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ABSTRAK 

Persaingan industri sepeda motor yang semakin ketat menuntut perusahaan untuk 
membangun reputasi merek yang baik serta memberikan kualitas pelayanan yang optimal 
agar mampu meningkatkan niat pembelian ulang konsumen. Penelitian ini bertujuan untuk 
menganalisis pengaruh Brand Reputation dan Service Quality terhadap Repurchase Intention 
pada konsumen Astra Motor Center Jakarta, baik secara parsial maupun simultan. Penelitian 
ini menggunakan pendekatan kuantitatif dengan metode survei. Data yang digunakan 
merupakan data primer yang diperoleh melalui penyebaran kuesioner kepada 100 responden 
yang dipilih menggunakan teknik purposive sampling. Analisis data dilakukan menggunakan 
aplikasi SPSS melalui uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi linier 
berganda, uji t, uji F, dan koefisien determinasi. Hasil penelitian menunjukkan bahwa Brand 
Reputation berpengaruh positif dan signifikan terhadap Repurchase Intention (t = 5,932; Sig. 
= 0,000), sedangkan Service Quality juga berpengaruh positif dan signifikan terhadap 
Repurchase Intention (t = 6,820; Sig. = 0,000). Secara simultan, Brand Reputation dan 
Service Quality berpengaruh positif dan signifikan terhadap Repurchase Intention (F = 
51,486; Sig. = 0,000), dengan nilai koefisien determinasi (R²) sebesar 0,515, yang berarti 
51,5% variasi Repurchase Intention dapat dijelaskan oleh kedua variabel independen, 
sedangkan 48,5% dipengaruhi oleh faktor lain di luar penelitian. 
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ABSTRACT 

The increasingly competitive motorcycle industry requires companies to establish a strong 
brand reputation and deliver excellent service quality to enhance customers’ repurchase 
intention. This study aims to analyze the effect of Brand Reputation and Service Quality on 
Repurchase Intention among customers of Astra Motor Center Jakarta, both partially and 
simultaneously. This research employed a quantitative approach using a survey method. 
Primary data were collected through questionnaires distributed to 100 respondents selected 
using purposive sampling. Data were analyzed using SPSS through validity tests, reliability 
tests, classical assumption tests, multiple linear regression analysis, t-test, F-test, and 
coefficient of determination (R²). The results indicate that Brand Reputation has a positive 
and significant effect on Repurchase Intention (t = 5.932; Sig. = 0.000), while Service Quality 
also has a positive and significant effect on Repurchase Intention (t = 6.820; Sig. = 0.000). 
Simultaneously, Brand Reputation and Service Quality have a positive and significant effect 
on Repurchase Intention (F = 51.486; Sig. = 0.000), with a coefficient of determination (R²) 
of 0.515, indicating that 51.5% of the variation in Repurchase Intention is explained by the 
two independent variables, while the remaining 48.5% is influenced by other factors outside 
the scope of this study. 
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