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PENGARUH BRAND IMAGE, BRANDAWARENESS, DAN PERCEIVED
QUALITY TERHADAPREPURCHASE INTENTION PRODUK

MAKARIZO 
(Pada Mahasiswa S1 Universitas Diponegoro Pengguna Produk Makarizo) 

 
ABSTRAKSI 

Persaingan bisnis produk perawatan rambut saat ini semakin meningkat
dikarenakan produk perawatan rambut sudah menjadi kebutuhan setiap orang,
maka perusahaan harus mampu bersaing dengan para pesaing. Hal ini menyebabkan
sebuah perusahaan harus dapat menciptakan produk dengan memperhatikan
kualitas terbaik dan menjaga nama produk di pasaran sehingga tercipta citra yang
baik sehingga konsumen akan selalu mengingat produk dalam pikiran terdalam
sehingga menciptakan niat membeli kembali konsumen. Salah satu produk
perawatan rambut yang banyak digunakan di Indonesia adalah Makarizo tetapi data
dari salah satu outlet penjualan Makarizo di Kota Semarang menunjukkan
pencapaian target sepanjang tahun 2019-2022 belum maksimal. Penelitian ini
bertujuan untuk mengetahui pengaruh brand image, brand awareness dan
perceived quality terhadap repurchase intention Makarizo pada Mahasiswa S1
Universitas Diponegoro. 

Tipe penelitian ini menggunakan explanatory research. Sedangkan teknik
pengambilan sampel penelitian ini non-probability sampling serta metode
penelitian purposive sampling dan accidental sampling. Responden dalam
penelitian ini berjumlah 100 responden. Pengumpulan data menggunakan
kuesioner dengan pengukuran Skala Likert. Analisis data menggunakan bantuan
program Microsoft Excel dan SPSS versi 26. 

Hasil penelitian menunjukkan brand image berpengaruh signifikan positif
terhadap repurchase intention, brand awareness berpengaruh signifikan positif
terhadap repurchase intention dan perceived quality berpengaruh signifikan positif
terhadap repurchase intention. Secara simultan, penelitian mendapatkan hasil
bahwa brand image tidak berpengaruh signifikan terhadap repurchase intention,
brand awareness dan perceived quality berpengaruh signifikan terhadap repurchase
intention. Saran kepada Makarizo untuk lebih meningkatkan kualitas produk agar
menarik minat konsumen untuk membeli secara berulang serta memperluas
jangkauan interaksi dengan konsumen melalui media sosial dengan konten yang
menarik dan unik sehingga konsumen lebih mengenal produk Makarizo.  
 
Kata Kunci: Brand Image, Brand Awareness, Perceived Quality, Repurchase
Intention 
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THE INFLUENCE OF BRAND IMAGE, BRANDAWARENESS, AND
PERCEIVED QUALITY ON THE REPURCHASE INTENTION OF

MAKARIZO PRODUCTS 
(On Undergraduate Students of Diponegoro University Makarizo Products

Users) 
 

ABSTRACT 

Competition in the hair care product business is currently increasing
because hair care products have become a necessity for everyone, so companies
must be able to compete with competitors. This causes a company to be able to
create products by paying attention to the best quality and maintaining the product
name in the market so as to create a good image so that consumers will always
remember the product in their deepest thoughts so as to create consumer repurchase
intentions. One of the hair care products that is widely used in Indonesia is
Makarizo, but data from one of Makarizo's sales outlets in Semarang City shows
that the target achievement throughout 2019-2022 has not been maximized. This
study aims to determine the effect of brand image, brand awareness and perceived
quality on Makarizo's repurchase intention on Diponegoro University
undergraduate students. 

This type of research is explanatory research. While the sampling technique
of this research is non-probability sampling and purposive sampling and accidental
sampling research methods. Respondents in this study amounted 100 respondents.
Data collection using a questionnaire with Likert Scale measurements. Data
analysis using the Microsoft Excel program and SPSS version 26. 

Based on partial test, brand image has a significant positive effect on
repurchase intention, brand awareness has a significant positive effect on
repurchase intention and perceived quality has a significant positive effect on
repurchase intention. Simultaneously, the study found that brand image has no
significant effect on repurchase intention, brand awareness and perceived quality
have a significant effect on repurchase intention. Suggestions for Makarizo to
further improve product quality in order to attract consumers to buy repeatedly and
expand the range of interactions with consumers through social media with
interesting and unique content so that consumers are more familiar with Makarizo
products. 
 
Keywords: Brand Image, Brand Awareness, Perceived Quality, Repurchase
Intention 
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