easy 
solution for consumers who want to buy coffee at affordable prices without having 
to go to a conventional coffee shop. The rapidly growing trend of “coffee 
drinking” opens up new business opportunities in this industry. 

 
This study analyzes the effect of Brand Perception, Social Influence, and 

Attitude to Functional Food on Repurchase Intention, with Conspicuous 
Consumption as an intervening variable. This study uses an associative 
quantitative approach and purposive sampling technique, this study involved 100 
respondents through a questionnaire. The results of this study indicate that Brand 
Perception has a significant effect on Conspicuous Consumption, but does not 
directly affect Repurchase Intention. Social Influence has no significant effect on 
Conspicuous Consumption and Repurchase intention, while Attitude to Functional 
Food has a strong impact on Conspicuous Consumption and Repurchase 
Intention. Conspicuous Consumption does not mediate the relationship between 
Brand Perception and Repurchase Intention, but strengthens the influence of 
Social Influence. 
 
 
Keyword : Brand Perception, Social Influence, Attitude to Functional Food, 
Repurchase Intention, Conspicuous Consumption


