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ABSTRAKSI 

Selama beberapa tahun terakhir diketahui bahwa J.Co Donuts and Coffee 

tidak mampu masuk kedalam Top Brand Index Kategori Café Kopi. Fenomena 

yang terjadi di lapangan mengatakan bahwa terjadi penurunan pendapatan dan 

juga banyaknya konsumen yang tidak puas terhadap pelayanan yang dilakukan 

oleh J.Co Donuts and Coffee khususnya pada Cabang Semarang menjadi dasar 

permasalahan mengapa penelitian ini dilaksanakan. Kemudian dibangun model 

penelitian empirik brand image dan customer experience terhadap repurchase 

intention serta permasalahan tentang repurchase intention melalui konsep brand 

trust. 

Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh brand 

image dan customer experience terhadap repurchase intention melalui brand trust 

di J.Co Donuts and Coffee semarang dengan menggunakan dasar penelitian 

explanatory research dan metode accidental samplingyang dipadu dengan 

purposive sampling.Karena ketidakterbatasan populasi yang ada, maka 

berdasarkan teori Roscow ditentukanlah minimal sampel yang diambil sebanyak 

40 orang.Berdasarkan metode dan dasar tersebut, diperoleh sampel sebanyak 104 

konsumen J.Co Donuts and Coffee Cabang Semarang. Kemudian data yang 

diperoleh dianalisis secara kuantitatif dengan menggunakan program SPSS 

(Statistical Package for Social Science) untuk mengetahui pengaruh dari variabel 

eksogen terhadap variabel endogen dalam penelitian ini 

Penelitian ini menghasilkan temuan bahwa brand image terbukti 

mempunyai pengaruh terhadap brand trust, customer experience terbukti 

berpengaruh terhadap brand trust, brand image dan customer experience terbukti 

berpengaruh terhadap brand trust, brand trust terbukti mempunyai pengaruh 

terhadap repurchase intention. 

 

Kata Kunci: Repurchase Intention, Brand Trust, Brand Image, Customer 

Experience, Perilaku Konsumen, Statistical Package for Social Science (SPSS) 
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ABSTRACT 

 Over the last few years it has been known that J.Co Donuts and Coffee was 

unable to enter the Top Brand Index of the Coffee Café Category. The 

phenomenon that occurs in the field says that there is a decrease in income and 

also the number of consumers who are not satisfied with the services provided by 

J.Co Donuts and Coffee, especially in the Semarang branch, are the basis of the 

problem why this research was carried out. Then an empirical research model is 

built on brand image and customer experience on repurchase intention as well as 

problems regarding repurchase intention through the concept of brand trust. 

 This study aims to determine how the influence of brand image and 

customer experience on repurchase intention through brand trust in J.Co Donuts 

and Coffee Semarang by using explanatory research and accidental sampling 

method combined with purposive sampling. Because of the infinity of the existing 

population, based on Roscow's theory, a minimum sample of 40 people was 

determined. Based on these methods and bases, a sample of 104 J.Co Donuts and 

Coffee Semarang customers was obtained. Then the data obtained were analyzed 

quantitatively using the SPSS (Statistical Package for Social Science) program to 

determine the effect of exogenous variables on endogenous variables in this study. 

 This research has found that brand image is proven to have an influence on 

brand trust, customer experience is proven to have an effect on brand trust, brand 

image and customer experience is proven to have an effect on brand trust, brand 

trust is proven to have an influence on repurchase intention.. 

 

Key Words : Repurchase Intention, Brand Trust, Brand Image, Customer 

Experience, Consumer Behaviour, Statistical Package for Social Science (SPSS) 
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