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ABSTRAK 

 

Tujuan dilakukannya penelitian ini adalah menganalisa pengaruh 

kepercayaan merek terhadap niat beli ulang  pada Mixue Dukuh Kupang 

Surabaya. Analisa regresi linier berganda dipakai sebagai alat analisis pada 

penelitian ini. Sampel yang digunakan adalah 50 responden dengan purposive 

sampling yang didasarkan pada pertimbangan tertentu. Pengujian dimulai dengan 

melakukan uji validitas dan reliabilitas. Selanjutnya melakukan uji dugaan 

sementara yaitu uji signifikansi pengaruh variabel bebas terhadap variabel tidak 

bebas (uji t). Rumus regresi linier berganda berikut ini: 

 Y = a + b1 X1 + b2 X2 

Keterangan: 

Y : Variabel tidak bebas repurchase intention 

a : Konstan 

X1  : Variabel bebas brand reliability  

X2 : Variabel bebas brand intention 

b1  : Koefisien regresi variabel brand reliability  

b2 : Koefisien regresi variabel brand intention 

  

Hasil penelitian menunjukkan bahwa hipotesis 1 (uji-t) yaitu brand 

reliability (X1) mempunyai pengaruh yang relevan terhadap niat beli ulang (Y) 

dan dengan tingkat signifikan setara 0,005 < 0,05. Begitu juga dengan uji 

hipotesis 2 (Uji-t) bahwa Brand Intent (X2) berpengaruh signifikan terhadap 

Repurchase Intent (Y) memiliki tingkat signifikan setara dengan angka 0,039 < 

0,05. Selain itu, diperoleh hasil uji hipotesas 3 (uji dominasi) diperoleh koefisien 

beta kepercayaan merek (X1) sejumlah angka yaitu 0,401 dan niat merek (X2) 

senilai 0,292, demikian kepercayaan merek (X1) merupakan variabel yang paling 

dominan di penelitian ini. Selanjutnya untuk menguji koeffisien determinansi (R2) 

diraih hasil angka senilai 0,374 dan menampilkan bahwa dua variabel independen 

yang terdiri atas kepercayaan merek (X1) dan niat merek (X2) memberikan 

kontribusi atau pengaruh 37% terhadap niat beli ulang (Y). 

 

 

Kata kunci: brand reliability, brand intention, repurchase intent 
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ABSTRACT 

 

 

 The purpose of this study was to analyze the effect of brand trust on 

repurchase intentions at Mixue Dukuh Kupang Surabaya. Multiple linear 

regression analysis is used as an analytical tool in this study. The sample used 

was 50 respondents with purposive sampling based on certain considerations. 

Testing begins with testing the validity and reliability. Then do a hypothesis test 

through the t test, F test, and test the coefficient of determination. The formula for 

multiple linear regression analysis is as follows: 

Y = a + b1 X1 + b2 X2 

Information: 

Y : Variable not free of repurchase intention 

a : Constant 

X1 and X2: Independent variables of brand reliability and brand intention 

b1 and b2 : Regression coefficient of brand reliability and brand intention 

variables 

 

The results showed that hypothesis 1 (t-test), namely brand reliability (X1) has a 

significant number for repurchase intention (Y) and a significance level of 0.005 

< 0.05. Likewise with hypothesis testing 2 (t-test) that Brand Intent (X2) has a 

significant effect on Repurchase Intent (Y) with a significance level of 0.039 <0.05. 

In addition, the results of testing hypothesis 3 (dominance test) obtained a beta 

coefficient of brand trust (X1) of 0.401 and brand intention (X2) of 0.292, so that 

brand trust (X1) was the most dominant variable in this study. Furthermore, to 

test the coefficient of determinantion (R2) a result of 0.374 was obtained which 

indicated that the two independent variables consisting of brand trust (X1) and 

brand intention (X2) contributed or influenced 37% to repurchase intention (Y). 

 

 

Keywords: Brand reliability, brand intention, repurchase intention 
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