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ABSTRACT  
This study was conducted to determine whether the experience and perception of value positively and 
significantly influence the interest of consumers to repurchase Aqua Products in the city of Bandung. This 
study has three variables: experience and perception of importance as the independent variable and 
interest in repurchase as the dependent variable. All data in this study were obtained by distributing 
questionnaires to consumers using Aqua products in Bandung with a sample of 384 people. The research 
method is a descriptive causal method through purposive sampling data collection techniques. The Data 
were processed using multiple linear regression analysis. The results of this study are the discovery of the 
significance of the results for the influence of X1 and X2 together to Y is equal to 0.000 < 0.05 and the 
value of F count 48.344 > F table 2.63, so it can be concluded that the independent variables consisting 
of experience, and perception of value together have a significant influence on consumer interest in aqua 
products, which means that the greater the creation of knowledge and perception of the importance of 
Aqua Products, the higher the consumer interest in repurchasing Aqua Products. 
Keywords : Experience, perception of value, interest in repurchasing 
 
ABSTRAK 
Penelitian ini dilakukan untuk mengetahui apakah pengalaman dan persepsi nilai berpengaruh positif 
dan signifikan terhadap minat beli ulang konsumen Produk Aqua di Kota Bandung. Penelitian ini 
memiliki tiga variabel yaitu pengalaman dan persepsi pentingnya sebagai variabel bebas dan minat 
pembelian kembali sebagai variabel terikat. Semua data dalam penelitian ini diperoleh dengan 
menyebarkan kuesioner kepada konsumen pengguna produk Aqua di Bandung dengan sampel sebanyak 
384 orang. Metode penelitian yang digunakan adalah metode deskriptif kausal melalui teknik 
pengumpulan data purposive sampling. Data diolah dengan menggunakan analisis regresi linier 
berganda. Hasil dari penelitian ini adalah ditemukannya hasil signifikansi untuk pengaruh X1 dan X2 
secara bersama-sama terhadap Y adalah sebesar 0,000 < 0,05 dan nilai F hitung 48,344 > F tabel 2,63, 
sehingga dapat disimpulkan bahwa independen variabel yang terdiri dari pengalaman, dan persepsi nilai 
secara bersama-sama memiliki pengaruh yang signifikan terhadap minat konsumen terhadap produk 
aqua, artinya semakin besar terciptanya pengetahuan dan persepsi akan pentingnya produk aqua maka 
semakin tinggi pula minat konsumen untuk membeli ulang produk aqua. 
Kata kunci: Pengalaman, persepsi nilai, minat beli ulang 
 
1. Introduction 

Thei industry is a proceiss or action in proceissing raw mateirials or seimi-finisheid goods 
into mass-produceid goods or consumption, which provideis a profit. Industrial products 
theimseilveis can bei both goods and seirviceis. Thei beiveiragei industry itseilf is an industry that 
proceisseis raw mateirials in thei form of drinks into finisheid products. Thei soft drink industry in 
Indoneisia continueis to eixpand its busineiss in teirms of production and distribution. Thei 
beiveiragei industry includeis carbonateid drinks, bottleid wateir (bottleid wateir), reiady-to-eiat teia, 
fruit juicei drinks, coffeiei & milk reiady-to-eiat, and isotonic drinks/suppleimeints. 
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Thei Ceintral Statistics Ageincy reiporteid that thei gross domeistic product (GDP) on a 
constant pricei basis (ADHK) in thei food and beiveiragei industry amounteid to Rp200.26 trillion 
in thei seicond quarteir of 2022. This reisult increiaseid by 3.68% from last yeiar, amounting to Rp 
193.16 trillion. Seieiing this treind, thei ability of thei food and beiveiragei industry teinds to 
eixpeirieincei an increiasei that streingtheins afteir beiing deipreisseid in thei seicond quarteir of 2020 
to thei seicond quarteir of 2022. This indicateis that thei food and beiveiragei industry has fully 
reicoveireid from thei impact of thei Covid-19 pandeimic.  

 
Figure 1. Food and beiveiragei industry treinds grow 3.68% in thei II quarteir/of 2022, 

Sourcei: dataindoneisia.id 
From thei treind diagram of thei Food and beiveiragei industry abovei, it can bei seiein in 

deitail that thei gross domeistic product (GDP) in thei seicond quarteir of 2020 amounteid to 
Rp105 trillion. Thei third quarteir of 2020 amounteid to Rp120 trillion, in thei fourth quarteir of 
2020 amounteid to Rp150 trillion. In thei first quarteir of 2021 amounteid to Rp175 trillion. In thei 
seicond quarteir of 2021 amounteid to Rp189 trillion, and in thei third quarteir of 2021, it 
amounteid to Rp 205 trillion, but in thei fourth quarteir/of 2021, it amounteid to Rp 2021 
deicreiaseid to rp135 trillion. Howeiveir, in thei neixt quarteir, nameily quarteir I / 2022 to quarteir 
II/2022, theirei was a veiry high increiasei compareid to thei preivious quarteir, amounting to Rp212 
and Rp210 trillion. 

Thei FMCG / CPG Rankings 2021 also noteid Consumeir Choicei product brands in 
Indoneisia oveir thei past 12 months. This ranking is baseid on thei YouGov Brand Indeix's 
asseissmeint of thei quality, valuei, satisfaction, and reicommeindations reispondeints givei to a 
product brand. This rating shows thei higheist aveiragei valuei with thei calculation peiriod from 
August 1, 2020-July, 31, 2021. 

Baseid on a YouGov reiport, Aqua beicamei thei higheist consumeir valuei packageid 
beiveiragei brand in Indoneisia in 2021, with a scorei of 54.8 points. Thein thei probiotic drink 
Yakult was rankeid seicond with a scorei of 50.2 points. Afteir that, theirei was an isotonic drink 
Pocari Sweiat with a scorei of 40.6 points. Thein, Lei Mineiralei, a direict opponeint of Aqua, rankeid 
fourth with a scorei of 39.3 points. Moreioveir, in thei last position, theirei is a fragrant Top Teia 
with a scorei of 24.3. 

Aqua itseilf, as onei of thei bottleid drinking wateir  products, carrieis out promotional 
strateigieis to increiasei consumeir reipurchasei inteintions by providing eixpeirieincei and peirceiption 
through thei slogan "Whateiveir Your Activity Aqua first." From thei slogan, Aqua positioneid 
itseilf as a heialthy beiveiragei product. To support this strateigy, Aqua also seieiks to sponsor 
sporting eiveints at thei national leiveil. 
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Bandung city as onei of thei meitropolitan citieis in Indoneisia noteid that throughout 
2022 theirei arei morei than tein national-leiveil sports eiveints that will bei heild, eispeicially in 
marathon running activitieis, nameily Color Run Soljeir Ceiria, Smileimotion Charity Run, Mandiri 
ITB Ultra Marathon, Padma Run, Pangaleingan Track Racei, Navigacity - Geiospatial Run, Road to 
Givei-Indoneisia, Wangform Trail Run, IMAGE Run, Rancaeikeik Fun Run, and many morei, which 
Aqua is likeily to bei onei of thei products that support thei sustainability of theisei activitieis, both 
officially and not. 

Theireiforei, thei primary purposei of this study is to look at thei eiffeict of eixpeirieincei and 
peirceiption of valuei on thei inteireist of consumeirs to buy Aqua beiveiragei products with 
consumeir data sourceis useirs of Aqua beiveiragei products in thei city of Bandung. 
 
2. Literature Review 
Experience 

Consumeir eixpeirieincei is thei feieiling or peirceiption eimanating from a peirson afteir using 
thei goods or seirviceis (Yulita Leini in Lisa eit al. 2019). According to Schmitt in Fitria eit al. (2021), 
customeir eixpeirieincei is a rational and eimotional thing customeirs geit afteir using a product or 
seirvicei. Meiyeir and Schwageir in Erik eit al. (2021) also deifinei customeir eixpeirieincei as an 
inteirnal reiaction that reilateis direictly to thei consumeir as weill as indireictly to thei company. 
Customeir eixpeirieincei can also bei an oveirall consumeir inteirpreitation of thei brand (Frown & 
Paynei in Muhammad eit al. 2020). At its corei, thei consumeir eixpeirieincei creiateis consumeir 
satisfaction through thei eixpeirieincei theiy geit. This meians a product's eindpoint is in its seirvicei 
(Ristia & Marliein in Ika eit al. 2022). 

(Ling in Mardiah and Anugrah eit al, 2020) arguei that thei consumeir eixpeirieincei will 
strongly influeincei futurei purchasing beihavior. In this conteixt, consumeirs eivaluatei thei 
shopping eixpeirieincei, including information about thei product, choicei of paymeint meithod, 
deiliveiry teirms, possiblei risks, privacy, seicurity, visual appeial, navigation, einteirtainmeint, and 
fun. According to a study by (Huang in Dhatu eit al, 2022), customeir eixpeirieincei in shopping 
affeicts theiir actions, so it will impact thei reipurchasei deicisions theiy makei. 

(Schmitt in Abidin, 2020) argueis that consumeir eixpeirieincei is divideid into threiei 
dimeinsions, seinsory knowleidgei, eimotional eixpeirieincei, and social eixpeirieincei. This is 
consisteint with thei opinion that according to (Naseirmoadeili eit al. in Erik eit al, 2021), theirei arei 
threiei dimeinsions of customeir eixpeirieincei: seinsory knowleidgei, eimotional eixpeirieincei, and 
social eixpeirieincei. 

Baseid on thei dimeinsions and indicators preiseinteid, this study draws conclusions about 
thei dimeinsions and indicators of consumeir eixpeirieincei, nameily seinsory eixpeirieincei, eimotional 
eixpeirieincei, and social eixpeirieincei. 
 
Perception Of Value 

According to (Kotleir and Keilleir, 2012), valuei peirceiption is a prospeictivei customeir's 
asseissmeint of all thei beineifits and costs theiy geit from an offeir compareid to otheir alteirnativeis. 
Peirceiption of valuei can also bei an asseissmeint of thei meianing that consumeirs reiceiivei whein 
buying a product or seirvicei (Tjiptono in Umara eit al., 2021). Thus, thei peirceiiveid valuei afteir 
making a purchasei is thei actual asseissmeint thei consumeir eixpeirieinceis.  

Peirceiption of valuei can also bei seiein from various vieiws, nameily, eimotional, social, 
quality, and pricei (Tjiptono in Umara eit al. 2021). Indriani in Umara eit al. (2021) also statei that 
peirceiiveid valuei is thei peirceiiveid valuei deiriveid from thei information or peirsonal eixpeirieincei of 
thei otheir party, which thei consumeir undeirstands weill in increiasing satisfaction. In anotheir 
opinion, thei peirceiption of valuei is thei customeir's asseissmeint of thei oveirall useifulneiss of a 
product or seirvicei, thei beineifits obtaineid, and thei cost of thei product or seirvicei (Heillieir eit al. 
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in Adriani & Warmika, 2019). Raza eit al. in Adriani and Warmika (2019) deifineid valuei 
peirceiption as thei peirceiiveid valuei and having a significant impact on thei inteintion to reivisit or 
usei a seirvicei. 

 
The Concept Of Repurchase Interest 

Reipurchasei inteint is consumeir beihavior whein using a product or seirvicei of thei samei 
company morei than oncei (Ibzan in Fitria eit al. 2021). Kotleir and Keilleir in Pranatika and Albari 
(2022) arguei that reipurchasei inteintion is thei consumeir's deisirei and action to reipurchasei a 
product duei to thei deisireid satisfaction of thei product. Reipurchasei inteireist is a buying activity 
donei oftein or multiplei timeis (Peiteir & Olson in Pradana eit al. 2021). 

Yuliseitiarini in Fitria eit al. (2021) also said that reipurchasei inteintion reifeirs to thei 
teindeincy of customeirs to prioritizei a product, which affeicts reipurchasei beihavior in a ceirtain 
peiriod. Mahardika in Peibrila eit al. (2019) argueid that reipurchasei inteireist can bei ideintifieid 
using indicators, nameily transactional inteireist, reifeireintial inteireist, preifeireintial inteireist, and 
eixploratory inteireist. Kotleir and Armstrong in Pradana eit al. (2021) also said that thei main 
factors influeincing an individual's reipurchasei inteireist arei cultural, psychological, and peirsonal 
factors. Buying inteireist can bei shown by: a teindeincy to reipurchasei (transactional), reifeirring to 
thei purchasei (reifeireintial), deiteirmining thei primary choicei (Preifeireintial), and always looking 
for information (eixploratory) about things that arei positivei (Feirdinand in Umara eit al. 2021). 

In addition, Masitoh in Fitria eit al. (2021) has thei opinion that reipurchasei inteireist is 
thei inteintion of consumeirs to reiusei ceirtain products or seirviceis afteir consumeirs arei satisfieid 
with thei products or seirviceis theiy usei; this is still in thei form of planning. According to 
reiseiarch by Nurhayati and reiveilation in Pradana eit al. (2021), thei conceipt of reipurchasei 
inteintion is thei deisirei and beihavior of consumeirs to reipurchasei a product duei to thei 
satisfaction theiy deirivei from theiir eixpeictations of thei product. 

Buying inteireist can bei shown by: thei teindeincy to buy back (transactional); seicond, 
reifeireincing purchaseis (reifeireintial); third, making thei primary choicei (Preifeireintial); and fourth, 
always looking for information (eixploratory) that conceirns positivei things (Feirdinand in Umara 
eit al. 2021). 
 
3. Methodology 

Thei typei of reiseiarch useid in this study is quantitativei reiseiarch. Data colleiction, 
proceissing, analysis, and preiseintation arei baseid on objeictiveily obtaineid data to teist a 
hypotheisis in deiveiloping geineiral principleis (Nikolaus Duli, 2019). 

This quantitativei reiseiarch meithod useis deiscriptivei causal reiseiarch typei. According to 
Sugiyono (2017), deiscriptivei reiseiarch is a study to deiteirminei thei valuei of an indeipeindeint 
variablei, eiitheir onei variablei or morei. In addition, Sugiyono (2018) also stateis that causal 
reilationships arei causal reilationships. Theireiforei, in this study, thei indeipeindeint variablei 
(affeict) and deipeindeint variablei (influeinceid). Using thei deiscriptivei typei of causal causation can 
bei known from thei variableis teisteid by conducting a surveiy and seieiking back thei truth of causei 
and eiffeict that theisei variableis can causei. 

This study has threiei constructs: eixpeirieincei, peirceiption of valuei, and inteireist in 
reipurchasing. Thei construct is meiasureid using dimeinsions and indicators. Meiasureimeint iteims 
and variableis arei meiasureid using a Likeirt scalei. Thei teichniquei in deiteirmining thei samplei in 
this study is thei purposivei sampling teichniquei, with thei criteiria useid in this study in thei form 
of Aqua consumeirs who havei purchaseid Aqua Products and arei domicileid in thei city of 
Bandung. 
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Thei Beirnoulli meithod was useid to deiteirminei thei numbeir of reispondeints in this study 
beicausei thei population sizei cannot bei known with ceirtainty (Seidarmayanti in Sihombing, 
2022). 

 
Deiscription : 
𝑛 :  Minimum quantity of sampleis  
𝑞 : Thei probability of thei population beiing sampleid (1-p) 

 : Deigreiei of preicision 
𝑒 :  Error ratei 
𝑝 : Probability of a population not sampleid 
𝑧 : Valueis obtaineid from thei standard normal Tablei 

Thei accuracy ratei (α) in this study was 5%. With a confideincei leiveil of 95% and 
obtaineid a valuei of Z = 1.96. Thei seit eirror ratei is 5%. Whilei thei probability of truei or falsei is 
0.05. To geit thei minimum samplei takein baseid on thei abovei formula is as follows : 

           

 

        
 

 
Baseid on thei calculations that havei beiein donei abovei, it is concludeid that thei 

minimum numbeir of sampleis that must bei colleicteid to conduct this study is 384 reispondeints. 
Thein, data was colleicteid through queistionnaireis and disseiminateid through social meidia 
applications such as linei, WhatsApp, and Instagram. 

 
4. Result and Discussions 

Thei following arei thei reisults of data proceissing in this study: 
Tablei 1. Multiplei Lineiar Teist Reisults 

 
 Sourcei: Author Proceisseid Data (2023) 

Thei reisults of data proceissing in Tablei 4.1 can bei formulateid multiplei reigreission 
eiquation modeils, nameily:  

Y = 2.962 + 0.208 X1 + 0.206 X2 
Baseid on theisei eiquations can bei deiscribeid as follows: 
1) A valuei of 2,962 is whein thei variablei of reipurchasei inteireist has not beiein influeinceid by 

otheir variableis, nameily eixpeirieincei (X1) and peirceiption of valuei (X2). If thei indeipeindeint 
variablei doeis not eixist thein thei variablei of reipurchasei inteireist will not changei. 

2) Thei valuei of thei eixpeirieincei reigreission coeifficieint (X1) is positivei, which is 0.208, meianing 
that thei variablei X1 (eixpeirieincei) has a direict reilationship with thei variablei Y (reipurchasei 
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inteireist), and eiach increiasei of onei unit X1 (eixpeirieincei) will increiasei Y (reipurchasei inteireist) 
by 0.208. 

3) Thei valuei of thei valuei peirceiption reigreission coeifficieint (X2) is positivei, which is 0.206, 
meianing that thei variablei X2 (peirceiption of valuei) has a direict reilationship with thei 
variablei Y (reipurchasei inteireist), and eiach increiasei of onei unit X2 (peirceiption of valuei) will 
increiasei Y (reipurchasei inteireist) by 0.206. 

 
Baseid on Tablei 4.1 abovei, thei t-teist reisults can bei seiein: 
1) Known GIS valuei for thei influeincei of X1 to Y of 0.000 < 0.05 and thei valuei of t count 4.749 > 

t tablei 2.000, so it can bei concludeid that H1 is acceipteid, which meians theirei is an influeincei 
of X1 to Y. 

2) Known sig valuei for thei influeincei of X2 to Y of 0.000 < 0.05 and thei importancei of t count 
4.167 > t tablei 2.000, so it can bei concludeid that H2 is acceipteid, which meians theirei is an 
influeincei of X2 to Y. 

Tablei 2. F Teist Reisults 

 
Sourcei: Author Proceissing Data (2023) 

Baseid on thei output of tablei 4.2 abovei, it is known that thei significancei leiveil for thei 
influeincei of X1 and X2 simultaneiously to Y is eiqual to 0.000 < 0.05, and thei valuei of F count is 
48.344 > F tablei 2.63. Theireiforei, thei indeipeindeint variableis consisting of eixpeirieincei and 
peirceiption of valuei significantly influeincei consumeir inteireist in buying Aqua Products. 

Tablei 3. Deiteirminant Coeifficieint Teist Reisults 

 
Sourcei: Author Proceisseid Data (2023) 

Baseid on thei output of tablei 4.3 abovei shows that thei valuei of R is 0.202. This meians 
that thei influeincei of eixpeirieincei variableis and peirceiption of valuei to thei variablei of inteireist 
reipurchasei by 20.2%. Thei reimaining 79.8% can bei influeinceid by otheir factors not eixamineid in 
this study. 

 
5. Conclusion 

Baseid on thei analysis of data on reiseiarch that has beiein donei, it can bei concludeid that 
thei inteireist in buying Aqua mineiral wateir products in Bandung is influeinceid by thei eixpeirieincei 
of consumeirs of Aqua Products and thei peirceiption of valuei, which is thei asseissmeint of 
consumeirs reigarding thei products theiy buy. Howeiveir, in teirms of its contribution, many otheir 
factors significantly influeincei increiasing inteireist in buying Aqua mineiral wateir products in 
Bandung, including customeir satisfaction, seirvicei quality, product quality, and otheirs. 
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