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ABSTRAK 

Tujuan penelitian in adalah untuk menganalisis pengaruh Brand Familiarity, dan 

Perceived Quality terhadap Repurchase Intention pembelian sepatu futsal Specs 

dimasa pandemi. Pengumpulan data dilakukan dengan menyebar kuesioner kepada 

100 responden yang berkunjung dan bermain futsal di bellarena. Pengambilan 

sampel dilakukan dengan menggunakan sampel acak. Alat analisis yang digunakan 

adalah statistik kuantitatif asosiatif & regresi linier berganda, uji asumsi klasik (uji 

normalitas, uji multikolonieritas dan uji heterokedastisitas) dilakukan sebagai 

persyaratan statistik yang harus dipenuhi dalam melakukan analisis regresi. 

Pengujian hipotesis secara simultan menggunakan uji F, secara simultan 

menggunakan uji F, diperoleh sebesar 34.806 sedangkan nilai F tabel sebesar 3,09 

maka dapat diketahui nilai F hitung 34.806 > F tabel 3,09, dengan tingkat signifikan 

0,000 < 0,05. Sehingga hipotesis simultan yang berbunyi terdapat pengaruh antara 

Brand Familiarity, dan Perceived Quality secara simultan terhadap Repurchase 

Intention diterima (Ha diterima dan H0 ditolak). Setelah melakukan uji hipotesi 

secara parsial (uji T), menunjukan besaran menunjukan besaran T hitung > T tabel 

yaitu 5,342 > 1,66023 dengan nilai probabilitas signifikansi 0,000 < 0,05 yang 

artinya terdapat pengaruh yang signifikan antara Brand Familiarity terhadap 

Repurchase Intention. Hasil Variabel Perceived Quality terhadap Repurchase 

Intention setelah melakukan uji hipotesi secara parsial (uji T), menunjukan besaran 

Thitung > Ttabel yaitu 7,814> 1,66023 dengan nilai probabilitas signifikansi 0,000 

< 0,05yang artinya terdapat pengaruh yang signifikan antara Perceived Quality 

terhadap Repurchase Intention. 

Kata kunci : Brand Familiarity, Perceived Quality dan Repurchase Intention 
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ABSTRACT 

 

 

The purpose of the study was to analyze the effect of Brand Familiarity, and 

Perceived Quality on Repurchase Intention to purchase Specs futsal shoes during 

the pandemic. Data was collected by distributing questionnaires to 100 respondents 

who visited and played futsal at Bellarena. Sampling was done by using a random 

sample. The analytical tools used are quantitative associative statistics & multiple 

linear regression, classical assumption test (normality test, multicollinearity test 

and heteroscedasticity test) are performed as statistical requirements that must be 

met in performing regression analysis. Simultaneous testing using the F test, 

simultaneously using the F test, while the F table value is 3.09, it can be seen that 

the calculated F value is 34.806 > F table 3.09, with a significant level of 0.000 

<0.05. So that simultaneously there is an influence between Brand Familiarity, and 

Perceived Quality simultaneously on Repurchase Intention is accepted (Ha is 

accepted and H0 is rejected). After doing a partial hypothesis test (T test), the 

magnitude shows T count > T table, namely 5.342 > 1.66023 with a significance 

probability value of 0.000 < 0.05, which means that there is a significant influence 

between Brand Familiarity on Repurchase Intention. The results of the Perceived 

Quality variable on Repurchase Intention after partially testing the hypothesis (T 

test), shows the amount of Tcount > Ttable, which is 7.814> 1.66023 with a 

significance probability value of 0.000 <0.05, which means that there is a 

significant effect between Perceived Quality on Repurchase Intention. 

 

Keywords: Brand Familiarity, Perceived Quality and Repurchase Intention 
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