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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji pengaruh kepercayaan dan brand 

image terhadap niat beli ulang pada shopee live konsumen clodia outfit. Penelitian 

ini merupakan penelitian kuantitatif. Populasi yang digunakan adalah followers 

yang pernah belanja pada akun shopee clodia outfit. Data ini diperoleh dengan 

menyebarkan kuesioner google form kepada 100 sampel menggunakan teknik 

purposive sampling dengan kriteria followers akun shopee clodia outfit dan pernah 

belanja melalui shopee live clodia outfit. Teknik analisis data yang digunakan 

dalam penelitian ini adalah analisis regresi linier berganda. Hasil penelitian ini 

menunjukan bahwa kepercayaan tidak berpengaruh signifikan terhadap niat beli 

ulang sedangkan brand image berpengaruh signifikan terhadap niat beli ulang. 

Kepercayaan dan brand image berpengaruh secara simultan terhadap niat beli 

ulang pada shopee live clodia outfit.  

 

Kata Kunci: Kepercayaan, Brand Image, Niat Beli Ulang, Shopee Live 
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ABSTRACT 

 

This study aims to investigate the impact of trust and brand image toward 

repurchase intention among consumers of Clodia Outfit on Shopee Live. It 

employs a quantitative methodology, with the population comprising followers 

who have previously made purchases on the Clodia Outfit's Shopee account. Data 

were collected through a Google Form questionnaire, and distributed to 100 

samples using purposive sampling, targeting followers of the Shopee Clodia 

Outfit account who have engaged in purchases via Shopee Live. The data were 

analyzed using multiple linear regression analysis. The findings reveal that while 

trust does not significantly influence repurchase intention, brand image exerts a 

significant impact on it. Moreover, the both trust and brand image jointly affect 

repurchase intention in Clodia Outfit's Shopee Live. 
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