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PENGARUH BRAND TRIBALISM DAN BRAND REPUTATION 

TERHADAP NIAT BELI ULANG 

MELALUI BRAND RELATIONSHIP QUALITY 

PADA MATAHARI DEPARTMENT STORE 

SURABAYA 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh dari brand 
tribalism dan brand reputation terhadap niat beli ulang melalui brand 

relationship quality pada Matahari Department Store di Surabaya. Teknik 

pengambilan sampel yang digunakan dalam penelitian ini adalah purposive 

sampling, dimana pemilihan sampel berdasarkan kriteria tertentu yaitu 

responden yang berusia antara 20 tahun hingga 50 tahun, dengan frekuensi 

belanja minimal 3 (tiga)kali berbelanja selama 3 bulan terakhir sebanyak 

150 orang. Teknik analisis yang digunakan dalam penelitian ini adalah Path 

Analysis menggunakan SPSS. Hasil penelitian ini menunjukkan bahwa 

terdapat pengaruh secara positif dari brand tribalism terhadap brand 

relationship quality, terdapat pengaruh brand reputation terhadap brand 

relationship quality, terdapat pengaruh brand relationship quality terhadap 

niat beli ulang. Kesimpulan dalam penelitian ini adalah hubungan positif 
baik secara simultan ataupun parsial antara brand tribalism dan brand 

reputation dengan brand relationship quality. Dan brand relationship 

quality sebagai variabel intervening mempengaruhi niat beli ulang secara 

langsung. 

 

Kata kunci: Brand Tribalism, Brand Reputation, Brand Relationship 

Qualtiy, Niat Beli Ulang 

 

 

 

 
 

 

 

 

 

 

 

 



INFLUENCE OF BRAND TRIBALISM AND BRAND REPUTATION 

TO REPURCHASE INTENTION 

BY BRAND RELATIONSHIP QUALITY 

 AT MATAHARI DEPARTMENT STORE  

 SURABAYA 

 

ABSTRAK 

 

 This study aims to determine the effect of brand reputation and 
brand tribalism on re-purchase intention via the brand relationship quality at 

the Matahari Department Store in Surabaya. The sampling technique used 

in this study is purposive sampling, where sample selection is based on 

certain criteria that respondents aged between 20 years to 50 years, with the 

frequency of spending at least 3 (three) times the shop during the last 3 

months as many as 150 people. This research uses analysis techniques Path 

Analysis using SPSS. The results of this study indicate that there is a 

positive influence of brand tribalism on brand relationship quality, there is 

the influence of brand reputation of the brand relationship quality, there is 

the influence of brand relationship quality on re-purchase intention. This 

study concludes a positive relationship either simultaneously or partially 

between brand reputation and brand tribalism with a brand relationship 
quality. And brand relationship quality as intervening variables affecting the 

re-purchase intention directly. 

 

Keyword: Brand Tribalism, Brand Reputation, Brand Relationship 

Qualtiy, Repurchase Intention. 

 




