
 
 

 
 

   MODEL NIAT BELI ULANG PENGGUNA JASA RENOVASI RUMAH:  

INTEGRASI BRAND IMAGE, BRAND AWARENESS, DAN BRAND TRUST 

 

 

 

ROSMALINA 

1710621093 

 

 

 

 

 
 
 
 

  
 
 
 
 
 

 

Penulisan skripsi ini merupakan bagian dari pemenuhan syarat guna meraih 

gelar Sarjana Bisnis di Fakultas Ekonomi dan Bisnis, Universitas Negeri 

Jakarta. 

 

 

PROGRAM STUDI S1 BISNIS DIGITAL 

FAKULTAS EKONOMI DAN BISNIS 

UNIVERSITAS NEGERI JAKARTA 

2025



 
 

 
 

REPURCHASE INTENTION MODEL OF HOME RENOVATION SERVICE 

USERS: INTEGRATING BRAND IMAGE, BRAND AWARENESS, AND 

BRAND TRUST 

 

 

ROSMALINA 

1710621093 

 

 

 

 
 
 
 

  
 
 
 
 
 

 

This undergraduate thesis is submitted in partial fulfillment of the requirements 

for the degree of Bachelor of Digital Business at the Faculty of Economics and 

Business, Jakarta State University 

 

 

DIGITAL BUSINESS STUDI PROGRAM  

FACULTY OF ECONOMICS AND BUSINESS 

STATE UNIVERSITY JAKARTA 

2025 

ENGESAHAN 

 
 



 
 

i 
 

LEMBAR PENGESAHAN SKRIPSI 

 
  



 
 

ii 
 

LEMBAR PERNYATAAN ORISINALITAS 

 
  



 
 

iii 
 

 

LEMBAR PERSETUJUAN PUBLIKASI 

 
  



 
 

iv 
 

ABSTRAK 
 
 
Rosmalina : Model Niat Beli Ulang Pengguna Jasa Renovasi Rumah: Integrasi 
Brand Image, Brand Awareness, dan Brand Trust. 
 
Tim Pembimbing : Usep Suhud, M.Si., Ph.D. dan Meta Bara Berutu, S.E., M.M. 
 
Penelitian ini bertujuan untuk mengevaluasi pengaruh citra merek, kesadaran 
merek, dan kepercayaan merek terhadap Tingkat kepuasan pelanggan serta minat 
melakukan pembelian ulang pada layanan Renovruma. Data dikumpulkan melalui 
survey kuesioner dengan melibatkan 215 responden berusia 20 hingga 50 tahun 
yang telah menggunakan jasa Renovruma secara berulang berdasarkan data internal 
Perusahaan. Analisis data dilakukan menggunakan SPSS dan Structural Equation 
Modeling (SEM) melalui perangkat lunak AMOS untuk menguji hubungan antar 
variabel. 
 
Hasil penelitian menunjukkan bahwa citra merek, kesdaran merek, dan kepercayaan 
merek secara signifikan berpengaruh positif terhadap kepuasan pelanggan dan niat 
pembelian ulang. Namun, temuan yang menarik adalah adanya hubungan negatif 
yang signifikan antara kepuasan pelanggan dan niat pembelian ulang, yang 
berlawanan dengan hipotesis awal. Implikasi dari penelitian ini dapat menjadi 
pertimbangan bagi perushaan dalam meningkatkan strategi pemasaran dan 
manajemen hubungan pelanggan. 
 
Kata Kunci : Brand Image, Brand Awareness, Brand Trust, Customer Satisfaction, 
Repurchase Intention. 
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ABSTRACT 
 
 
Rosmalina: A Model of Repurchase Intention for Home Renovation Service 
Users: Integration of Brand Image, Brand Awareness, and Brand Trust. 
 
Supervisory Team: Usep Suhud, M.Sc., Ph.D. and Meta Bara Berutu, S.E., M.M. 
 

This study investigates the impact of brand image, brand awareness, and brand 
trust on customer satisfaction and repurchase intention in Renovruma’s services. 
Data were collected through a questionnaire-based survey involving 215 
respondents aged 20 to 50, all of whom were repeat customers of Renovruma 
according to the company’s internal records. The collected data were analyzed 
using SPSS and Structural Equation Modeling (SEM) via AMOS. 

The hypothesis testing results revealed that brand image positively and significantly 
influences both customer satisfaction and repurchase intention. Similarly, brand 
awareness exhibits a positive and significant effect on customer satisfaction and 
repurchase intention. Brand trust also demonstrates a positive and significant 
impact on customer satisfaction and repurchase intention. However, a significant 
negative relationship was found between customer satisfaction and repurchase 
intention. 

 
Keywords: Brand Image, Brand Awareness, Brand Trust, Customer Satisfaction, 
Repurchase Intention. 
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