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ABSTRACT 

Currently, consumer goods business in Indonesia is very strict, including 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 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 internet, books, journals and other sources deemed relevant. Analysis of data used in this study is multiple 

linear regression with dependent variable repurchase interest and two independent variables, namely customer 

satisfaction and brand equity. Based on research results, it is known that significance value of F test is 0.000 so 

that value is less than 5% alpha. Thus it can be said together that variables of customer satisfaction and brand 

equity have an effect on interest in repurchasing sugar. Based on results of t-test, it can be seen that variable X1 

(customer satisfaction) has a significance value of 0.0007 so that value is less than alpha 0.05 in other words that 

the variable X1 (customer satisfaction) affects 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 X2 variable (brand equity) 

affects repurchase interest. That way the company's management must be able to maintain customer satisfaction 

and brand equity that is already good and even increase it. Basically brand equity will be able to increase customer 

satisfaction and high on repurchase interest made by consumers of a product. 
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1. Introduction 

Currently existing businesses in Indonesia have very fierce competition, especially on product 

selling power of each company. Company management will definitely try hard to improve and compete 

with each other so that products being sold continue to exist in business world. Easier internet access, 

supported by very fast development of information technology, has made many company management 

take advantage of this opportunity to attract more consumers (Ishak, 2012). Sale and purchase of goods 

and services is a reflection of consumer behavior. Consumers certainly will not want to be disappointed 

with purchase of a product so that consumers are very careful and do not want to be wrong when 
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purchasing a product or service. Consumers of course have different behaviors so that in making 

purchasing decisions, basic things are needed. Consumers often consider various aspects before making 

a purchase (Ardianto, 2013). 

Concept of repurchasing interest carried out by consumers is part of consumer behavior that leads 

to concept of loyalty. Consumers who are interested in buying a product certainly see a product as a 

need and are based on intention to buy it. Customer satisfaction arises from result of a sense of 

satisfaction after purchasing goods and then using them. There are many indicators that can be used in 

operationalizing consumer satisfaction with products they use, one of which is interest in repurchasing 

(Wen, 2011) (Casalo, 2011). 

The symbol that is represented as a name is referred to as a brand. A brand attached to a product 

or service will make consumers always remember product or service. Basically, a product or service 

that already has a brand will benefit in form of added value to product or service so that it has an impact 

on different selling prices and even higher (Farida, 2014). Brand equity is one of advantages for a 

product or service because this the product to acquire a strategic market position so that both old and 

new consumers will find it easier to believe in brand they will buy (Tjiptono, 2011). The existence of 

this will also create a sense of trust that ends in a relationship between product brand and buyer so as to 

encourage purchasing preferences and reduce risk to goods purchased. Customers who do or consume 

a product due to brand equity will certainly be guaranteed satisfaction while in a market system that 

satisfaction will create a relationship between service providers and customers. Effective performance 

management must be supported by effective leadership, a culture that focuses on improving 

performance, engaging communication with stakeholders and feedback for organizational learning 

(Kurniawati and Sidiq, 2020). 

The relationship in marketing system is one of keys to provider channel with buyer which leads 

to customer satisfaction (Fatona, 2010). Concept of satisfaction indicators can be translated into four 

parts, namely product attribute performance satisfaction, customer satisfaction arising from benefits of 

purchased product, customer satisfaction arising from product quality and satisfaction due to product 

performance (Ferdinand, 2013). Consumers who make repeat purchases can be interpreted as reflecting 

attitudes and behaviors in which consumer buys product he wants more than once purchase frequency. 

New consumers who buy product for first time will definitely evaluate product so that a conclusion 

appears that they are satisfied or dissatisfied with goods purchased. If consumer expresses 

dissatisfaction with goods purchased, consumer will definitely move to another brand, whereas on other 

hand, if consumer is satisfied with product or on a certain brand, consumer will repurchase in next 

period 

In general, consumers who want to purchase goods and services aim at fulfilling their daily wants 

and needs. Consumers usually prioritize purchases of primary needs such as food, clothing and shelter 

first. But keep in mind that main need which is very important and main thing is need for food. The 

problem is that need for food that must be fulfilled encourages other individuals to open a business in 

this field, especially in food and beverage business so that competition in this field is quite tight (Putri, 

2016). This competition will also lead many companies to maintain business stability by retaining their 

existing customers (Ksudyah, 2012). One of companies in question is PT. Sugar Group Companies with 

their Gulaku products. 

Sugar is one of ingredients of nine staple products. Benefit of sugar is as a sweetener which until 

now has not been replaced by other products. Sugar is also beneficial for energy / calorie intake in body 

so that sugar is a product that is often purchased by consumers. One of famous sugar brands in 
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consumers eyes is Gulaku. Based on this description, this study aims to determine effect of customer 

satisfaction and brand equity on interest in repurchasing Gulaku. 

2. Literature Review 

The influence of information from the use of products or services carried out by others and then 

recommended to individuals is an effective process in the field of product marketing. This information 

will certainly affect other people in making the final decision to buy (Solichin et al, 2021). Marketing 

implementation basically has to prioritize seven important parts such as quality products, relatively 

affordable selling prices of goods, good and strategic sales locations, promotions with discounts and 

price discounts, good service or service, sales via online platforms and product displays. interesting 

(Wisudawati and Rizalmi, 2020). Indonesia is a country that is a potential market due to its large 

population and tends to be consumptive. This is an opportunity for entrepreneurs to market their 

products. Increasing demand will also increase profits for the company. However, it is necessary to 

prioritize the needs and satisfaction of consumers (Sulistyowati et al., 2020). 

The development of innovation and technology will of course also make company management 

more flexible to map their market segmentation so that more products are sold (Ristanto et al, 2021). 

Company management should also make full efforts in determining the right marketing strategy for the 

action of developing products that are tailored to clear budgets and procedures. This is known as strategy 

implementation. These efforts are needed and must be realized so that the product can survive the sales 

competition (Utomo et al, 2021). The hope of this will certainly increase people's purchasing power of 

products available in the industrial sector (Katniati, 2021). 

Repurchase Interests 

Consumer repurchase interest can be seen from the experience of consumers who have bought 

products in the past. Repurchase interest is the attitude of consumers who want and tend to buy 

repeatedly in a certain period based on past experience when using the product (Kusdyah, 2012). 

Repurchase interest is determined by several factors that influence it, such as customer satisfaction, 

service quality, brand, physical environment, perceived value, price and product quality (Joseph, et al., 

2012) (Awi & Chaipoopirutana, 2014) (Pupuani & Sulistyawati, 2013). 

Customer satisfaction 

Satisfaction arises from feelings of pleasure and even disappointment from within consumers by 

considering the expectations of the products they consume. The company is said to be successful if it 

has a large number of customers so that it will be directly proportional to the product to be sold without 

neglecting customer satisfaction which must be maintained continuously. Satisfied customers will 

create a harmonious relationship between consumers and producers so that this will have an impact on 

consumer repurchases (Kotler, 2009). In fact, the positive effect of these customers will understand 

satisfaction when consuming these goods, making it easier for company management to carry out 

unpaid promotions. 

Customer satisfaction is also defined as a state of consumer expectations that are materialized 

and then accepted by consumers with appropriate and maximum service. This is related to the services 

needed by consumers. Company services below consumer expectations will lead to feelings of 

disappointment and reluctance to use these services again. However, the opposite applies if the service 

is the same or even more than consumer expectations, one day the consumer will inform his colleagues 

so that it can be used as company advertisements (Panjaitan and Yulianti, 2016). Customer satisfaction 

needs to be prioritized by companies and business people in order to strengthen the purchasing power 

of consumers towards customers (Wisudawati and Saputro, 2020). Consumers who already know the 
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product to be purchased based on experience and advantages in using the product will make repeat 

purchases (Dewati and Saputro, 2020). 

Brand Equity 

Basically, consumers have their own preferences in determining which products they buy. 

However, it is not uncommon for these preferences to have a preference for a brand of product or service 

that consumer wants. Consumers tend to buy products in brands they usually use compared to other 

brands or new brands. Good company management will certainly maintain position of brand or brand 

that is already attached to its consumers so that it is able to compete with other brands that are major 

competitors (Halim et al., 2014). Dimensions of brand equity can be classified into four dimensions, 

namely brand awareness, perceived quality, association and loyalty. Basically, consumers definitely 

want maximum satisfaction when using certain goods or services with minimal costs adjusted to the 

limited knowledge and income of these consumers. That way, of course, consumers have hopes or 

expectations in assessing a product. Brands in products that can maintain quality and consumer 

expectations will exist in the market (Farida, 2014). 

 

3. Methods/Materials 

The research was conducted using a descriptive analytic method. This study uses secondary data 

and primary data. Secondary data is obtained from relevant sources such as books, journals and internet. 

Primary data using interviews with a questionnaire to sugar buyers. Respondents in this study are 

consumers who shop at several supermarkets in DIY. Sample selection was carried out by incidental 

sampling within 60 people. Data analysis used in this research is multiple linear regression analysis. 

This study uses one dependent variable and two independent variables. Dependent variable in this study 

is repurchase interest, while independent variables used in this study are customer satisfaction and brand 

equity. Of course, before entering data multiple regression analysis, first normality test and classical 

assumption test were carried out. Parameter value will then be estimated so that the model becomes: 

 

Y    = α0 + β1 X1 + β2 X2 + e 

 

Information : 

Y  = Repurchase 

α0 = Intercept 

β1- β2 = Coefficient Regression  

e  = error term (residual) 

X1 = Customers Satisfaction  

X2 = Brand Equity 

 

The following describes the graph of the relationship between variables in this study. 

 

 

 

 

 

 

 

Figure 1. research framework 
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Based on the framework of thought in Figure 1, several hypotheses can be drawn as follows. 

First, the effect of customer satisfaction on repurchase. obtained by a consumer, can encourage repeat 

purchases, become loyal to the product or loyal to the store where they bought the item so that 

consumers can tell good things to others. research from Imran (2018) shows that there is a positive and 

significant influence between customer interactions on repurchase interest. New competition that has 

sprung up between products is even possible for new products that have strong competitiveness. So that 

there must be changes so as not to lose in the competition, one thing that must be considered is customer 

satisfaction. If these factors can be obtained by the customer, then there will be repurchase interest. 

Customer satisfaction will affect the power level of customer repurchase interest, it will affect the 

productivity of the company itself.Based on the description that has been explained previously, the first 

hypothesis proposed in this study is H1: Customer satisfaction is suspected to have a significant and 

positive effect on repurchase. Second hypothesis. First, the effect of brand equity on repurchase. One 

of the efforts to attract product consumers is by brand recognition so that the brand is also very important 

for the company. research by Pradipta et al (2016) and Sulistyowati et al., (2020) revealed that brand 

equity has a significant influence on purchasing decisions. Based on the description previously 

explained, the second hypothesis proposed in this study is H2: It is suspected that brand equity has a 

significant and positive effect on repurchase. 

 

4. Results and Discussion 
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Figure 2. Jarque-Bera Normality Test Results 

Source: Primary Data Analysis, 2021 

The normality test is used to see whether two independent and dependent variables used in this 

study follow a normal distribution or not. Based on Figure 2, it can be seen that from results of normality 

test with jarque fallow value indicator of 0.5736 or with a percentage of 57.36% value is greater than 

5% alpha value. This figure shows that data used in this study have passed normality test or data used 

are normally distributed. That way research data can be continued with classical assumption tests such 

as heteroscedasticity and multicollinearity tests. The following are results of heteroscedasticity test and 

multicollinearity test. 
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Table 1. 

Heteroskedasticity Test: White  

     
     F-statistic 0.897447     Prob. F(5,54) 0.4895 

Obs*R-squared 4.603298     Prob. Chi-Square(5) 0.4662 

Scaled explained SS 3.677509     Prob. Chi-Square(5) 0.5967 

     
     Source: Primary Data Analysis, 2021 

The heteroscedasticity test is one of classic assumption tests that must be done before data enters 

multiple regression analysis. The purpose of doing this test is to see if there are any similarities or 

inequalities experienced by variants of residuals from one observation to another. In this study, white 

test was used as a heteroscedasticity  test. Based on table 1, it can be seen that probability value of Obs 

* R-squared is greater than alpha value of 5%, namely 0.4662, so that this value also indicates that there 

is no heteroscedasticity problem so that variance is consistent. After data passes heteroscedasticity test, 

multicollinearity test will be continued which will be shown in Table 2. 

Table 2. 

Multicolinearity Test  

    
    Variable   VIF 

    
    X2    1.595876 

X1    1.595876 

    
    Source: Primary Data Analysis, 2021 

The purpose of this test is to test model to find a correlation between the independent variables 

or not. One of indicators used in multicollinearity test is VIF value. If VIF value is less than 10, research 

data passes multicollinearity test. Based on table 2, it can be seen that VIF value of two independent 

variables used in this study (customer satisfaction and brand equity) has a value of less than 10 so it can 

be said that it passes the multicollinearity test. 

Table 3. 

Multiple Linear Analysis Results 

Variable  Coefficient 
t-

count 
Sig. 

C  2.0833 1.1244 0.2660 

X1  0.1401*** 3.5950 0.0007 

X2  0.0858** 3.8641 0.0317 

Adjusted R²    0.3695 

F Count    8.2924 

F sig.    0.0000 

Source: Primary Data Analysis, 2021 
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Based on table 3, we can see results of multiple linear regression analysis. Table 3 shows effect 

of X1 (customer satisfaction) and X2 (brand equity) on interest in repurchasing sugar. Table 3 shows 

adjusted R² value of 0.3695 or a percentage of 36.95%. This figure shows that variation of dependent 

variable can be explained by variation of independent variable, while remaining 63.05% is explained 

by other variables not included in model. If seen from value on F-test, it can be seen that significance 

value of F test is 0.0000 and this value is less than alpha value of 0.05, so it can be interpreted that 

together independent variables of customer satisfaction and brand equity have an effect on repurchase 

interest "Gulaku". If viewed from t-test of each independent variable, it can be seen that both of them 

have an effect on dependent variable. Variable X1 (customer satisfaction) has a significance value of 

0.0007 so that value is less than alpha 0.05, in other words that variable X1 (customer satisfaction) has 

an effect on repurchase interest. When viewed from coefficent value, an increase in customer 

satisfaction by 1 unit will increase interest in product repurchasing by consumers by 0.1401 units. 

Variable X2 (brand equity) has a significance value of 0.0317 so that value is less than alpha 0.05. In 

other words, variable X2 (brand equity) has an effect on dependent variable on repurchase interest. If 

seen from coefficent value, an increase in brand equity by 1 unit will increase interest in product 

repurchase by consumers by 0.08 units. 

Level of customer satisfaction with products purchased and consumed is a major issue that must 

be considered for company. Consumers who buy then feel satisfaction with products they buy and create 

a sense of joy and happiness, of course, will be willing to repurchases. Moreover, when there is 

competition between some of products in this study regarding Gulaku products with other sugar 

products, of course consumers will also compare the use of both so that according to consumers, Gulaku 

products provide excessive satisfaction. Of course, satisfying consumer needs is desire of every 

company. Apart from this, there is also a matter of brand equity which affects interest in repurchasing 

sugar. In case of this research, product "Gulaku" is actually a familiar brand in ears of consumers so 

that this product in terms of brand has won the trust of consumers. That way, without thinking, 

consumers will repurchase sugar with that brand. Implicitly, high brand equity will be able to increase 

customer satisfaction. This is certainly reflected in the brand equity indicator which is divided into 

several indicators such as superiority, superiority and brand memory loyalty.  

These results are in line with research by Pradipta et al (2016) which states that simultaneously 

brand equity has a significant influence on purchasing decisions. This shows that the brand is the first 

consideration of consumers in making purchasing decisions, as well as showing the importance of brand 

equity for consumers to reduce unwanted purchases. This is also in the research of Sulistyowati et al 

(2020) which emphasizes that branding is something important and has an impact on consumer buying 

interest in a branded product that is already strong in the market and will beat products that are not well 

branded. The results of research from Imran (2018) show that there is a positive and significant 

influence between the influence of customer satisfaction on repurchase interest. Products produced in 

quality must meet customer desires so that customers get the satisfaction given after consuming the 

product so that consumers are happy and satisfied, this is what can increase customer buying interest 

repeatedly. 

 

5. Conclusion 

Based on research results, it can be concluded that interest in repurchasing sugar is influenced by 

two variables, namely customer satisfaction and brand equity. Consumer satisfaction with sugar can be 

seen from sense of pleasure and sense of being fulfilled by needs of consumers for purchase of sugar 

so that a sense of satisfaction appears from consumer. This has led to emergence of interest in re-
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purchasing sugar with this brand. Brand equity also affects interest in repurchasing where consumer's 

trust in a particular brand makes consumers willing to repurchase product. Implicitly, high brand equity 

will be able to increase customer satisfaction. It is better if company management maintains quality of 

its products so that consumer satisfaction and trust in brand remains so that consumers are indirectly 

interested in making repeat purchases. Customer satisfaction variables that are able to influence 

customers to make product purchases, in this case sugar, must be maintained properly. Indicators of 

consumer satisfaction must also be maintained so that the product is always in accordance with 

consumer expectations. In addition, consumers get experience in consuming these products. Satisfied 

customers will make consumers believe in the product and repurchase the product. In this case, brand 

equity has its own impact on product purchase decisions by consumers. Sugar that has good brand 

equity will sell well in the market when compared to sugar brands that are less often seen or seen by 

consumers. For researchers who will conduct further research, it is better to add other variables so that 

it can be known what other factors can affect consumer repurchase. 
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