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ABSTRAK

NADYA AURELIA MUHAROMAH, 22042010061, PENGARUH BRAND
IMAGE, WORD OF MOUTH, DAN EMOTIONAL ATTACHMENT
TERHADAP MINAT BELI ULANG KOPI TUKU SPBU BP GUBENG
SURABAYA

Perkembangan industri kedai kopi di Surabaya telah menciptakan persaingan yang
ketat, menggeser perilaku konsumen dari kebutuhan fungsional menjadi experience
and social-driven goods. Penelitian ini bertujuan untuk mengetahui dan
menganalisis pengaruh secara simultan dan parsial dari Brand Image, Word of
Mouth , dan Emotional Attachment terhadap Minat Beli Ulang Kopi Tuku SPBU
BP Gubeng Surabaya. Penelitian ini menggunakan pendekatan kuantitatif asosiatif
dengan jumlah sampel 154 responden yang dipilih melalui kriteria purposive
sampling. Analisis data dilakukan menggunakan analisis Regresi Linear Berganda
melalui SPSS 25. Hasil pengujian secara simultan (Uji F) menunjukkan bahwa
Brand Image, Word of Mouth, dan Emotional Attachment secara simultan
berpengaruh positif dan signifikan terhadap Minat Beli Ulang. Secara parsial (Uji
t), Word of Mouth dan Emotional Attachment berpengaruh positif dan signifikan
terhadap Minat Beli Ulang. Sebaliknya, Brand Image ditemukan tidak berpengaruh
signifikan terhadap Minat Beli Ulang. Emotional Attachment diidentifikasi sebagai

variabel yang paling dominan dalam memengaruhi minat beli ulang konsumen.

Kata Kunci: Brand Image, Word of Mouth, Emotional Attachment, Minat Beli

Ulang, Kopi Tuku
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ABSTRACT

NADYA AURELIA MUHAROMAH, 22042010061, PENGARUH BRAND
IMAGE, WORD OF MOUTH, DAN EMOTIONAL ATTACHMENT
TERHADAP MINAT BELI ULANG KOPI TUKU SPBU BP GUBENG
SURABAYA

The growth of the coffee shop industry in Surabaya has created intense competition,
shifting consumer behavior from functional needs to experience and social-driven
goods. This study aims to determine and analyze the simultaneous and partial
effects of Brand Image, Word of Mouth (WOM), and Emotional Attachment on
Repurchase Intention of Kopi Tuku at SPBU BP Gubeng, Surabaya. This research
uses an associative quantitative approach with a sample size of 154 respondents
selected via purposive sampling criteria. Data analysis was conducted using
Multiple Linear Regression analysis via SPSS 25. The results of the simultaneous
test (F-test) show that Brand Image, Word of Mouth, and Emotional Attachment
simultaneously have a positive and significant effect on Repurchase Intention.
Partially (t-test), Word of Mouth and Emotional Attachment have a positive and
significant effect on Repurchase Intention. However, Brand Image does not have a
significant effect on Repurchase Intention. Emotional Attachment is identified as

the most dominant variable influencing consumer repurchase intention.

Keywords: Brand Image, Word of Mouth, Emotional Attachment, Repurchase
Intention, Kopi Tuku
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