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Currently, the consumer goods business in Indonesia is very strict, including for sugar products.
Until now, sugar products cannot be fully replaced by other products. The purpose of this study
was to determine the effect of customer satisfaction and brand equity on the interest in
repurchasing sugar products. This study used a descriptive analytic method using two data
sources, namely primary data and secondary data. Primary data obtained by interviewing
consumers who consume sugar as many as 60 people. Secondary data obtained from data
sourced on the internet, books, journals and other sources deemed relevant. Analysis of the
data used in this study is multiple linear regression with the dependent variable repurchase
interest and two independent variables, namely customer satisfaction and brand equity. Based
on the research results, it is known that the significance value of the F test is 0.000 so that the
value is less than 5% alpha. Thus it can be said together that the variables of customer
satisfaction and brand equity have an effect on the interest in repurchasing sugar. Based on the
results of the t-test, it can be seen that the variable X1 (customer satisfaction) has a significance
value of 0.0007 so that the value is less than alpha 0.05 in other words that the variable X1
(customer satisfaction) affects the interest in repurchasing. Variable X2 (brand equity) has a
significance value of 0.0317 so that the value is less than alpha 0.05, in other words that the X2
variable (brand equity) affects the dependent variable repurchase interest.

Publisher Name Universitas Airlangga

Publish Date
Publish Year
Doi

Citation
Source
Source Issue
Source Page
Url

Author

2021-07-02
2021
DOI: 10.20473/ajim.v2i1.26627

Airlangga Journal of Innovation Management

Vol. 2 No. 1 (2021): Airlangga Journal of Innovation Management
29-37

https://e-journal.unair.ac.id/AJIM/article/view/26627/14725
WAHYU ADHI SAPUTRO, S.P, M.Sc



https://e-journal.unair.ac.id/AJIM/article/view/26627/14725

