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ABSTRAK 

Amalia Ghaida, 2210412220042, 2026. Pengaruh User Generated Content 

(UGC) terhadap Minat Beli Ulang di Salbi Coffee melalui Brand Trust sebagai Variabel 

Mediasi, di bawah bimbingan: Maryono. 

Industri kedai kopi yang semakin kompetitif menuntut pelaku usaha seperti 

Salbi Coffee untuk terus beradaptasi dengan strategi pemasaran digital, salah satunya 

dengan memanfaatkan konten yang dibuat oleh konsumen. Penelitian ini bertujuan 

untuk menguji dan menganalisis pengaruh User Generated Content (UGC) terhadap 

minat beli ulang di Salbi Coffee melalui brand trust sebagai variabel mediasi. 

Jenis penelitian ini adalah penelitian kuantitatif dengan pendekatan kausalitas. 

Pengumpulan data dilakukan melalui penyebaran kuesioner kepada 100 responden 

yang merupakan konsumen Salbi Coffee, dengan teknik pengambilan sampel 

menggunakan accidental sampling. Metode analisis data yang digunakan dalam 

penelitian ini adalah Structural Equation Modeling (SEM) berbasis PLS. 

Hasil penelitian menunjukkan bahwa User Generated Content (UGC) 

berpengaruh signifikan terhadap brand trust. UGC juga terbukti berpengaruh 

signifikan terhadap minat beli ulang konsumen. Selanjutnya, brand trust memiliki 

pengaruh signifikan terhadap minat beli ulang. Hasil uji mediasi menunjukkan bahwa 

brand trust mampu memediasi pengaruh User Generated Content (UGC) terhadap 

minat beli ulang di Salbi Coffee secara parsial mediasi. Berdasarkan hasil tersebut, 

Salbi Coffee disarankan untuk terus mendorong konsumen membagikan pengalaman 

positif mereka di media sosial guna membangun kepercayaan yang lebih kuat, yang 

pada akhirnya akan meningkatkan loyalitas dan minat beli ulang. 

Kata Kunci: User Generated Content, Brand Trust, Minat Beli Ulang. 
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ABSTRACT 

Amalia Ghaida, 2210412220042, 2026. The Influence of User-Generated 

Content (UGC) on Repurchase Intention at Salbi Coffee via Brand Trust as a Mediating 

Variable, under the guidance of: Maryono. 

The increasingly competitive coffee shop industry requires businesses like Salbi 

Coffee to continuously adapt to digital marketing strategies, one of which is leveraging 

consumer-generated content. This study aims to examine and analyze the influence of 

User Generated Content (UGC) on repurchase intention at Salbi Coffee through brand 

trust as a mediating variable. 

This is a quantitative study with a causal approach. Data collection was 

conducted by distributing questionnaires to 100 respondents, who are Salbi Coffee 

consumers, using accidental sampling as the sampling technique. The data analysis 

method used in this study was PLS-based Structural Equation Modeling (SEM). 

The results show that User Generated Content (UGC) has a significant effect 

on brand trust. UGC also significantly influences consumer repurchase intention. 

Furthermore, brand trust has a significant effect on repurchase intention. The results 

of the mediation test indicate that brand trust is able to partially mediate the influence 

of User-Generated Content (UGC) on repurchase intention at Salbi Coffee. Based on 

these results, Salbi Coffee is advised to continue encouraging consumers to share their 

positive experiences on social media to build stronger trust, which will ultimately 

increase loyalty and repeat purchase intention. 

Keywords: User Generated Content, Brand Trust, Repurchase Intention.
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