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ABSTRAK 

ADELA AURELIA KINAYA DEWI, 21042010215, PENGARUH PERCEIVED 
QUALITY, BRAND TRUST DAN CUSTOMER EXPERIENCE TERHADAP 

REPURCHASE INTENTION PRODUK SKINTIFIC  
(Studi pada Konsumen Produk Skintific di Kota Surabaya) 

Persaingan dalam industri kecantikan dan perawatan kulit di Indonesia semakin 
meningkat, seiring dengan bertambahnya minat konsumen terhadap produk skincare 
berkualitas. Salah satu merek yang tengah diminati adalah Skintific, terutama di 
kalangan masyarakat urban seperti Kota Surabaya. Penelitian ini bertujuan untuk 
mengetahui pengaruh Perceived Quality, Brand Trust, dan Customer Experience 
terhadap Repurchase Intention produk Skintific. Metode yang digunakan dalam 
penelitian ini adalah metode kuantitatif. Populasi dalam penelitian ini adalah pengguna 
produk Skintific yang berdomisili di Kota Surabaya. Sampel yang digunakan sebanyak 
100 responden dengan teknik non probability sampling dan pendekatan purposive 
sampling. Pengumpulan data dilakukan melalui penyebaran kuesioner online. Analisis 
data dilakukan menggunakan regresi linier berganda dengan bantuan software SPSS 
versi 30. Hasil penelitian menunjukkan bahwa Perceived Quality, Brand Trust, dan 
Customer Experience secara simultan dan parsial berpengaruh positif dan signifikan 
terhadap Repurchase Intention. Temuan ini menunjukkan bahwa persepsi kualitas, 
kepercayaan terhadap merek, dan pengalaman positif konsumen menjadi faktor penting 
dalam mendorong niat beli ulang terhadap produk Skintific.  

Kata Kunci : Perceived Quality, Brand Trust, Customer Experience, Repurchase 
Intention  
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ABSTRACT 

ADELA AURELIA KINAYA DEWI, 21042010215, THE INFLUENCE 
PERCEIVED QUALITY, BRAND TRUST AND CUSTOMER EXPERIENCE 

ON REPURCHASE INTENTION OF SKINTIFIC PRODUCTS  
(Study on Consumers of Skintific Products in Surabaya City) 

 
The beauty and skincare industry in Indonesia is increasingly competitive, along with 
the increasing consumer interest in quality skincare products. One of the brands that is 
in demand is Skintific, especially among urban communities such as Surabaya City. 
This study aims to determine the effect of Perceived Quality, Brand Trust, and 
Customer Experience on Repurchase Intention of Skintific products. The method used 
in this research is quantitative method. The population in this study are Skintific 
product users who live in Surabaya City. The sample used was 100 respondents with 
non probability sampling technique and purposive sampling approach. Data collection 
was carried out through distributing online questionnaires. The results showed that 
Perceived Quality, Brand Trust, and Customer Experience simultaneously and partially 
had a positive and significant effect on Repurchase Intention. These findings indicate 
that perceived quality, brand trust, and positive consumer experience are important 
factors in encouraging repurchase intentions for Skintific products. 
 
Keywords : Perceived Quality, Brand Trust, Customer Experience, Repurchase 
Intention  


