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ABSTRACT 

 

Consumers are used to buying cement brands that they are used to buying. Consumers have their own 

perception of the brand. Consumers who are familiar with the cement they have used will buy this brand 

again. This study aims to see the effect of brand image on repurchase intention on cement products at 

shop x. This research is quantitative research. The 50 participants were collected by incidental sampling. 

Data collected through questionnaires The reliability test was carried out by calculating the Cronbach 

Alpha reliability correlation. The data analysis technique used a simple linear regression technique. The 

results of the study indicate that there is a significant positive effect between the brand image and 

repurchase intention variables, which means that the more positive the brand image, the higher the 

repurchase intention. This research is expected to enrich the knowledge of readers about the topic of 

brand image, especially the influence of brand image on repurchase intention in students of the Faculty 

of Engineering, University of Muhammadiyah Gresik. In addition, the results of the existing research 

are expected to be a reference for further research. This study uses an incidental sampling technique so 

that it cannot be ascertained that the representatives of the subjects from all study programs are not 

certain. It is hoped that future researchers will use subjects from all study programs so that research 

results can be generalized. 

 

Keywords: repurchase, brand image 

 

 

 

 

 

 

 

 

 

 

 

mailto:rafida.zunaini@gmail.com
mailto:asrirejeki@umg.ac.id
mailto:ima_fitri@umg.ac.id


193 

 
 

 

 

UMGCINMATIC : 1st Rethinking Education during Covid-19 Era: Challange and Innovation 

Volume 1 No 2 

 

 

1. INTRODUCTION  

The rapid development of today's era presents its own challenges for business people, this is 

because, in this technological era, there are many new products that are flooding the market. The rapid 

development of the business world has led to increased business competition, especially for 

manufacturers that produce similar products. Therefore, a qualified strategy is needed so that these 

products can compete and win market share. 

Currently, the construction of houses and infrastructure development is being carried out, both 

from the middle and upper classes. As we know, the government runs an infrastructure program. 

Developments that have occurred during project completion in Indonesia include the completion of 

national strategic projects that have been implemented since 2020, including the construction of 48 dams, 

construction of 406 km toll roads, 25,000 hectares of irrigation, 2,012 lt/s SPAM, 9,705 apartments, and 

rehabilitation of schools/colleges/sports buildings. (Patriella, nd) cement is one of the adhesives for 

infrastructure development. The circulation of cement brands that increases every year makes the 

competition even tougher. The old cement brands have made changes in quality and durability so they 

don't lag behind the newest cement brands. 

  Consumers are used to buying cement brands that they are used to buying because cement has 

been present in the industrial market for a long time. Consumers have their own perception of the brand. 

Consumers who are familiar with the cement they have used will buy the brand again. Consumers will 

continue to compare one cement with another. Many consumers will re-purchase with cement they have 

used before, even though there are new cement brands. consumers plan to repurchase cement when they 

consider building or repairing a house. It is not uncommon for consumers to ask about various brands of 

cement sold in a store. Consumers will ask about the quality and advantages of each brand of cement 

but in the end, consumers still buy cement with the cement brand they usually use. 

. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. PT Semen Indonesia Tbk (SMGR) managed to record sales volume (including domestic 

clinker sales). 

https://pusatdata.kontan.co.id/quote/SMGR
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This number increased by 5.7% from sales in the same period of 18.11 million tons. PT Solusi 

Bangun Indonesia Tbk (SMCB) also recorded a brilliant performance throughout the first half of 2021. 

Until the end of June 2021, the cement manufacturer from the Dynamix brand recorded a sales volume 

of 6.22 million tons of cement. This figure increased by 17.73% from the realization of sales in the same 

period the previous year of 5.29 million tons. PT Indocement Tunggal Prakarsa Tbk (INTP) also did not 

want to lose. INTP managed to record a total sales volume of 8.19 million tons during the first six months 

of 2021. This figure rose 11.3% from sales realization in the same period the previous year which was 

only 7.36 million tons. PT Semen Baturaja Tbk (SMBR) also recorded a good performance throughout 

semester I-2021. Semen Baturaja Corporate Secretary Doddy Irwan said the realization of SMBR sales 

grew by 14% compared to the same period in 2020. (Suryahadi, 2021) 

Brand ImageAccording to the American Marketing Association (AMA) Kotler (2003), a brand 

refers to a name, term, logo, symbol or design or a guideline of these things, which is intended as a 

product or service that is produced or provided. seller or group of sellers and differentiate them from the 

goods or services offered by competitors. Today, the brand has become a very valuable asset for the 

company. Companies that have a strong brand tend to more easily meet the needs and desires in 

accordance with consumer perceptions. 

Research conducted by (Sari Lestia 2017), the results show that 69.2% of repurchase intention 

can be explained by the brand image variable. Research conducted by (Ain 2015), has research results 

that show brand image has an effect on repurchase intention. 

 

2. METHODS  

This study uses a quantitative approach. The type used in this study is a correlation. Correlation 

is an analysis used to determine whether there is a relationship between two variables (Azwar, 2014). 

The variables in this study were repurchase intention (dependent variable), brand image (independent 

variable). The research subjects were 50 consumers. Population and Sampling Techniques in this study 

were Non-Probability sampling, namely incidental sampling, which means determining the sample 

based on chance, i.e., who was met by chance by the researcher and deemed fit with the research criteria, 

then it can be used as a sample (Sugiyono, 2019: 67). The measuring instrument used uses a 

scaleZeithaml et al (1996) to reveal repurchase buying Behavioral-Intention Battery which consists of 

13 items (which later modified into 18 items) and brand image is built from the theory of Keller (2003). 

The reliability test was carried out by calculating the Cronbach Alpha reliability correlation which one 

with the help of the program computer JASP 15.0 for windows 

 

3. RESULT AND DISCUSSION 

a. Research Data Reliability  

The repurchase intention scale shows a Crobanbach's Alpha coefficient of 0.56. Meanwhile, the 

brand image scale shows the Crobanbach's Alpha coefficient of 0.63. Based on the results of the 

reliability coefficient, the reliability of the repurchase intention scale data and the brand image scale 

data can be said to be good (Suryabrata, 2012: 28). 

b. Description of Research Data This research was conducted on 50 consumers who made a purchase 

of cement at shop X. Research data collection takes place in September 2021. 

https://pusatdata.kontan.co.id/quote/SMCB
https://pusatdata.kontan.co.id/quote/SMBR
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c. Hypothesis testing, the results of data analysis using simple linear regression analysis. Researchers 

tested the regression between variables with the help of the JASP 0.15 For Windows application. 

 

  Table 1. ANOVA Test Results 

F P 

25,855 <.001  

 

The results of the F test analysis showed that the F value was 25,855 with a significance 

of 0.001 < 0.05 because the sign was smaller than 0.05, Ha accepted that there was an influence 

of brand image on repurchase intention. Regression can be used to predict the brand image 

variable that influences repurchase intention. , because the probability is smaller than 0.05, the 

regression model can be used in predicting the academic self-efficacy variable that affects 

academic burnout (Priyatno, 2014:142). 

 

Table 2. Regression Test Results 

 

 

 

 

  The value of R Square or the coefficient of determination used to determine the 

percentage of the influence of the independent variable (predictor) on changes in the dependent 

variable is 0.350 which comes from the square of the correlation value of 0.592. The R Square 

value of 0.350 means that the magnitude of the influence of the independent variable (brand 

image) on changes in the dependent variable (repurchase intention) is 35%, while the remaining 

65% is influenced by other variables not examined. The following are the results of the 

regression test. 

 

Table 3. Regression Coefficient Test Results 

t B Std. Error 

5.085 28,646 3,464 

 0.227 0.045 

 

  It can be seen that the coefficient value is 28.646 and the brand image value is 0.227. 

Thus, these results show the equation of the regression line between brand image and repurchase 

intention. 

  

 

 

 

 

 

 

Variable R2 

Brand image and repurchase 

intention 

0.350  
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4. CONCLUSIONS 

The results of the regression coefficient test show that the sig column or the significance of the 

independent variables and constants have a significance level below 0.05 then Ha is accepted and Ho is 

rejected. This means that there is are the effect of brand image on repurchase intention on cement 

products at shop X. The results of the R Square test or the coefficient of determination show a value of 

0.35. This shows that the influence of the independent variable (brand image) on the dependent variable 

of repurchase intention is 31%, while the remaining 65% is influenced by other variables not examined. 

Further research suggestions  

In collecting research data, further researchers are expected to expand the population and 

number of samples so that the results of the research carried out are better. Further researchers who are 

interested in researching repurchase intention can examine other constructs or other factors that can 

affect repurchase intention. Mentioned (e.g. other factors affecting the other 65%) 
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