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PENGARUH PERSONAL BRANDING IVAN GUNAWAN DAN SELF-
EXPRESSIVE VALUE OF BRAND TERHADAP REPURCHASE
INTENTION BRAND MANDJHA IVAN GUNAWAN (Studi pada

Konsumen Mandjha di Bekasi)

ABSTRAK

Penelitian ini dilatarbelakangi oleh pentingnya membangun citra Personal
Branding figur publik dan menciptakan nilai ekspresif diri yang sesuai dengan
konsumen untuk meningkatkan pembelian ulang produk Mandjha. Tujuan
penelitian untuk mengetahui pengaruh Personal Branding Ivan Gunawan dan Self-
Expressive Value of Brand terhadap Repurchase Intention konsumen produk
Mandjha di Bekasi. Metode penelitian menggunakan survei kuantitatif dengan
teknik purposive sampling terhadap konsumen Mandjha di wilayah Bekasi.
Analisis data dilakukan dengan regresi berganda untuk menguji pengaruh variabel
Personal Branding dan self-expressive value secara simultan dan parsial terhadap
Repurchase Intention. Hasil penelitian menunjukkan bahwa Personal Branding
Ivan Gunawan berpengaruh positif dan signifikan terhadap Repurchase Intention,
Self-Expressive Value of Brand turut memperkuat niat pembelian ulang konsumen
Mandjha, serta Personal Branding Ivan Gunawan dan Self-Expressive Value of
Brand secara simultan berpengaruh positif dan siginfikan terhadap Repurchase
Intention. Temuan ini memberikan implikasi bahwa perusahaan perlu fokus pada
pembangunan Personal Branding figur publik yang kuat dan peningkatan nilai
ekspresif diri dalam produk guna pembelian ulang konsumen Mandjha.

Kata kunci : Personal Branding, Self-Expressive Value of Brand, Repurchase
Intention, Mandjha Hijab, Ivan Gunawan



THE INFLUENCE OF IVAN GUNAWAN'S PERSONAL BRANDING AND
SELF-EXPRESSIVE VALUE OF BRAND ON MANDJHA IVAN
GUNAWAN BRAND REPURCHASE INTENTION (Study on Mandjha

Consumers in Bekasi)

ABSTRACT

The background of this research is based on the importance of building a Personal
Branding image of public figures and creating self-expressive value that suits
consumers to increase Repurchase Intention of Mandjha products. This study aims
to determine the effect of Ivan Gunawan's Personal Branding and Self-Expressive
Value of Brand on Repurchase Intention of consumers of Mandjha products in
Bekasi. Data analysis was carried out by multiple regression to test the effect of
Personal Branding and self-expressive value variables simultaneously and
partially on Repurchase Intention. The results showed that Ivan Gunawan's
Personal Branding has a positive and significant effect on Repurchase Intention,
and the self-expressive value of the brand also strengthens the Repurchase
Intention of Mandjha consumers. Additionally, both Personal Branding and self-
expressive value have a simultaneous positive and significant effect on Repurchase
Intention. This finding implies that companies need to focus on building strong
Personal Branding of public figures and increasing self-expressive value in
products to increase Repurchase Intention.

Keywords : Personal Branding, Self-Expressive Value of Brand, Repurchase

Intention, Mandjha Hijab, Ivan Gunawan
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