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Pengaruh User Generated Content Starbucks Indonesia terhadap 

Repurchase Intention Dimediasi oleh Brand Attitude 

MING HO 

ABSTRAK 

Starbucks Indonesia memanfaatkan user generated content di media sosial 

sebagai alat komunikasi pemasaran, dengan harapan bahwa interaksi organik dari 

konsumen dapat memperkuat citra merek dan mendorong loyalitas melalui 

pembelian ulang. Starbucks tidak hanya menampilkan pengalaman konsumen yang 

autentik, khususnya di tengah tantangan perubahan perilaku konsumen yang 

semakin kritis terhadap konten komersial. Penelitian ini bertujuan untuk 

mengidentifikasi pengaruh UGC terhadap repurchase intention yang dimediasi 

oleh brand attitude. Pendekatan penelitian ini bersifat kuantitatif eksplanatif 

dengan metode survei. Data diperoleh dari 205 responden yang dipilih 

menggunakan purposive sampling melalui kuesioner daring. Dimensi UGC 

meliputi informing, co-communicating, co-creating, dan pioneering. Brand attitude 

mencakup dimensi kognitif, afektif, dan konatif, sementara repurchase intention 

terdiri dari minat transaksional, referensial, dan preferensial. Analisis dilakukan 

menggunakan path analysis untuk menguji pengaruh langsung maupun tidak 

langsung variabel. Hasil penelitian menunjukkan bahwa konten buatan pengguna 

memiliki pengaruh signifikan terhadap brand attitude. Brand attitude juga 

berpengaruh signifikan terhadap repurchase intention. Namun, User generated 

content tidak memiliki pengaruh langsung terhadap repurchase intention, 

melainkan melalui mediasi brand attitude. Hal ini menunjukkan pentingnya brand 

attitude konsumen sebagai variabel mediasi dalam hubungan antara User generated 

content dan repurchase intention. 

Kata Kunci: User Generated Content, Brand Attitude, Repurchase Intention  

 

 

 

 

 



 

vii 

Pengaruh User Generated..., Ming Ho, Universitas Multimedia Nusantara 

Pengaruh User Generated Content Starbucks Indonesia terhadap 

Repurchase Intention Dimediasi oleh Brand Attitude 

MING HO 

ABSTRACT (English) 

Starbucks Indonesia utilises user generated content on media sosial as a 

marketing communication tool, hoping that organic interactions from consumers 

can strengthen brand image and drive loyalty through repeat purchases. Starbucks 

is not only showcasing authentic consumer experiences, especially amidst the 

challenges of changing consumer behaviour that is increasingly critical of 

commercial content. This study aims to identify the effect of UGC on repurchase 

intention mediated by brand attitude. This research approach is explanatory 

quantitative with a survey method. Data were obtained from 205 respondents 

selected using purposive sampling through an online questionnaire. UGC 

dimensions include informing, co-communicating, co-creating, and pioneering. 

Brand attitude includes cognitive, affective, and conative dimensions, while 

repurchase intention consists of transactional, referential, and preferential interest. 

Analysis was conducted using path analysis to test the direct and indirect effects of 

variables. The results show that user-generated content has a significant influence 

on Brand attitude. Brand attitude also has a significant effect on repurchase 

intention. However, user-generated content does not have a direct influence on 

repurchase intention, but through the mediation of Brand attitude. This suggests 

the importance of consumer brand attitude as a mediating variable in the 

relationship between user-generated content and repurchase intention. 

Keywords: User-generated Content, Brand Attitude, Repurchase Intention 
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