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ABSTRAK

AISYAH WIDYA AYU, 21042010041, PENGARUH BRAND AMBASSADOR,
BRAND IMAGE, DAN BRAND TRUST TERHADAP REPURCHASE
INTENTION PADA PRODUK SUSU INDOMILK X S.Coups, Wonwoo, dan
Vernon Seventeen di Surabaya

Penelitian ini bertujuan untuk menganalisis Brand Ambassador, Brand Image, dan
Brand Trust terhadap Repurchase Intention produk susu Indomilk X S.Coups,
Wonwoo, dan Vernon Seventeen. Jenis penelitian menggunakan metode asosiatif
dengan pendekatan kuantitatif. Responden dalam penelitian berjumlah 100
responden dan konsumen berusia minimal 17 tahun dan telah melakukan pembelian
minimal 2 kali terhadap susu Indomilk X S.Coups, Wonwoo, dan Vernon
Seventeen. Temuan dari penelitian ini menunjukkan bahwa brand ambassador,
brand image dan brand trust memiliki pengaruh positif yang signifikan terhadap
repurchase intention. Brand ambassador berpengaruh positif terhadap niat beli
ulang. Citra merek tidak berpengaruh positif terhadap niat beli ulang. Kepercayaan
merek berpengaruh positif terhadap niat beli ulang.

Kata kunci : Brand Ambassador, Brand Image, Brand Trust, Repurchase
Intention, Indomilk
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ABSTRACT

AISYAHWIDYA AYU, 21042010041, PENGARUH BRAND AMBASSADOR,
BRAND IMAGE, DAN BRAND TRUST TERHADAP REPURCHASE
INTENTION PADA PRODUK SUSU INDOMILK X S.Coups, Wonwoo, dan
Vernon Seventeen di Surabaya

This study aims to analyze brand ambassadors, brand image, and brand trust on
repurchase intention of Indomilk X S.Coups, Wonwoo, and Vernon Seventeen milk
products. The type of research uses an associative method with a quantitative
approach. Respondents in the study totaled 100 respondents and consumers were
at least 17 years old and had made at least 2 purchases of Indomilk X S.Coups,
Wonwoo, and Vernon Seventeen milk. The findings of this study indicate that brand
ambassadors, brand image and brand trust have a significant positive impact on
repurchase intention. Brand ambassador has a positive effect on repurchase
intention. Brand image has no positive effect on repurchase intention. Brand trust
has a positive effect on repurchase intention.

Keywords : Brand Ambassador, Brand Image, Brand Trust, Repurchase
Intention, Indomilk
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