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ABSTRAK

Regina Suchrisna / 23209141 / 2022 / Pengaruh Brand Trust dan Brand Experience
Terhadap Minat Beli Ulang Smartphone Apple Seri Iphone 12 Di Jakarta/
Pémbimbing: Rita Eka Setianingsih,S.E.,M.M.

Perkembangan teknologi semakin hari semakin pesat dibandingkan dengan masa
— masa sebelumnya. Pada saat ini, alat komunikasi yang paling tinggi diminati oleh
masyarakat yaitu smartphone. Smartphone Apple yang paling banyak dibeli pada

» tabun 2021 yaitu smartphone Apple seri iPhone 12. Dalam persaingan smartphone

di=Jakarta yang semakin ketat membuat persaingan semakin sulit sehingga
predusen menggunakan strategi yang berorientasi pada brand frust dan brand
experience. Penelitian ini bertujuan untuk meneliti pengaruh brand trust dan brand
experience apakah berpengaruh terhadap minat beli ulang pada smartphone Apple
seri iPhone 12 di Jakarta.

Penelitian ini menggunakan teori — teori dari variabel yang diteliti yaitu brand trust,
brand experience, dan minat beli ulang. Variabel independen dalam penelitian ini
adalah brand trust dan brand experience, sedangkan variabel dependen dalam
pehelitian ini adalah minat beli ulang.

Objek penelitian ini adalah smartphone Apple. Pengumpulan data dilakukan dengan
cafa penyebaran kuesioner kepada 116 sampel pengguna smartphone Apple seri
ipAone 12. Sampel dipilih dengan teknik non-probality sampling,yaitu judgement
sampling. Data penelitian ini diolah menggunakan SPSS 25.

Hasil dari penelitian ini adalah tidak terdapat berpengaruh positif brand trust
terhadap minat beli ulang sedangkan brand experience berpengaruh positif
tefhadap minat beli ulang.

Kesimpulan dari penelitian ini adalah hasil analisis data menunjukkan tidak terdapat
pengaruh brand ftrust terhadap minat beli ualng sedangkan brand experience
mempengaruhi minat beli ulang.

Kata Kunci: Brand Trust, Brand Experience, Minat Beli Ulang.
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ABSTRACT

Regina Suchrisna / 23209141 / 2022 / The Influence of Brand Trust and Brand
Experience on Repurchase Intention Smartphone Apple Series iPhone 12 in Jakarta
/ Advisor: Rita Eka Setianingsih, S.E., M.M.

The development of technology is getting faster than ever before. At this time, the

- communication tool that is most in demand by the public is the smartphone. The

Q
=

O

buepun-buepun 1bunpuiq eydi

mast purchased Apple smartphone in 2021 is the smartphone Apple series iPhone
12; The increasingly fierce competition for smartphones in Jakarta makes the
competition even more difficult so manufacturers use strategies oriented to brand
trust and brand experience. This study aims to examine the influence of brand trust
and brand experience and whether they affect repurchase interest on smartphone
Apple series iPhone 12 in Jakarta.

This study uses the theory of the variables studied, brand trust, brand experience,
and repurchase intention. The independent variables in this study are brand trust
and brand experience, while the dependent variable in this study is repurchase
intention.

The object of this research is the smartphone Apple. Data was collected by
distributing questionnaires of 116 samples of smartphone Apple series iPhone 12.
The sample was selected using a non-probability sampling technique, namely
judlgment sampling. Data were analyzed using multiple linear regression. The
research data were processed using SPSS 25.

The results of this study are that there is no positive effect of brand trust on
repurchase intention, while brand experience has a positive effect on repurchase
inténtion.

This study concludes that the results of data analysis show that there is no influence
of-brand trust on repurchase intention while brand experience affects repurchase
intention.

Ewords: Brand Trust, Brand Experience, Repurchase Intention.
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