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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh brand positioning, brand
image, dan brand trust terhadap repurchase intention pada pengguna Trans Batam.
Seiring dengan pesatnya perkembangan kota, kebutuhan akan transportasi umum
yang terjangkau, efisien, dan nyaman semakin meningkat. Trans Batam sebagai
salah satu sistem transportasi utama di Kota Batam berupaya memenuhi kebutuhan
tersebut melalui layanan dan fasilitas yang disediakan. Penelitian ini menggunakan
pendekatan kuantitatif dengan metode survei yang dibagikan kepada 100 responden
yang dipilith melalui teknik purposive sampling. Pengumpulan data dilakukan
melalui kuesioner online, dan analisis data dilakukan dengan menggunakan SPSS
versi 31. Proses analisis mencakup uji validitas dan reliabilitas, uji asumsi klasik,
regresi linier berganda, koefisien determinasi, dan uji hipotesis. Hasil penelitian
menunjukkan bahwa secara parsial, brand positioning dan brand trust tidak
berpengaruh signifikan terhadap repurchase intention. Sementara itu, brand image
memiliki pengaruh signifikan namun negatif terhadap repurchase intention. Secara
simultan, ketiga variabel tersebut berpengaruh signifikan terhadap repurchase
intention pengguna Trans Batam. Nilai koefisien determinasi (R?) sebesar 6,5%
menunjukkan bahwa ketiga variabel independen hanya mampu menjelaskan
sebagian kecil variasi dalam repurchase intention, sedangkan sisanya dipengaruhi
oleh faktor lain yang tidak diteliti dalam studi ini. Temuan ini memberikan
implikasi bagi pengelola Trans Batam untuk lebih memperhatikan persepsi
masyarakat dan meningkatkan cara penyampaian brand image guna mendorong
minat beli ulang.

Kata Kunci: Brand Positioning, Brand Image, Brand Trust, Repurchase Intention.



ABSTRACT

This study aims to analyze the influence of brand positioning, brand image, and
brand trust on repurchase intention among Trans Batam users. As urban
development accelerates, the need for public transportation that is affordable,
efficient, and comfortable has become increasingly important. Trans Batam, as one
of the main public transportation systems in Batam City, seeks to meet this need
through its services and facilities. This research employed a quantitative approach
using a survey method distributed to 100 respondents selected through purposive
sampling. Data collection was carried out through an online questionnaire, and
data analysis was conducted using SPSS version 31. The analysis process included
validity and reliability tests, classical assumption tests, multiple linear regression,
coefficient of determination, and hypothesis testing. The results show that, partially,
brand positioning and brand trust do not have a significant effect on repurchase
intention. On the other hand, brand image has a significant but negative effect on
repurchase intention. Simultaneously, the three variables have a significant
influence on repurchase intention among Trans Batam users. The coefficient of
determination (R?) of 6.5% indicates that the three independent variables explain
only a small portion of the variation in repurchase intention, while the rest is
influenced by other factors not examined in this study. These findings provide
valuable implications for Trans Batam management to i pay closer attention to
public perceptions and improve the way their brand is presented to foster
repurchase intention

Keyword: Brand Positioning, Brand Image, Brand Trust, Repurchase Intention.
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