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ABSTRAK

Pesatnya pertumbuhan usaha kuliner ayam geprek di Kota Madiun menyebabkan
tingkat persaingan yang semakin tinggi, sehingga mendorong pelaku usaha untuk
tidak hanya menarik pembelian awal, tetapi juga membangun niat pembelian ulang
(repurchase intention) konsumen. Penelitian ini bertujuan untuk menganalisis
pengaruh brand trust dan perceived value terhadap repurchase intention konsumen
Geprekin Aja Outlet Kemiri Kota Madiun dengan menggunakan Theory of Planned
Behavior (TPB) sebagai landasan teoritis. TPB menjelaskan bahwa niat perilaku
terbentuk melalui proses evaluasi dan keyakinan individu terhadap suatu perilaku.
Penelitian ini menggunakan pendekatan kuantitatif dengan jumlah sampel
penelitian berjumlah 112 responden yang dipilih melalui teknik purposive
sampling. Data dianalisis menggunakan regresi linear berganda. Hasil penelitian
menunjukkan bahwa brand trust dan perceived value berpengaruh positif terhadap
repurchase intention. Kepercayaan konsumen terhadap merek serta persepsi nilai
pada produk membentuk evaluasi dan keyakinan positif, sehingga mendorong
konsumen untuk melakukan pembelian ulang. Dengan demikian, peningkatan
brand trust dan perceived value menjadi faktor penting dalam memperkuat
repurchase intention konsumen Geprekin Aja Outlet Kemiri Kota Madiun.

Kata Kunci : Brand Trust, Perceived Value, Repurchase Intention
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THE INFLUENCE OF BRAND TRUST AND PERCEIVED VALUE ON
CONSUMER REPURCHASE INTENTION AT GEPREKIN AJA OUTLET
IN KEMIRI, MADIUN CITY

ABSTRACT

The rapid growth of the ayam geprek culinary business in Madiun City has led to
increasingly high levels of competition, encouraging businesses to not only attract
initial purchases but also build consumer repurchase intention. This study aims to
analyze the influence of brand trust and perceived value on the repurchase intention
of consumers of Geprekin Aja Outlet Kemiri in Madiun City using the Theory of
Planned Behavior (TPB) as a theoretical basis. TPB explains that behavioral
intention is formed through a process of evaluation and individual beliefs about a
behavior. This study uses a quantitative approach with a sample size of 112
respondents selected through purposive sampling. The data were analyzed using
multiple linear regression. The results showed that brand trust and perceived value
had a positive effect on repurchase intention. Consumer trust in the brand and
perceived value of the product formed positive evaluations and beliefs, thereby
encouraging consumers to make repeat purchases. Thus, increasing brand trust and
perceived value are important factors in strengthening the repurchase intention of
consumers of Geprekin Aja Outlet in Kemiri, Madiun City.

Keywords : Brand Trust, Perceived Value, Repurchase Intention
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