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(A) Jeremi Francis Setiadi (115160264) 

(B) THE INFLUENCE OF BRAND IMAGE ON TOYOTA AGYA CONSUMER 

PURCHASE INTENTION MEDIATED BY PERCEIVED PRICE AND 

PERCEIVED QUALITY 

(C) xvi +109 pages, 2020, 31 tables, 10 pictures, 5 attachment 

(D) MARKETING MANAGEMENT 

(E) Abstract: This study aimed to determine the influence of brand image on 

purchase intention mediated by perceived price and perceived quality. The 

population of this research are Toyota Agya consumers in DKI Jakarta. As 

many as 100 respondents were studied as a research sample with sampling 

techniques  using  convenience  sampling  and  data  analysis  was  measured 

using SmartPLS software. The results showed that brand image had a positive 

and significant effect on perceived price and perceived quality of consumers, 

perceived quality had a positive and significant effect on consumer purchase 

intentions, and brand image had a positive and significant effect on consumer 

purchase intentions mediated by perceived quality in DKI Jakarta. This can 

be a suggestion for Toyota companies to increase the purchase intention of 

Toyota Agya consumers. 

(F) Keywords:   Brand   image,   perceived   price,   perceived   quality,   purchase 

intention 
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(H) Tommy Setiawan Ruslim, S.E., M.M.
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(D) MANAJEMEN PEMASARAN 

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

terhadap  purchase  intention   yang  dimediasi  oleh  perceived  price  dan 

perceived quality. Populasi dalam penelitian ini adalah para konsumen Toyota 

Agya di DKI Jakarta. Diteliti sebanyak 100 responden sebagai sampel 

penelitian dengan teknik pengambilan sampel menggunakan convenience 

sampling dan analisis data diukur dengan menggunakan software SmartPLS. 

Hasil penelitian menunjukkan bahwa brand image berpengaruh positif dan 

signifikan terhadap perceived price maupun perceived quality konsumen, 

perceived quality berpengaruh positif dan signifikan terhadap purchase 

intention  konsumen,   dan  brand  image  berpengaruh  secara  positif  dan 

signifikan terhadap purchase intention konsumen yang dimediasi oleh 

perceived  quality  di DKI  Jakarta.  Hal ini dapat  menjadi masukkan untuk 

perusahaan Toyota dalam meningkatkan niat beli konsumen Toyota Agya 

(F) Kata  kunci:  Brand  image,  perceived  price,  perceived  quality,  purchase 

intention 
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