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This study was conducted to determine the effect of Brand Love and
Brand Trust on Repurchase Intention through Consumer Satisfaction of
Indomie products in Pekanbaru City. The population in this study are
consumers who know and have bought Indomie products. In sampling
using nonprobability sampling with purposive sampling technique so
that a sample of 114 respondents was obtained. The data analysis
method uses Structural Equation Modeling (SEM) with the SmartPLS
version 4 program. The results showed that Brand Love and Brand
Trust affect the Consumer Satisfaction of Indomie products in
Pekanbaru City. Brand Love and Brand Trust affect Repurchase
Intention in Indomie products in Pekanbaru City. Consumer Satisfaction
affects Repurchase Intention in Indomie products in Pekanbaru City.
Brand Love and Brand Trust affect Repurchase Intention through
Consumer Satisfaction of Indomie products in Pekanbaru City.

INTRODUCTION

Lifestyle changes supported by the globalization era affect people's consumption patterns. Changes in
consumption patterns are influenced by fast-paced and instant developments. As it is today, many people live
a practical life, especially in terms of consumption for daily life. It is also not surprising that many instant food
products are present in the community, considering that Indonesian people like something practical. This is so
that they can shorten the time needed to balance their busy lives and activities that require a lot of time. One
of the most popular fast food is instant noodles. Instant noodles are considered a flexible, practical and cheap
dish, as well as easy to process and requires little time in the serving process.

The high consumption of instant noodles has increased competition between instant noodle
companies. It is proven that the existence of various instant noodle brands on the market can encourage
companies to compete for potential customers. The diversity of instant noodle products encourages potential
consumers to select and identify before making a purchase. Those who have completed the selection and
identification process will choose a brand that they believe matches their tastes and criteria.

According to the data from the Top Brand Award in 2023, the instant noodle brand Indomie ranks first
as the best brand of consumer choice. As an instant noodle brand that has long been recognized by the
Indonesian people, Indomie has been popular and has a name in the hearts of the Indonesian people.
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Several studies reveal that Brand Love and Brand Trust are very important in a product. Because the
existence of high Brand Love and Brand Trust allows consumers to stay with the product brand they are
currently using because they already trust and like it. Consumers who already have a sense of love for the
brand they like will give their trust to the brand.

Brand Love in products is a type of emotional satisfaction based on their experience with certain brands
(Winarto & Widyastuti, 2021). The application of Brand Love in a product allows consumers to foster a sense of
love for a brand, so that consumers have a desire to own the brand. The feeling of consumer love for a brand
influences consumers in recommending their beloved brands to other consumers.

Brand Trust can provide an effective role in increasing the tendency of consumer behavior and can
influence the tendency of consumer behavior towards a brand (Rahmanda & Farida, 2021). Consumers will
definitely give trust to a brand that they love, and will tend to have a buying interest in the products of the
brand in question, it is not impossible that these consumers will make repeat purchases of a product brand
that they like.

The success of a business depends on its ability to satisfy its customers. A company's ability to satisfy its
consumers can help it compete with competitors. A company will gain a competitive advantage and become
invincible in the business world if it can keep its consumers happy. Consumers who are happy with a
company's products or services will generally be ready to spend more money on them, then buy the products
or services more often, and of course they will remain loyal to the company.

A consumer makes a repeat purchase by repeating the purchase of a brand and using it on an ongoing
basis. Meanwhile, the satisfaction obtained by consumers can encourage repeat purchases. By looking in
terms of love and good trust, it will give a good impression to a brand. So it is very reasonable to say that
Brand Love and Brand Trust can affect Consumer Satisfaction in making repeat purchases.

LITERATURE RESEARCH
A. Consumer Behavior

Successful marketing requires companies to be in full contact with their consumers. Kotler and Keller
(2009) suggest Consumer Behavior as the study of how individuals, groups, and organizations choose, buy, use,
and how goods, services, ideas, or experiences satisfy their needs and wants.

B. Brand

The American Marketing Association in Kotler and Keller (2009) defines a brand as a name, term, sign,
symbol, or design, or a combination thereof, which is intended to identify the goods or services of one seller or
group of sellers and differentiate them from competitors.

C. Brand Love

Brand Love is an attitude of consumers who have an interest in a brand so that they can provide
positive assessments and emotions towards the brand by recognizing the brand as a good brand. This can
declare consumer love for the brand.

Brand Love is an integrated part of consumer self-expression by using a certain brand and displaying
their love for that brand (Albert & Merunka, 2013). Brand Love is the attitude of consumers who have reached
the stage of emotional attraction because they feel satisfied with a particular brand (Carroll & Ahuvia in
Rahayu, 2020).

Brand Love is a feeling of love that grows when consumers have a deeper attraction to a brand
compared to competing brands (Kusuma, et. al., 2020). Every consumer who is attached to a brand often feels
the need and desire to own high-quality products because of their love for the brand. As a result, every time a
company releases a new product whose previous product was well received, consumers quickly decide to buy
the new item.
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D. Brand Trust

Brand Trust is a consumer's perception of a brand that can satisfy needs and guarantee consumer value
for the brand so that a feeling of security arises when consumers use it. This can realize the willingness of
consumers to trust a brand.

Trust in the brand can lead to purchases because it is considered that the products of the brand are safe
when used. When the brand has previously been liked and loved by consumers, the level of consumer trust in
the brand is getting bigger. Fandiyanto & Kurniawan (2019) state that trust involves a person's willingness to
behave in a certain way because of the belief that his partner will provide the expected satisfaction and an
expectation that someone generally has that another person's word, promise, or statement can be trusted.

Brand Trust as the average consumer's willingness to rely on the brand's ability to perform the specified
function (Sitorus, et. al., 2022). Brand Trust is the perception of reliability from the consumer's point of view
based on experience or more on a sequence of transactions or interactions characterized by fulfilling
expectations of product performance and satisfaction (Ferrinadewi, 2018; in Syamsuddinnor, et. al., 2021).

E. Repurchase Intention

Repurchase Intention is a consumer attitude in terms of taking an initiative to buy the same product for
the second time or even beyond. Repurchase Intention is a purchase interest based on the purchase
experience that has been made. High Repurchase Intention reflects the high level of satisfaction of consumers
when deciding to adopt a product. The decision to adopt or reject a product arises after consumers try the
product and then a feeling of liking or disliking the product arises. A sense of liking for the product arises if
consumers have the perception that the products they use are of good quality and can meet or even exceed
consumer desires and expectations (Sartika, 2017).

Repurchase Intention is a purchase intention based on purchasing experiences that have been made in
the past (Hasan, 2018). Repurchase Intention is defined as the desire and action of consumers to repurchase a
product, because of the satisfaction received in accordance with what is desired from a product (Nurhayati,
2012; in Alfaini, et. al., 2022).

F. Consumer Satisfaction

Consumer satisfaction is a consumer assessment response to a product or service by comparing initial
expectations with expectations which will shape the level of a person's feelings whether they will feel satisfied
and happy or vice versa.

Consumer satisfaction is a person's feeling of pleasure or disappointment that arises after comparing
the perception of the performance (results) of a product with his expectations (Tjiptono, 2015). Customer
Satisfaction as the level of a person's feelings after feeling satisfaction with the value provided by a product or
service, with a high probability of becoming a customer for a long time (Hasibuan, et. al., 2021).

G. Conceptual Framework
Figure 1. Conceptual Framework

Brand
Love (X1)

Customer Repurchase
Satisfaction Intention
2 )

Brand
Trust (X2)

Source: Navarone & Evanita (2019)
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H. Hypothesis

H1. It is suspected that there is an influence between Brand Love on Consumer Satisfaction.

H2. It is suspected that there is an influence between Brand Trust on Customer Satisfaction.

H3. Itis suspected that there is an influence between Brand Love on Repurchase Intention.

H4. It is suspected that there is an influence between Brand Trust on Repurchase Intention.

H5. It is suspected that there is an influence between Consumer Satisfaction on Repurchase Intention.

H6. It is suspected that there is an influence between Brand Love on Repurchase Intention through
Customer Satisfaction.

H7. It is suspected that there is an influence between Brand Trust on Repurchase Intention through
Customer Satisfaction.

METHOD

This research was conducted in 2023 to 2024 with a sample of people aged 17 years and over who live
in Pekanbaru City. The sampling method used is non-probability sampling, specifically using purposive
sampling. Respondents were selected purposively from individuals who knew and had bought Indomie brand
instant noodle products. The respondents obtained totaled 114 people and were given questions with a total
of 15 statements. The results obtained were analyzed through the Structural Equation Modeling-Partial Least
Squares (SEM-PLS) method, utilizing SmartPLS 4 software.

SEM-PLS can perform analysis in one test and explain the relationship between variables. PLS is used to
assist researchers in supporting theory and explaining whether there is a relationship between latent variables
or not. The PLS method is able to describe latent variables (not directly measured) and measured using
indicators (Ghozali, 2008). The selection of SEM-PLS because this research has latent variables that can be
measured based on indicators so that the author can analyze with clear and detailed calculations. The
variables used in this study are described as follows:

Table 1. Variable Operational Definition

Variables Definition Indicator Scale

Brand Love is a feeling of love that grows 1. Recognize the brand as a very good brand

when consumers have a deeper attraction to a 2.  Have an interest in the brand

brand than competing brands. 3. Have a positive assessment of the brand
Brand Love 4. Having positive emotions in response to the .
(X1) Kusuma, et. al., (2020) brand Likert

5.  Declaration of love for the brand

Albert & Merunka (2013)

Brand Trust is defined as the average 1. Trust
consumer's willingness to rely on a brand's 2. Reliable
ability to perform a specified function. 3. Honest
Brand Trust 4. Security Likert

(X2) Sitorus, et. al., (2022)
Chauduri & Holbrook (2001)

Repurchase Intention is a purchase intention 1.  The need for the product
based on purchasing experiences that have 2.  Desire to repurchase

been made in the past. 3. Interest in continuing to use

Repurchase .

Intention (Y) Likert
Hasan (2018) Ferdinand (2006)
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Variables Definition Indicator Scale
Consumer Satisfaction is a feeling of pleasure 1.  Fulfilled expectations
or disappointment that arises after comparing 2.  Loyal attitude
the perception of the performance (results) of 3.  Willingness to recommend
Consumer a product with its expectations. Likert

Satisfaction (Z)

Tjiptono (2015)

Tjiptono (2012)

Source: Processed Data (2023)

The tests carried out in this study are measurement model testing (outer model) and structural model
testing (inner model). Outer model testing in this study was tested with validity and reliability tests. The
validity assessment consists of testing convergent validity (Loading Factor, Average Variance Extracted) and
discriminant validity (Cross Loading, Fornell-Larcker). Simultaneously, the reliability assessment involves the

evaluation of Composite Reliability and Cronbach's alpha. These checks are based on (Hair et al.,,

2014).

Meanwhile, the inner model test consists of the R-square test and the Model Fit test.

RESULTS AND DISCUSSION
1. Evaluation of the Measurement Model or Outer Model
a. Validity Testing

1) Convergent Validity Test

Table 2. Loading Factor

Variables Loading Factor Description
Brand Love (X1)
X1.1 0.742 Valid
X1.2 0.734 Valid
X1.3 0.742 Valid
X1.4 0.668 Valid
X15 0.731 Valid
Brand Trust (X2)
X2.1 0.767 Valid
X2.2 0.769 Valid
X2.3 0.772 Valid
X2.4 0.744 Valid
Repurchase Intention (Y)
Y1 0.782 Valid
Y2 0.839 Valid
Y3 0.761 Valid
Consumer Satisfaction (2)

71 0.806 Valid
72 0.715 Valid
73 0.851 Valid

Source: Processed Data, 2024
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From Table 2, it can be seen that the indicators of each convergent validity value meet the
predetermined criteria, namely all above 0.6.

Table 3. Average Variance Extracted (AVE)

Variables AVE Description
Brand Love (X1) 0.524 Valid
Brand Trust (X2) 0.582 Valid
Consumer Satisfaction (2) 0.628 Valid
Repurchase Intention (Y) 0.631 Valid

Source: Processed Data, 2024

Based on Table 3 above is one of the convergent validity by looking at the AVE value. The Average
Variance Extracted (AVE) value of each construct is greater than 0.5. It can be seen that the four constructs
have met convergent validity. Brand Love has a value of 0.524> 0.50, Brand Trust has a value of 0.582> 0.50,
Consumer Satisfaction has a value of 0.628> 0.50, and Repurchase Intention has a value of 0.631> 0.50.

2) Discriminant Validity
Table 4. Discriminant Validity - Cross Loading

Indicator Brand Love (X1) Brand Trust (X2) Sa'fi:ngscE:ir(T)]r?r(Z) Iﬁfe?nutirgmi?)
X1.1 0.742 0.475 0.486 0.508
X1.2 0.734 0.440 0.534 0.358
X1.3 0.742 0.411 0.480 0.358
X1.4 0.668 0.249 0.422 0.440
X15 0.731 0.397 0.450 0.500
%21 0.504 0.767 0.492 0.497
X2.2 0.335 0.769 0.407 0.401
X2.3 0.454 0.772 0.569 0.418
X2.4 0.355 0.744 0.457 0.351

Y1 0.454 0.488 0.415 0.782
Y2 0.521 0.444 0.545 0.839
Y3 0.455 0.382 0.478 0.761
71 0.571 0.498 0.806 0.400
72 0.432 0.381 0.715 0.502
73 0.551 0.614 0.851 0.535

Source: Processed Data, 2024

Based on the data from Table 4, it can be seen that all indicators have met discriminant validity. The
Brand Love variable has 5 indicators which are denoted by X1.1 to X1.5. The X1.1 indicator has a loading value
of 0.742, which is greater than the loading value to other constructs, namely 0.475, 0.486, 0.508. For other
indicators, it is also the same, which has a loading value that is greater than the loading value to other
constructs.

The Brand Trust variable has 4 indicators which are denoted by X2.1 to X2.4. The X2.1 indicator has a
loading value of 0.767, which is greater than the loading value to other constructs, namely 0.504, 0.492, 0.497.
For other indicators, it is also the same, which has a loading value that is greater than the loading value of
other constructs.
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The Repurchase Intention variable has 3 indicators which are denoted by Y1 to Y3. The Y1 indicator has
a loading value of 0.782 where the loading value is greater than the loading value to other constructs, namely
0.454, 0.488, 0.415. For other indicators, it is also the same, which has a loading value that is greater than the
loading value to other constructs.

The Consumer Satisfaction variable has 3 indicators which are denoted by Z1 to Z3. Indicator Z1 has a
loading value of 0.806 where the loading value is greater than the loading value to other constructs, namely
0.571, 0.498, 0.400. For other indicators, it is also the same, which has a loading value that is greater than the
loading value to other constructs.

Table 5. Discriminant Validity - Fornell-Larcker

Variables Brand Love (X1) Brand Trust (X2) Sa'fi:;‘gf:?ir:r?r(Z) Iﬁfgnutirgms\?)
Brand Love (X1) 0.724
Brand Trust (X2) 0.548 0.763
ConsumeEZS)atisfaction 0656 0.637 0793
Rep“mhiie)'”te”tio” 0.602 0.551 0.606 0.795

Source: Processed Data, 2024

Based on Table 5 above, it can be seen that the correlation value of variables with other variables has a
greater value, so it can be concluded that discriminant validity testing has been fulfilled.

b. Reliability Testing
Table 6. Cronbach’s Alpha and Composite Reliability

Variables Cronbach's Alpha Composite Reliability
Brand Love (X1) 0.773 0.846
Brand Trust (X2) 0.762 0.848
Consumer Satisfaction (Z) 0.702 0.835
Repurchase Intention (YY) 0.707 0.837

Source: Processed Data, 2024

Based on Table 6, data that has composite reliability> 0.70 can be declared to have a high reliability
value. Data that has a Cronbach's alpha value can be declared reliable if> 0.70 for all constructs. Based on the
results of the composite reliability and Cronbach's alpha above, it can be concluded that all variables have met
the composite reliability criteria.
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Figure 2. Model 1
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Source: Processed Data, 2024

2. Evaluation of Structural Model or Inner Model
a. R-square test
Table 7. R-square

Variables R-square R-Square Adjusted
Consumer Satisfaction (2) 0.540 0.531
Repurchase Intention (Y) 0.465 0.451

Source: Processed Data, 2024

Based on the output results from Table 7 above, it shows that the R-Square value of the Brand Love (X1)
and Brand Trust (X2) variables on Consumer Satisfaction (Z) is 0.540 and is included in the moderate model
category. These results indicate that 54% of the Consumer Satisfaction variable is influenced by the Brand Love
and Brand Trust variables, the rest is influenced by other variables not included in this study.

Meanwhile, the R-square value for the influence of the Brand Love (X1) and Brand Trust (X2) variables
on Repurchase Intention (Y) has an effect of 0.465 and is included in the weak category. This shows that 46.5%
of the Repurchase Intention variable is influenced by the variables Brand Love, Brand Trust, and Customer
Satisfaction, the rest is influenced by other variables not included in this study.

b. Model Fit test
Table 8. Model Fit

Saturated Model Estimated Model
SRMR 0.088 0.088
NFI 0.691 0.691

Source: Processed Data, 2024
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Based on table 8 above, it can be concluded that the SRMR (Standardized Root Mean Square) value of
0.088 <0.10 and the NFI value of 0.691 is almost close to 1. So it can be said that the model has met the
requirements of the fit model.

c. Hypothesis Testing

This hypothesis testing aims to prove the truth of the research conjecture or hypothesis. The
significance level used in this study is 5%. So that as a basis for decision making if the p-value <0.05 then the
hypothesis is accepted, if the p-value> 0.05 then the hypothesis is rejected.

Figure 3. Model 2

Minat Beli Ulang (Y)

0.000

*0.000_
40000~

0.000
Brand Trust (X2)

X23

x2.4
Source: Processed Data, 2024

Table 9. Hypothesis Testing Results (Direct Effect)

- Path _— .
Variables Coefficients T statistics P values Description

Brand Love (X1) -> Consumer Satisfaction 0.438 5883 0.000 Accepted
@) ' ' '

Brand Trust (X2) -> Consumer Satisfaction 0396 5541 0.000 Accepted
@) ' ' '

Brand Love (X1) -> Repurchase Intention () 0.311 3.495 0.000 Accepted
Brand Trust (X2) -> Repurchase Intention 0210 2005 0.045 Accepted
49) ' ’ ‘

Consumer Satisfaction (Z) -> Repurchase 0.268 2359 0.018 Accented
Intention () ' ’ ’ P

Source: Processed Data, 2024
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Table 10. Hypothesis Testing Results (Indirect Effect)
: Path - o
Variables Coefficients T statistics P values Description
Brand Love (X1) -> Consumer Satisfaction
(2) -> Repurchase Intention (Y) 0.118 2.039 0.042 Accepted
Brand Trust (X2) -> Consumer Satisfaction 0106 2913 0,027 Accepted

(2) -> Repurchase Intention (Y)

Source: Processed Data, 2024

DISCUSSION
1. The Effect of Brand Love on Consumer Satisfaction
H1: It is suspected that there is an influence between Brand Love on Consumer Satisfaction

Based on the table, it can be seen that the Brand Love variable has a positive and significant effect on
Customer Satisfaction with a path coefficient of 0.438 and a t-statistic value (5.883> 1.96) with a p-value (0.000
<0.05). This figure shows that the better the Brand Love of a product, it can increase Customer Satisfaction by
43.8%, which means that Brand Love positively and significantly affects Customer Satisfaction and serves as a
foundation for fostering sustainable loyalty and improving the overall brand experience. This shows that Brand
Love has a positive and significant effect on Customer Satisfaction, so Hypothesis 1 is accepted.

Brand Love can influence Consumer Satisfaction by fostering a deep emotional connection between
consumers and brands. When consumers feel Brand Love, they tend to have a stronger relationship with the
brand. Consumers who have a sense of love for a brand are more likely to feel satisfied with the products they
buy from that brand. This is due to a strong emotional attachment, which makes consumers more tolerant of
shortcomings and more motivated to seek products from the same brand in the future.

2. The Effect of Brand Trust on Consumer Satisfaction
H2 : It is suspected that there is an influence between Brand Trust on Customer Satisfaction

Based on Table it can be seen that the Brand Trust variable has a positive and significant effect on
Customer Satisfaction with a path coefficient of 0.396 and a t-statistic value (5.541> 1.96) with a p-value (0.000
<0.05). This figure shows that the better the Brand Trust, the more it can increase Customer Satisfaction by
39.6%, which means that Brand Trust plays an important role in Customer Satisfaction, because Brand Trust
fosters confidence, reliability, and assurance in brand offerings, and ultimately leads to higher levels of
satisfaction and loyalty among consumers. This shows that Brand Trust has a positive and significant effect on
Customer Satisfaction, so Hypothesis 2 is accepted.

Brand Trust plays an important role in shaping Consumer Satisfaction, because Brand Trust forms the
foundation of reliability, credibility and consistency in brand offerings. Brand Trust forms the basis of long-
term relationships between brands and consumers. Consumers who have strong trust in a brand tend to be
loyal to that brand. In addition, Brand Trust can help brands face competition in the market, because
consumers prefer brands they trust over unknown brands.

3. The Effect of Brand Love on Repurchase Intention
H3 : It is suspected that there is an influence between Brand Love on Repurchase Intention

Based on Table it can be seen that the Brand Love variable has a positive and significant effect on
Repurchase Intention with a path coefficient of 0.311 and a t-statistic value (3.495> 1.96) with a p-value (0.000
<0.05). This figure shows that if you have good Brand Love, then Repurchase Intention will increase by 31.1%,
which means that Brand Love significantly affects Repurchase Intention, because this creates a strong
emotional bond and affinity for the brand, which results in a greater likelihood for consumers to repeatedly
choose and buy from that brand than competitors. This shows that Brand Love has a positive and significant
effect on Repurchase Intention, so Hypothesis 3 is accepted.

In the marketing world, Brand Love as an emotional connection between brands and consumers can
have a significant impact on Repurchase Intention. There are several factors that can influence the formation
of Brand Love, such as positive consumer personal experiences, brand values that are in line with consumer
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values, effective brand communication, and so on. When consumers feel that the brand provides a satisfying
experience, they will become more loyal and choose to repurchase products from the brand.

4. The Effect of Brand Trust on Repurchase Intention
H4 : It is suspected that there is an influence between Brand Trust on Repurchase Intention

Based on Table it can be seen that the Brand Trust variable has a positive and significant effect on
Repurchase Intention with a path coefficient of 0.210 and a t-statistic value (2.005> 1.96) with a p-value (0.045
<0.05). This figure shows that if you have good Brand Trust, then Repurchase Intention will increase by 21%,
which means that the level of Brand Trust has a big impact on Repurchase Intention, because this instills
confidence and reliability in consumers, fostering a sense of security that encourages them to choose the
brand consistently for future purchases. This shows that Brand Trust has a positive and significant effect on
Repurchase Intention, so Hypothesis 4 is accepted.

The influence of Brand Trust on Repurchase Intention is very large, because trust serves as a
fundamental pillar in fostering customer loyalty and repeat purchases. Consumer interest in making
repurchases is strongly influenced by brand trust. Consumers who have trust in a brand will feel comfortable
and confident to repurchase products from that brand. This is largely because long-term relationships between
brands and consumers are built on trust.

5. The Effect of Consumer Satisfaction on Repurchase Intention
H5 : It is suspected that there is an influence between Customer Satisfaction on Repurchase Intention

Based on Table it can be seen that the Consumer Satisfaction variable has a positive and significant
effect on Repurchase Intention with a path coefficient of 0.268 and a t-statistic value (2.359> 1.96) with a p-
value (0.018 <0.05). This figure shows that if Consumer Satisfaction is high, Repurchase Intention will increase
by 26.8%, which means that a high level of Consumer Satisfaction often leads to an increase in Repurchase
Intention, because satisfied consumers are more likely to develop brand loyalty and repeatedly choose their
products over competitors, thereby driving sustainable business success. This shows that Customer
Satisfaction has a positive and significant effect on Repurchase Intention, so Hypothesis 5 is accepted.

Customer satisfaction has a significant influence on Repurchase Intention. Consumer satisfaction can
build trust. When customers are satisfied with a product, they will have more trust in the brand or company.
This trust can encourage them to buy from the same brand or company again. Consumer satisfaction
contributes to the establishment of a good brand reputation. Satisfied customers tend to leave positive
reviews and recommend products or services to others. Thus, it can be concluded that Customer Satisfaction
has a significant influence on Repurchase Intention. Companies that focus on consistently meeting the needs
and wants of their customers will tend to benefit from higher customer retention rates and sustainable
business growth.

6. The Effect of Brand Love on Repurchase Intention through Consumer Satisfaction
H6 : It is suspected that there is an influence between Brand Love on Repurchase Intention through Customer
Satisfaction.

Based on Table it can be seen that the Brand Love variable has a positive and significant effect on
Repurchase Intention through Customer Satisfaction with a path coefficient of 0.118 and a t-statistic value
(2.039> 1.96) with a p-value (0.042 <0.05). This figure shows that Brand Love has an influence in increasing
Repurchase Intention through Consumer Satisfaction by 11.8%, which means that Brand Love positively
influences Repurchase Intention through Consumer Satisfaction by fostering a strong emotional connection
with the brand, which in turn increases overall satisfaction with the brand's products. This higher satisfaction
increases the likelihood of consumers making repeat purchases, driven by their deep love and loyalty to the
brand. This shows that Brand Love has a positive and significant effect on Repurchase Intention through
Consumer Satisfaction, so Hypothesis 6 is accepted.

The influence of Brand Love on Repurchase Intention through Consumer Satisfaction is a multi-faceted
process that underscores the emotional connection between consumers and brands. Repurchase Intention is
often influenced by the emotional attachment or "brand love" that consumers have for a brand, especially
when it is triggered by Consumer Satisfaction.
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7. The Effect of Brand Trust on Repurchase Intention through Consumer Satisfaction
H7 : It is suspected that there is an influence between Brand Trust on Repurchase Intention through Customer
Satisfaction.

Based on Table it can be seen that the Brand Trust variable has a positive and significant effect on
Repurchase Intention through Customer Satisfaction with a path coefficient of 0.106 and a t-statistic value
(2.213> 1.96) with a p-value (0.027 <0.05). This figure shows that Brand Trust has an influence in increasing
Repurchase Intention through Customer Satisfaction by 10.6%, which means that Brand Trust has a positive
impact on Repurchase Intention through Customer Satisfaction by instilling trust and reliability in brand
offerings. When consumers have trust in brands, they tend to be satisfied with their purchases. In the end, it
will strengthen their trust and confidence in the brand, which leads to an increase in Repurchase Intention
because consumers feel confident that they will continue to receive high quality products. This shows that
Brand Trust has a positive and significant effect on Repurchase Intention through Consumer Satisfaction, so
Hypothesis 7 is accepted.

The effect of Brand Trust on Repurchase Intention through Consumer Satisfaction shows the
importance of building and maintaining trust with consumers to encourage long-term loyalty and repeat
purchases. Brands that prioritize building trust and providing the best experience for consumers are in a
superior position to establish close relationships and achieve sustainable growth in a competitive market.

CONCLUSION

Brand Love for Indomie, based on the results of respondents' responses, obtained an overall value that
showed a very good category. This indicates that many consumers feel very emotionally attached to Indomie
products. They may have consistent positive experiences with Indomie products, feel connected to the values
represented by the brand, and may consider Indomie as part of their daily consumption.

Brand Trust in Indomie, based on the results of respondents' responses, obtained an overall value that
showed in the good category. This is because the Indomie brand has succeeded in building strong and solid
trust among its consumers, although there is still room to continue to improve and strengthen the level of
trust.

Repurchase Intention in Indomie, based on the results of respondents' responses, obtained an overall
value that showed a good category. This indicates that the majority of consumers who have tried Indomie tend
to buy it again in the future. Thus, Indomie has succeeded in building strong consumer loyalty and potential for
long-term growth in sales.

Consumer Satisfaction with Indomie, based on the results of respondents' responses, obtained an
overall value that showed a good category. This indicates that the majority of consumers are satisfied with
Indomie products after trying and consuming them. This reflects that Indomie has succeeded in meeting
consumer expectations, so that Indomie can build a good reputation among its consumers.
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