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ABSTRAK

Persaingan industri kosmetik yang semakin tinggi menyebabkan perusahaan perlu
mempertahankan konsumen melalui peningkatan repurchase intention. Make Over
sebagai salah satu merek kosmetik lokal menghadapi dinamika kekuatan merek
yang tercermin dari perubahan Top Brand Index dalam beberapa tahun terakhir.
Penelitian ini bertujuan untuk menganalisis pengaruh brand trust dan perceived
value terhadap repurchase intention melalui customer satisfaction pada konsumen
produk Make Over. Penelitian ini menggunakan teori Stimulus-Organism-Response
(S-O-R), dengan brand trust dan perceived value sebagai stimulus, customer
satisfaction sebagai organism, dan repurchase intention sebagai response.
Penelitian menggunakan pendekatan kuantitatif dengan metode purposive sampling
terhadap 128 konsumen Make Over yang telah melakukan pembelian minimal dua
kali dan berusia minimal 17 tahun. Data dikumpulkan melalui kuesioner dengan
skala Likert dan dianalisis menggunakan Structural Equation Modeling-Partial
Least Square (SEM-PLS) melalui SmartPLS. Hasil penelitian menunjukkan bahwa
brand trust dan perceived value berpengaruh positif dan signifikan terhadap
customer satisfaction. Perceived value dan customer satisfaction berpengaruh
positif dan signifikan terhadap repurchase intention, sedangkan brand trust
berpengaruh negatif dan signifikan terhadap repurchase intention. Customer
satisfaction terbukti memediasi pengaruh brand trust dan perceived value terhadap
repurchase intention.

Kata kunci: Brand Trust, Perceived Value, Customer Satisfaction, Repurchase
Intention, Make Over.
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ABSTRACT

The increasingly competitive cosmetic industry requires companies to maintain
consumers through efforts to encourage repurchase intention. Make Over, as one of
Indonesia’s local cosmetic brands, faces changes in brand strength, as reflected in
fluctuations in its Top Brand Index in recent years. This study aims to analyze the
effects of brand trust and perceived value on repurchase intention through customer
satisfaction among Make Over consumers. This study employs the Stimulus-
Organism-Response (S-O-R) theory, in which brand trust and perceived value are
positioned as stimuli, customer satisfaction as the organism, and repurchase
intention as the response. A quantitative approach was used with purposive
sampling involving 128 Make Over consumers who had purchased the products at
least twice and were at least 17 years old. Data were collected through a Likert-
scale questionnaire and analyzed using Structural Equation Modeling-Partial Least
Squares (SEM-PLS) with SmartPLS. The results indicate that brand trust and
perceived value have positive and significant effects on customer satisfaction.
Perceived value and customer satisfaction have positive and significant effects on
repurchase intention, while brand trust has a negative and significant effect on
repurchase intention. Customer satisfaction mediates the effects of brand trust and
perceived value on repurchase intention.

Keywords: Brand Trust, Perceived Value, Customer Satisfaction, Repurchase
Intention, Make Over.
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