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FAKTOR YANG MEMPENGARUHI REPURCHASE
INTENTION PADA PRODUK KOSMETIK MARCKS

(Richard Choonelius)

ABSTRAK

Industri kosmetik di Indonesia mengalami pertumbuhan yang pesat seiring
meningkatnya kesadaran masyarakat terhadap perawatan diri. Namun, di
tengah meningkatnya persaingan, merek kosmetik legendaris Marcks
mengalami penurunan pangsa pasar dari tahun 2021 hingga 2025, sehingga
diperlukan pemahaman mengenai faktor-faktor yang memengaruhi niat
pembelian ulang konsumen. Penelitian ini bertujuan untuk menganalisis
pengaruh Attitude, Clarity of Product Description, Brand Credibility, dan
Trust in Retailer terhadap Repurchase Intention pada pengguna produk
kosmetik Marcks di Indonesia. Metode penelitian menggunakan pendekatan
kuantitatif dengan penyebaran kuesioner online melalui Google Form kepada
responden yang pernah menggunakan produk Marcks. Teknik pengambilan
sampel menggunakan purposive sampling dengan jumlah responden
sebanyak 165 orang. Data dianalisis menggunakan metode Partial Least
Square (PLS), serta dilakukan uji validitas, reliabilitas, dan pengujian
hipotesis untuk memastikan kelayakan model penelitian. Hasil penelitian
menunjukkan bahwa Attitude, Clarity of Product Description, Brand
Credibility, dan Trust in Retailer berpengaruh positif dan signifikan terhadap
Repurchase Intention. Temuan ini mengindikasikan bahwa sikap positif
konsumen, kejelasan informasi produk, kredibilitas merek, dan tingkat
kepercayaan terhadap penjual memainkan peran penting dalam mendorong
keputusan pembelian ulang produk kosmetik Marcks.

Kata kunci: Attitude, Clarity of Product Description, Brand Credibility,

Trust in Retailer, Repurchase Intention.
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FACTORS INFLUENCING REPURCHASE INTENTION ON
MARCKS COSMETIC PRODUCTS

(Richard Choonelius)

ABSTRACT (English)

The cosmetic industry in Indonesia continues to grow rapidly along with
increasing public awareness of personal care. However, despite the growth,
the legendary cosmetic brand Marcks has experienced a decline in market
share from 2021 to 2025, highlighting the need to understand the factors
influencing consumers repurchase intention. This study aims to analyze the
influence of Attitude, Clarity of Product Description, Brand Credibility, and
Trust in Retailer on Repurchase Intention among users of Marcks cosmetic
products in Indonesia. The research applies a quantitative approach by
distributing an online questionnaire via Google Form to respondents who
have previously used Marcks products. The sampling technique employed
was purposive sampling, involving 165 respondents. Data were analyzed
using the Partial Least Square (PLS) method, along with reliability, validity,
and hypothesis testing to ensure the feasibility of the research model. The
findings indicate that Attitude, Clarity of Product Description, Brand
Credibility, and Trust in Retailer have a positive and significant effect on
Repurchase Intention. These results suggest that positive consumer attitudes,
clear product information, credible brand perception, and trust in the seller
play important roles in encouraging consumers’ decisions to repurchase
Marcks cosmetic products.

Keywords: Attitude, Clarity of Product Description, Brand Credibility,

Trust in Retailer, Repurchase Intention.
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