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ABSTRAK 

 

 

Di jaman modern ini, perangkat berteknologi tidak hanya komputer saja. 

Selain komputer, di Indonesia juga banyak perangkat lain yang berteknologi, 

seperti laptop, printer, handphone, smartphone, modem, mouse, flashdisk, 

smartwatch (jam tangan pintar), dan masih banyak lagi, namun yang sekarang 

menjadi tren di Indonesia selain smartphone adalah smartwatch (jam tangan 

pintar). 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

product quality, brand image dan  product knowledge, terhadap trust, dan 

pengaruh trust terhadap repurchase intention. Penelitian ini merupakan penelitian 

kausal. Variabel eksogen yang digunakan adalah product quality, brand image, 

dan product knowledge dan variabel endogen yang digunakan adalah trust dan 

repurchase intention. Sampel yang digunakan dalam penelitian ini sebesar 160 

responden dengan menggunakan teknik pengambilan sampel non-probability 

sampling dengan cara purposive sampling. Teknik analisis data menggunakan 

analisis SEM dengan program LISREL. 

Hasil penelitian membuktikan bahwa product quality memiliki pengaruh 

yang signifikan terhadap trust; brand image memiliki pengaruh yang signifikan 

terhadap trust; product knowledge memiliki pengaruh yang signifikan terhadap 

trust; trust memiliki pengaruh yang signifikan terhadap repurchase intention. 

 

 

Kata Kunci: Product Quality, Brand Image, Product Knowledge, Trust, 

          Repurchase Intention.
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THE EFFECT OF PRODUCT QUALITY, BRAND IMAGE AND PRODUCT  

KNOWLEDGE ON TRUST  AND  REPURCHASE INTENTION IN   

APPLE WATCH CUSTOMER 

 
ABSTRACT 

 

In this modern era, not only computer-tech devices only. In addition to 

computers, in Indonesia as well as many other tech devices, such as laptop, 

printer, handphone, smartphone, modem, mouse, flashdisk, smartwatch, and still 

many more. But which is now a growing trend in Indonesia. Other than a 

smartphone is smartwatch.  

This research aims to review and analyze the influence of product quality, the 

brand image and product knowledge, against trust, and the influence of trust, and 

the influence of trust to repurchase intention. The research is causal research. 

Exogen variable that is used is product quality, the brand image, and product 

knowledge, and endogenous variable that is used is trusts and repurchase 

intention. The sample used in this research as much as 160 respondents with using 

a technique the sample collection non-probability, By using purposive data. 

analysis technique using SEM with the program LISREL.  

The results of research suggests that it is product quality having influence a 

significant impact on trust; the brand image having influence a significant impact 

on trust; product knowledge having influence a significant impact on trust; trust 

having influence a significant impact on repurchase intention. 

 

 

Keywords: Product Quality, Brand Image, Product Knowledge, Trust, 

                              Repurchase Intention. 

 

 

 

 

 

 

 

 


