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ABSTRAK 

Sekar Harum Puspita (21042010106), Pengaruh Brand Preference, Perceived 

Quality, dan Brand Trust terhadap Repurchase Intention (Studi Pada Pengguna 

Produk Somethinc di Surabaya) 

Fenomena meningkatnya minat konsumen terhadap produk skincare lokal, seiring 

dengan pentingnya memahami faktor-faktor yang mempengaruhi niat pembelian 

ulang, menjadi topik yang semakin relevan untuk diteliti. Oleh karena itu, penelitian 

ini bertujuan untuk mengetahui pengaruh brand preference, perceived quality, dan 

brand trust terhadap repurchase intention (studi pada pengguna produk somethinc 

di Surabaya). Penelitian ini menggunakan pendekatan kuantitatif, dengan data yang 

dikumpulkan melalui kuesioner yang didistribusikan kepada 150 responden. 

Kuesioner disusun menggunakan skala likert, dan data dianalisis melalui regresi 

linier berganda. Hasil penelitian menunjukkan bahwa: (1) Brand preference, 

perceived quality, dan brand trust secara simultan berpengaruh signifikan terhadap 

repurchase intention produk Somethinc di Surabaya; (2) Brand preference secara 

parsial berpengaruh positif dan signifikan terhadap repurchase intention produk 

Somethinc di Surabaya; (3) Perceived quality secara parsial berpengaruh positif dan 

signifikan terhadap repurchase intention produk Somethinc di Surabaya; dan (4) 

Brand trust secara parsial berpengaruh positif dan signifikan terhadap repurchase 

intention produk Somethinc di Surabaya. 

Kata kunci: brand preference, perceived quality, brand trust, repurchase intention. 
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ABSTRACT 

Sekar Harum Puspita (21042010106), The Influence of Brand Preference, 

Perceived Quality, and Brand Trust on Repurchase Intention (A Study on 

Somethinc Product Users in Surabaya) 

The phenomenon of increasing consumer interest in local skincare products, along 

with the importance of understanding the variables influencing repurchase 

intention, has become increasingly relevant. Therefore, this study aims to examine 

the effect of brand preference, perceived quality, and brand trust on repurchase 

intention among users of Somethinc products in Surabaya. This research employed 

a quantitative approach, with data collected through questionnaires distributed to 

150 respondents. The questionnaire was developed using a likert scale, and the data 

were analyzed through multiple linear regression. The results of the study reveal 

that: (1) Brand preference, perceived quality, and brand trust together have a 

significant influence on the repurchase intention of Somethinc products in 

Surabaya; (2) Brand preference has a positive and significant partial influence on 

repurchase intention of Somethinc products in Surabaya; (3) Perceived quality has 

a positive and significant partial influence on repurchase intention of Somethinc 

products in Surabaya; and (4) Brand trust has a positive and significant partial 

influence on the repurchase intention of Somethinc products in Surabaya. 

Keywords: brand preference, perceived quality, brand trust, repurchase intention. 

 


