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ABSTRAK

PENGARUH BRAND AMBASSADOR, BRAND IMAGE, BRAND TRUST
TERHADAP PEMBELIAN KEMBALI PADA KONSUMEN PRODUK
NABATI EDISI AESPA DI SURABAYA

Innatus Solehah, Dra. Siti Ning Farida., M.Si

Penelitian dilaksanakan untuk memahami pengaruh brand ambassador, brand
image, brand trust terhadap pembelian kembali pada konsumen produk Nabati edisi
Aespa di Surabaya. Metode yang diterapkan yaitu kuantitatif dan kuesioner selaku
teknik pengumpul data. Populasi yang penulis pilih mencakup anggota komunitas
Mys Surabaya. Penetapan sampel dilaksanakan melalui teknik nonprobability
sampling dengan sampel jenuh, yakni dengan responden sesuai terhadap kriteria
berupa seluruh anggota komunitas Mys Surabaya. Banyaknya sampel yang berhasil
dikumpulkan yaitu 100 responden. Data yang diperoleh selanjutnya dianalisis
mempergunakan SPSS versi 27. Hasil dari analisis tersebut menunjukkan secara
simultan brand ambassador, brand image, dan brand trust memberikan pengaruh
secara signifikan terhadap pembelian kembali. Namun, jika dianalisis secara
parsial, hanya brand ambassador dan brand image yang memberikan pengaruh
signifikan, sebaliknya brand trust tidak memberikan pengaruh yang berarti ketika
dilihat secara terpisah. Temuan ini mengindikasikan bahwa pembelian pada
konsumen produk Nabati edisi Aespa di Surabaya lebih banyak dipengaruhi oleh
faktor brand ambassador yang menarik serta brand image yang diberikan,
dibandingkan dengan faktor brand trust. Oleh karena itu, untuk meningkatkan
pembelian kembali manajemen perusahaan disarankan untuk terus meningkatkan
kepercayaan konsumen (brand trust) melalui kualitas produk yang terjaga dan
layanan purna jual yang memuaskan.

Keywords: Brand Ambassador, Brand Image, Brand Trust, Pembelian Kembali
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ABSTRACT

THE EFFECT OF BRAND AMBASSADOR, BRAND IMAGE, BRAND
TRUST ON REPURCHASE AMONG CONSUMERS OF AESPA EDITION
OF NABATI PRODUCTS IN SURABAYA

Innatus Solehah, Dra. Siti Ning Farida., M.Si

The research was conducted to understand the influence brand ambassador, brand
image, brand trust on repurchase of Aespa's Nabati edition products by consumers
in Surabaya. The method used was quantitative and questionnaires as data
collection techniques. The population selected by the author included members of
the Mys Surabaya community. Sampling was carried out using a nonprobability
sampling technique with saturated samples, namely with respondents according to
the criteria, namely all members of the Mys Surabaya community. The number of
samples collected was 100 respondents. The data obtained were then analyzed using
SPSS version 27. The results of the analysis showed a simultaneous brand
ambassador, brand image, and brand trust has a significant influence on
repurchases. However, if analyzed partially, only brand ambassador and brand
image which has a significant influence, on the other hand brand trust did not have
a significant impact when viewed separately. This finding indicates that consumers'
purchases of Aespa's Nabati edition products in Surabaya were more influenced by
Factors brand ambassador interest as well brand image given, compared to the
factors brand trust Therefore, to increase repeat purchases, company management
is advised to continue to improve consumer trust (brand trust) through maintained
product quality and satisfactory after-sales service.

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