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PENGARUH BRAND EXPERIENCE, SERVICE QUALITY, DAN
BRAND RELATIONSHIP QUALITY TERHADAP
REPURCHASE INTENTION PADA SEPEDA
MOTOR HONDA DI SURABAYA

Abstrak

Penelitian yang dilakukan bertujuan untuk menguji hubungan
antara Brand Experience, Service Quality, dan Brand Relationship
Quality (Brand Trust, Brand Satisfaction, Brand Commitment) terhadap
Repurchase Intention pada sepeda motor Honda di Surabaya. penelitian
ini menggunakan metode SEM (Structural Equation Modeling) yang
dianalisis menggunakan program LISREL. Teknik pengambilan sampel
pada penelitian ini menggunakan non-probability sampling dengan
menggunakan metode purposive sampling. Sampel dalam penelitian ini
berjumlah 150 responden berdasarkan karakteristik yaitu konsumen yang
membeli dan menggunakan sepeda motor Honda selama 2 tahun terakhir
dan berdomisili di Surabaya.

Hasil penelitian menunjukkan bahwa Brand Experience
berpengaruh positif terhadap Brand Relationship Quality, Service Quality
berpengaruh positif terhadap Brand Relationship Quality, dan Brand
Relationship Quality berpengaruh positif terhadap Repurchase Intention.

Kata Kunci: Brand Experience, Service Quality, Brand Relationship
Quality, dan Repurchase Intention.



THE EFFECT OF BRAND EXPERIENCE, SERVICE QUALITY AND
BRAND RELATIONSHIP QUALITY ON REPURCHASE
INTENTION ON HONDA MOTORCYCLES
IN SURABAYA

Abstract

Conducted research aimed to examine the relationship between
Brand Experience, Service Quality and Brand Relationship Quality
(Brand Trust, Brand Satisfaction, Brand Commitment) on Repurchase
Intention on Honda motorcycles in Surabaya. This research using the
method of SEM (Structural Equation Modeling) were analyzed using the
LISREL program. Sampling technique in this study using a non
probability sampling using purposive sampling method. Sample in this
study is 150 respondents based on the characteristics that customers who
purchase and use Honda motorcycles for the last 2 years and live in
Surabaya.

The results of this study indicate that the Brand Experience has a
positive effect on Brand Relationship Quality, Service quality has
appositive effect on Brand Relationship Quality and Brand Relationship
Quality has a positive effect on Repurchase Intention.

Key Word: Brand Experience, Service Quality, Brand Relationship
Quality, and Repurchase Inention.



