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ABSTRAK

Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh variabel
independen secara parsial maupun simultan, yaitu Content Marketing, Kepercayaan dan
Customer Experience terhadap variabel dependen (Repurchase Intention) produk Skintific
di Shopee. Rumusan masalah dalam penelitian ini, yaitu apakah Content Marketing,
Kepercayaan dan Customer Experience secara parsial maupun simultan berpengaruh
terhadap Repurchase intention. Populasi dalam penelitian ini adalah penduduk Kota Bekasi
yang menggunakan Skintific. Sampel yang digunakan dalam penelitian ini adalah
masyarakat, sebanyak 100 responden. Penelitian ini menggunakan metode kuantitatif.
Pengolahan data dilakukan dengan menggunakan SPSS versi 26. Dari hasil penelitian yang
sudah dilakukan, menunjukkan bahwa Content Marketing tidak berpengaruh dan tidak
signifikan terhadap Repurchase Intention, dengan nilai t hitung sebesar 0,136 dengan
signifikansi 0,892. Kepercayaan berpengaruh signifikan terhadap Repurchase Intention,
dengan nilai t hitung sebesar 2,774 dengan signifikansi 0,007. Customer Experience
berpengaruh signifikan terhadap Repurchase Intention, dengan nilai t hitung sebesar 6,108
dengan signifikansi 0,000. Content Marketing, Kepercayaan dan Customer Experience
berpengaruh secara simultan dan signifikan terhadap Repurchase Intention dengan nilai f
hitung sebesar 94,733 dengan signifikansi 0,000. Dengan demikian, dapat disimpulkan
bahwa H, ditolak, H, diterima, Hs diterima dan Hs diterima.

Kata Kunci: Content Marketing, Kepercayaan, Customer Experience,
Repurchase Intention.
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ABSTRACT

This study aims to determine how the independent variables, namely Content
Marketing, Trust and Customer Experience, partially or simultaneously influence the
dependent variable (Repurchase Intention) of Skintific products on Shopee. The
formulation of the problem in this study, namely whether Content Marketing, Trust and
Customer Experience partially or simultaneously influence Repurchase Intention. The
population in this study were residents of Bekasi City who use Skintific. The sample used
in this study was the community, as many as 100 respondents. This study uses a quantitative
method. Data processing was carried out using SPSS version 26. From the results of the
research that has been done, it shows that Content Marketing has no effect and is not
significant on Repurchase Intention, with a calculated t value of 0.136 with a significance
of 0.892. Trust has a significant effect on Repurchase Intention, with a calculated t value
of 2.774 with a significance of 0.007. Customer Experience has a significant effect on
Repurchase Intention, with a calculated t value of 6.108 with a significance of 0.000.
Content Marketing, Trust, and Customer Experience have a simultaneous and significant
effect on Repurchase Intention with a calculated f value of 94.733 with a significance of
0.000. Thus, it can be concluded that H, is rejected, H; is accepted, Hs is accepted, and H,
is accepted.

Keywords: Content Marketing, Trust, Customer Experience, Repurchase Intention.
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