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ABSTRACT 

 

TARUMANAGARA UNIVERSITY 

FACULTY OF ECONOMICS AND BUSINESS 

                              JAKARTA 

 

(A) NICHOLAS AVELINO 115170421 

(B) THE EFFECT OF BRAND IMAGE, SERVICE QUALITY AND PERCEIVED 

PRICE ON REPURCHASE INTENTION ON JNE CUSTOMERS IN WEST 

JAKARTA.  

(C) xiv + 93 Pages, 2021, 19 Tables, 6 Picture, 5 Attachment. 

(D) MARKETING MANAGEMENT 

(E) Abstract: This study aims to determine the effect of brand image, service 

quality, and perceived price on repurchase intention of JNE customers in 

West Jakarta. The number of samples used in the study were 79 respondents. 

The sampling method used non-probability sampling with technique 

purposive. Data collection techniques using questionnaires distributed online 

through google form.  The data analysis method in this research is Structural 

Equation Modeling (SEM) which is processed with the help of SmartPLS 

software version 3.3.3. The results of the study concluded that brand image 

has a positive and insignificant effect on repurchase intention, service quality 

has a positive and insignificant effect on repurchase intention and perceived 

price has a positive and significant effect on repurchase intention. 

(F) References 42 (1969-2021) 

(G) Rodhiah Dra., M. M. 
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ABSTRAK 

 

UNIVERSITAS TARUMANAGARA 

FAKULTAS EKONOMI 

JAKARTA 

 

(A) NICHOLAS AVELINO 115170421 

(B) PENGARUH BRAND IMAGE,  SERVICE QUALITY DAN PERCEIVED 

PRICE TERHADAP REPURCHASE INTENTION PADA PELANGGAN 

JNE DI JAKARTA BARAT. 

(C) xiv + 93 Halaman, 2021, 19 Tabel, 6 Gambar, 5 Lampiran. 

(D) MANAJEMEN PEMASARAN  

(E) Abstrak: Penelitian ini bertujuan untuk mengetahui pengaruh brand image, 

service quality, dan perceived price terhadap repurchase intention pada 

pelanggan JNE di Jakarta Barat. Jumlah sampel yang digunakan dalam 

penelitian adalah 79 responden. Metode pengambilan sampel menggunakan 

non-probability sampling dengan teknik purposive. Teknik pengumpulan data 

dengan menggunakan kuisioner yang disebarkan secara online melalui google 

form. Metode analisis data dalam penelitian ini adalah Structural Equation 

Modeling (SEM) yang diolah dengan bantuan software SmartPLS versi 3.3.3. 

Hasil penelitian menyimpulkan brand image berpengaruh positif dan tidak 

signifikan terhadap repurchase intention, service quality berpengaruh positif 

dan tidak signifikan terhadap repurchase intention dan perceived price 

berpengaruh positif dan signifikan terhadap repurchase intention. 

(F) Daftar acuan 42 (1969-2021) 

(G) Rodhiah Dra., M. M. 
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Learn from yesterday, live for today, hope for tomorrow. The important 

thing is not to stop questioning. 

~Albert Einstein 
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