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(A) YUSUF DARWIN (115180144) 

(B) THE EFFECT OF BRAND EXPERIENCE, SWITCHING COST, AND 

PERCIVE VALUE TO REPURCHASE INTENTION THROUGH UNIQLO 

CUSTOMER SATISFACTION IN JAKARTA 

(C)  XiV + 90 Pages, 37 Tables, 10 Pictures, 14 Attachment 

(D) MARKETING MANAGEMENT 

(E) Abstract: The purpose of this study is to examine the effects of brand 

experience, switching costs and perceived value on repurchase intentions 

through customer satisfaction. The population used in this study were 150 

Uniqlo customers in Jakarta.  The method used is the convernience 

sampling method which is used by distributing online then the data is 

processed using smartPLS - SEM.  The results of this study are brand 

experience, switching costs and perceived value can affect satisfaction.  

Brand experience, switching costs and perceived value to repurchase 

intentions.  Switching costs and perceived value can to repurchase 

intentions through customer satisfaction. 
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(E) Abstrak: Tujuan penelitian ini dilakukan untuk menguji pengaruh 

pengalaman merek, biaya peralihan dan persepsi nilai terhadap niat 

membeli kembali melalui kepuasan pelanggan. Populasi yang digunakan 

dari penelitian ini adalah 150 pelanggan Uniqlo di jakarta. Metode yang 

digunakan adalah metode convernience sampling yang digunakan dengan 

menyebarkan secara online kemudian data di olah menggunakan smartPLS 

– SEM. Hasil dari penelitian ini adalah pengalaman merek, biaya peralihan 

dan persepsi nilai dapat mempengaruhi kepuasan. Pengalaman merek, biaya 
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