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ABSTRAK

VERONICA FEBIANTY LAKSONO PUTRI, 19042010031, PENGARUH
BRAND AWARENESS, BRAND TRUST, BRAND LOYALTY TERHADAP
BRAND IMAGE MELALUI REPURCHASE INTENTION SEBAGAI
VARIABEL INTERVENING (STUDI PADA PEMBELI PRODUK BEAR
BRAND DI SURABAYA)

Tujuan penelitian ini adalah untuk mengetahui pengaruh brand awareness, brand
trust, brand loyalty terhadap brand image melalui repurchase intention Sebagai
Variabel Intervening (Studi Pada Pembeli Produk Bear Brand Di Surabaya). Jenis
penelitian ini merupakan penelitian kuantitatif. Teknik pengambilan sampel
menggunakan non probability sampling dengan penentuan sampel sebanyak 180
responden. Kriteria sampel pada penelitian ini adalah responden yang berusia
diatas 17 tahun yang berdomisili di surabaya, responden yang pernah melakukan
pembelian produk bear brand lebih dari 2 kali. Teknik analisis data pada penelitian
ini menggunakan analisis PLS (Partial Least Square) dengan software SmartPLS
4.0. Hasil pada penelitian ini menunjukkan bahwa brand awareness tidak secara
langsung memengaruhi Brand Image, Brand Awareness, Brand Trust, dan Brand
Loyalty memiliki pengaruh positif terhadap Repurchase Intention. Repurchase
Intention terbukti berpengaruh positif terhadap Brand Image.

Kata Kunci: Brand Awareness; Brand Image Brand Loyalty; Brand
Trust;Repurchase Intention
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ABSTRACT

VERONICA FEBIANTY LAKSONO PUTRI, 19042010031, THE EFFECT
OF BRAND AWARENESS, BRAND TRUST, BRAND LOYALTY ON
BRAND IMAGE THROUGH REPURCHASE INTENTION AS AN
INTERVENING VARIABLE (STUDY ON BUYERS OF BEAR BRAND
PRODUCTS IN SURABAYA)

The purpose of this study was to determine the effect of brand awareness, brand
trust, brand loyalty on brand image through repurchase intention as an intervening
variable (Study on Buyers of Bear Brand Products in Surabaya). This type of
research is quantitative research. The sampling technique used non probability
sampling with a sample size of 180 respondents. The sample criteria in this study
are respondents over 17 years old who live in Surabaya, respondents who have
purchased bear brand products more than 2 times. The data analysis technique in
this study uses PLS (Partial Least Square) analysis with SmartPLS 4.0 software.
The results in this study indicate that brand awareness does not directly affect Brand
Image, Brand Awareness, Brand Trust, and Brand Loyalty have a positive influence
on Repurchase Intention. Repurchase Intention is proven to have a positive effect
on Brand Image.

Keywords: Brand Awareness; Brand Image Brand Loyalty; Brand
Trust;Repurchase Intention.
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