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PENGARUH BRAND AWARENESS TERHADAP REPURCHASE
INTENTION DENGAN PENDEKATAN TRILOGY OF EMOTION
PADA PENGGUNA SAMSUNG GALAXY S SERIES
DI SURABAYA

ABSTRAK

Penelitian ini bertujuan untuk mengetahui dan menganalisis
pengaruh brand awareness terhadap repurchase intention dengan
pendekatan trilogy of emotion pada pengguna Samsung Galaxy S Series di
Surabaya. Penelitian ini merupakan penelitian kausal. Teknik pengambilan
sampel yang digunakan dalam penelitian ini adalah purposive sampling,
dengan jumlah sampel sebanyak 200 responden. Tiap responden tersebut
merupakan individu yang pernah membeli dan pernah menggunakan
Samsung Galaxy S Series dan berdomisili di Surabaya. Data dikumpulkan
melalui alat bantu kuesioner dan selanjutnya diolah dengan teknik analisis
structural equation model dengan program LISREL.

Hasil penelitian ini menunjukkan bahwa brand awareness
memiliki pengaruh yang positif dan signifikan terhadap cognition, affection,
conation, dan repurchase intention, serta cognition, affection, dan conation
memiliki pengaruh yang positif dan signifikan terhadap repurchase
intention.

Kata Kunci: Brand Awareness, Cognition, Affection, Conation, Repurchase
Intention.
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THE EFFECT OF BRAND AWARENESS ON REPURCHASE
INTENTION WITH TRILOGY OF EMOTION APPROACH
ON SAMSUNG GALAXY S SERIES USERS
IN SURABAYA

ABSTRACT

This study objective is to identify and to analyze the effect of brand
awareness on repurchase intention with trilogy of emotion approach for
Samsung Galaxy S Series users in Surabaya. This study is a causal
research. The sampling technique used in this study is a purposive
sampling, with a total sample of 200 respondents. Each respondent is an
individual who has ever bought and used Samsung Galaxy S Series and live
in Surabaya. Data were collected by questionnaire and further processed
by strcutural equation model analysis techniques using LISREL programs.

The result of this study shows that brand awareness have positive
and significant effect to cognition, affection, conation, and repurchase
intention, and cognition, affection, and conation have positive significant
effect to repurchase intention.

Keyword: Brand Awareness, Cognition, Affection, Conation, Repurchase
Intention.
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