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PERAN CUSTOMER SATISFACTION DALAM MEMEDIASI BRAND TRUST DAN
BRAND EXPERIENCE PADA PRODUK EVOLENE GENERASI Z DI JAKARTA

Irgi Iryansyah

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh brand experience dan brand trust
terhadap repurchase intention pada produk suplemen fitness Evolene, dengan customer
satisfaction sebagai variabel mediasi. Penelitian ini dilatarbelakangi oleh fenomena fluktuasi
dan penurunan pangsa pasar Evolene di tengah persaingan industri suplemen fitness yang
semakin kompetitif, meskipun Evolene telah menginvestasikan strategi brand experience dan
brand trust secara intensif. Penelitian ini menggunakan pendekatan kuantitatif dengan desain
deskriptif-kausal. Data dikumpulkan melalui kuesioner dari 160 responden konsumen Generasi
Z di wilayah DKI Jakarta yang dipilih menggunakan teknik non-probability purposive
sampling, dengan kriteria aktif berolahraga dan telah membeli serta mengonsumsi produk
Evolene secara berulang. Analisis data dilakukan menggunakan metode Partial Least Squares-
Structural Equation Modeling (PLS-SEM) dengan bantuan perangkat lunak SmartPLS 4.0.
Hasil penelitian menunjukkan bahwa brand experience dan brand trust berpengaruh positif
dan signifikan terhadap customer satisfaction, serta brand trust dan customer satisfaction
berpengaruh positif dan signifikan secara langsung terhadap repurchase intention. Sebaliknya,
brand experience tidak berpengaruh secara langsung terhadap repurchase intention, melainkan
mutlak membutuhkan customer satisfaction sebagai perantara. Sementara itu, brand trust dapat
mendorong repurchase intention baik secara langsung maupun diperkuat melalui perantaraan
customer satisfaction.. Temuan ini memperkuat relevansi Brand Management Theory dan
Consumer Behavior Theory pada konteks industri suplemen fitness lokal, serta memberikan
implikasi manajerial bagi Evolene untuk memprioritaskan penguatan kepercayaan konsumen
dan menjadikan kepuasan konsumen sebagai indikator utama keberhasilan strategi brand

experience.

Kata kunci: brand experience, brand trust, customer satisfaction, repurchase intention, PLS-

SEM
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PERAN CUSTOMER SATISFACTION DALAM MEMEDIASI BRAND TRUST DAN
BRAND EXPERIENCE PADA PRODUK EVOLENE GENERASI Z DI JAKARTA

Irgi Iryansyah

ABSTRACT

This study aims to analyze the effect of brand experience and brand trust on repurchase
intention of the Evolene fitness supplement brand, with customer satisfaction as a mediating
variable. This research is motivated by the fluctuation and decline in Evolene's market share
amid increasingly competitive rivalry in the local fitness supplement industry, despite the
brand's substantial investment in brand experience and brand trust strategies. This study
employs a quantitative approach with a descriptive-causal research design. Data were
collected through questionnaires from 160 Generation Z consumer respondents in the DKI
Jakarta area, selected using a non-probability purposive sampling technique, with criteria of
being physically active and having repeatedly purchased and consumed Evolene products.
Data were analyzed using Partial Least Squares-Structural Equation Modeling (PLS-SEM)
with the assistance of SmartPLS 4.0 software. The results indicate that brand experience and
brand trust have a positive and significant effect on customer satisfaction, while brand trust
and customer satisfaction have a positive and significant direct effect on repurchase intention.
Conversely, brand experience has no significant direct effect on repurchase intention, requiring
customer satisfaction as an essential intermediary. Meanwhile, brand trust can drive
repurchase intention both directly and indirectly through customer satisfaction. These findings
reinforce the relevance of Brand Management Theory and Consumer Behavior Theory within
the context of the local fitness supplement industry, and offer managerial implications for
Evolene to prioritize strengthening consumer trust and to position customer satisfaction as a

key success indicator for its brand experience strategy.

Keywords: brand experience, brand trust, customer satisfaction, repurchase intention, PLS-

SEM
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