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ABSTRAK 

 Penelitian ini bertujuan untuk menguji signifikansi pengaruh positif brand 

equity dan brand trust terhadap repurchase intention produk Wardah di Kota Madiun. 

Sampel yang digunakan dalam penelitian ini sebanyak 100 responden dengan teknik 

purposive sampling dan snowball sampling. Teknis analisis data menggunakan 

regresi linier berganda. Hasil penelitian menunjukkan bahwa variabel brand equity 

dan brand trust berpengaruh signifikan positif terhadap repurchase intentiondan 

variabel yang dominan berpengaruh terhadap repurchase intention adalah brand 

trust. Nilai koefisien determinasi (𝑅2) sebesar 0,681 (68,8%) artinya variabel brand 

equity dan brand trust terhadap repurchase intention menjelaskan pengaruh sebesar 

68,1% sedangkan sisanya 31,9% dipengaruhi oleh variabel lain yang tidak ada dalam 

persamaan model regresi. Hasil penelitian pengujian hipotesis menunjukkan bahwa 

variabel brand equitymenunjukkan nilai thitung (7,784) > ttabel (1,66055) dan tingkat 

signifikansi 0,000 < 0,05 dan variabel brand trust menunjukkan nilai thitung (4,929) > 

ttabel (1,66055) dan tingkat signifikansi 0,000 < 0,05. 

Kata Kunci : Brand Equity, Brand Trust, Repurchase Intention. 
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THE EFFECT OF BRAND EQUITY AND BRAND TRUST ON 

REPURCHASE INTENTION OF WARDAH PRODUCTS 

 

ABSTRACT 

 This study aims to examine the significance of the positive influence of 

brand equity and brand trust on the repurchase intention of Wardah products in 

Madiun City. The sample used in this study were 100 respondents with purposive 

sampling and snowball sampling techniques. The data analysis technique used 

multiple linear regression. The results showed that the variables brand equity and 

brand trust had a significant positive effect on repurchase intention and the dominant 

variable that had an effect on repurchase intention was brand trust. The coefficient of 

determination (𝑅2) of 0,681 (68,8%) means that the brand equity and brand trust 

variables on repurchase intention explain the effect of 68,1% while the remaining 

31.2% is influenced by other variables that are not in the regression model equation. 

The results of the research on hypothesis testing show that the brand equity variable 

shows the value of tcount (7,784) > ttable (1,66055) and a significance level of 0,000 < 

0.05 and the brand trust variable shows the value of tcount (4,929) > ttable (1,66055) and 

the level of significance0,000 < 0,05. 
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