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ABSTRAK

Pengaruh Brand Love, Perceived Quality, dan Social Media Marketing
Terhadap Repurchase Intention (Studi Pada Pelanggan Point Coffee di
Indomaret Tunjungan Surabaya)

Ida Nur Hidayah, Budi Prabowo

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Love,
Perceived Quality, dan Social Media Marketing terhadap Repurchase Intention
pada pelanggan Point Coffee di Indomaret Tunjungan Surabaya. Latar belakang
penelitian ini didasari oleh pentingnya mempertahankan loyalitas pelanggan
dalam persaingan bisnis kedai kopi yang semakin kompetitif. Teknik pengambilan
sampel yang digunakan adalah nonprobability sampling dan jenis sampling yakni
purposive sampling dengan sampel sebanyak 100 responden. Metode penelitian
yang digunakan adalah pendekatan kuantitatif dengan teknik analisis regresi linier
berganda, sedangkan pengolahan data menggunakan program IBM SPSS 26.
Hasil penelitian menunjukkan bahwa secara simultan, Brand Love, Perceived
Quality, dan Social Media Marketing berpengaruh positif dan signifikan terhadap
Repurchase Intention. Secara parsial, ketiga variabel tersebut juga berpengaruh
positif dan signifikan terhadap Repurchase Intention. Nilai koefisien determinasi
(R?) sebesar 0,435 menunjukkan bahwa 43,5% variasi dalam Repurchase
Intention dipengaruhi oleh ketiga variabel independen dalam penelitian ini.
Sedangkan sisanya sebesar 56,5% dipengaruhi oleh variabel lain yang tidak
diteliti dalam penelitian ini.

Kata Kunci: Brand Love, Perceived Quality, Social Media Marketing,
Repurchase Intention, Point Coffee

Xi
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ABSTRACT

The Effect of Brand Love, Perceived Quality, and Social Media Marketing on
Repurchase Intention (A Study of Point Coffee Customers at Indomaret
Tunjungan Surabaya)

Ida Nur Hidayah, Budi Prabowo

This study aims to analyze the influence of Brand Love, Perceived Quality,
and Social Media Marketing on Repurchase Intention among Point Coffee
customers at Indomaret Tunjungan Surabaya. The background of this study is
based on the importance of maintaining customer loyalty in the increasingly
competitive coffee shop business. The sampling technique used was
nonprobability sampling and purposive sampling, with a sample size of 100
respondents. The research method employed a quantitative approach with
multiple linear regression analysis, while data processing used IBM SPSS 26. The
results show that simultaneously, Brand Love, Perceived Quality, and Social
Media Marketing have a positive and significant effect on Repurchase Intention.
Partially, these three variables also have a positive and significant effect on
Repurchase Intention. The coefficient of determination (R2) value of 0.435 shows
that 43.5% of the variation in Repurchase Intention is influenced by the three
independent variables in this study. While the remaining 56.5% is influenced by
other variables not examined in this study.

Keywords: Brand Love, Perceived Quality, Social Media Marketing, Repurchase
Intention, Point Coffee
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