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PENGARUH ENDORSER DAN CITRA MEREK TERHADAP 

MINAT BELI ULANG PADA PRODUK FESYEN MEREK 

ROUGHNECK1991 

 
 

Anis Safiko Handayani 

 
ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Endorser dan Citra Merek 

terhadap minat beli ulang produk fesyen merek Roughneck1991. Terdapat tiga 

variabel dalam penelitian ini, yakni variabel Endorser variabel Citra Merek dan 

variabel Minat Beli Ulang. Penelitian ini menggunakan pendekatan kuantitatif 

dengan metode survey menggunakan kuesioner online yang disebar ke 135 

responden yang mengetahui dan pernah membeli produk fesyen merek 

Roughneck1991 di Jabodetabek. Berdasakan hasil penelitian dari 135 responden 

dalam variabel Endorser menunjukkan masing-masing indikator memiliki 

kontribusi terhadap Minat Beli Ulang, hal tersebut pun berlaku sama untuk 

variabel Citra Merek. Dari kedua variabel bebas tersebut nilai koefisiensi paling 

tinggi yaitu Variabel Citra Merek sebesar 0.577 atau 57.7% hal ini menunjukkan 

dan membuktikan bahwa kontribusi variabel Citra Merek memiliki pengaruh 

terhadap Minat Beli Ulang. 

 

Kata kunci: Endorser , Citra Merek, Minat Beli Ulang 
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THE INFLUENCE OF ENDORSER AND BRAND IMAGE ON RE-

PURCHASE ENDORSER IN FASHION BRAND PRODUCTS 

ROUGHNECK1991 

 

Anis Safiko Handayani 

 

ABSTRACT 

 

This research aims to analyze the influence of Endorser and brand image 

towards the re-purchase Endorser of Roughneck1991 brand fashion. There are 

three variables in this study, the variable is Endorser, the variable is the brand 

image and the variable is the re-purchase intention. This study used a quantitative 

approach with the survey method using an online questionnaire distributed to 135 

respondents who knew and had bought a fashion brand Roughneck1991 in 

Jabodetabek. Based on the research results of the 135 respondents in the 

Endorser variable indicating each indicator has a contribution to the repurchase 

Endorser, it also applies similarly to the brand image variable. Of these two 

variables is the highest coefficiencies value of the brand image variable of 0.577 

or 57.7% it shows and proves that the brand image variable contribution has an 

influence on the re-purchase Endorser. 

Keywords: Endorser, brand image, repurchase intention 
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