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ABSTRAK

Sarah Fitriani (1905430) “Pengaruh Social Media Influencer dan Brand Image
terhadap Repurchase Intention (Survei terhadap Pengikut Instagram Fore
Coffee)”. Di bawah bimbingan Dr. Bambang Widjajanta, M.M dan Dr. Puspo Dewi
Dirgantari, S.Pd., M.T., M.M.

Penelitian ini bertujuan memperoleh gambaran dan pengaruh social media
influencer dan brand image terhadap repurchase intention pada Pengikut Instagram
Fore Coffee. Penelitian ini menggunakan metode deskriptif dan verifikatif dengan
pendekatan kuantitatif. Sampel berjumlah 200 responden pada Pengikut Instagram
Fore Coffee dengan menggunakan teknik simple random sampling. Data diolah
secara statistic menggunakan metode Structural Equation Modeling (SEM). Hasil
temuan pada penelitian ini menemukan bahwa gambaran social media influencer,
brand image dan repurchase intention berada pada kategori baik. Hasil penelitian
menunjukkan adanya pengaruh yang signifikan antara social media influencer
terhadap brand image, pengaruh signifikan antara brand image terhadap
repurchase intention dan pengaruh tidak langsung antara social media influencer
terhadap repurchase intention melalui brand image.

Kata kunci: Social Media Influencer, Brand Image, Repurchase Intention
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ABSTRACT

Sarah Fitriani (1905430), “The Influence of Social Media Influencer and Brand
Image on Repurchase Intention (Survey of Fore Coffee Instagram Followers)”.
Under the guidance of Dr. Bambang Widjajanta, M.M and Dr. Puspo Dewi
Dirgantari, S.Pd., M.T., M.M.

This study aims to obtain an overview and influence of social media influencers and
brand image on repurchase intention on Fore Coffee Instagram Followers. This
research uses descriptive and verification methods with a quantitative approach.
The sample amounted to 200 respondents on Fore Coffee Instagram Followers
using simple random sampling technique. The data is processed statistically using
the Structural Equation Modeling (SEM) method. The findings of this study found
that the description of social media influencers, brand image and repurchase
intention is in the good category. The results showed a significant influence between
social media influencers on brand image, a significant influence between brand
image on repurchase intention and an indirect influence between social media
influencers on repurchase intention through brand image.

Keywords: Social Media Influencer, Brand Image, Repurchase Intention
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