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ABSTRAKSI 

 Penelitian ini bertujuan mengetahui pengaruh kepercayaan Pelanggan, 

store image dan perceived value terhadap minat beli ulang melalui kepuasan 

pelanggan sebagai variabel mediasi studi pada pelanggan Minimarket Adijaya 

Teluk Wetan Jepara. Populasi dalam penelitian ini adalah  pelanggan Minimarket 

Adijaya yang tidak diketahui pasti jumlahnya, teknik pengambilan sampel 

menggunakan purposive sampling, banyaknya sampel yakni 110 responden. Uji 

Validitas dan uji reliabilitas digunakan dalam penelitian ini. Menggunakan teknik 

sem-amos dalam analisis data. 

 Kesimpulan dari penelitian ini yaitu kepercayaan pelanggan berpengaruh 

positif dan signifikan terhadap kepuasan pelanggan, store image berpengaruh 

positif dan signifikan terhadap kepuasan pelanggan, perceived value berpengaruh 

positif namun tidak signifikan terhadap kepuasan pelanggan. Kepercayaan 

pelanggan berpengaruh positif dan signifikan terhadap minat beli ulang, store 

image berpengaruh positif tapi tidak signifikan terhadap minat beli ulang, 

perceived value berpengaruh positif namun tidak signifikan terhadap minat beli 

ulang. Kepuasan pelanggan berpengaruh positif dan signifikan terhadap minat beli 

ulang. Kepercayaan pelanggan berpengaruh positif dan signifikan terhadap minat 

beli ulang melalui kepuasan pelanggan, store image berpengaruh positif dan 

signifikan terhadap minat beli ulang melalui kepuasan pelanggan, dan perceived 

value berpengaruh positif dan signifikan terhadap minat beli ulang melalui 

kepuasan pelanggan. 

Kata kunci: kepercayaan pelanggan, store image, perceived value, kepuasan 

       pelanggan, minat beli ulang 
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ABSTRACT 

This study aims to determine the effect of customer trust, store image and 

perceived value on repurchase interest through customer satisfaction as a 

mediating variable for the study on customers of the Minimarket Adijaya Teluk 

Wetan Jepara. The population in this study were customers of Minimarket Adijaya 

whose number was unknown. The sampling technique used purposive sampling, 

the number of samples is 110 respondents. Validity and reliability test were used 

in this study. Using sem-amos techniques in data analysis. 

The conclusion of this study is that customer trust has a positive and 

significant effect on customer satisfaction, store image has a positive and 

significant effect on customer satisfaction, perceived value has a positive but not 

significant effect on customer satisfaction. Customer trust has a positive and 

significant effect on repurchase interest, store image has a positive but not 

significant effect on repurchase intention, perceived value has a positive but not 

significant effect on repurchase interest. Customer satisfaction has a positive and 

significant effect on repurchase interest. Customer trust has a positive and 

significant effect on repurchase interest through customer satisfaction, store 

image has a positive and significant effect on repurchase interest through 

customer satisfaction, and perceived value has a positive and significant effect on 

repurchase interest through customer satisfaction. 

Keywords : customer trust, store image, perceived value, customer satisfaction, 

repurchase interest 
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