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ABSTRAK 

 

Penelitian ini bertujuan untuk menguji pengaruh price dan 

store image terhadap perceived value dan purchase intention 

konsumen di H&M Tunjungan Plaza Surabaya. Sampel yang 

digunakan sebanyak 150 responden dengan teknik pengambilan 

sampel: purposive sampling dan menggunakan teknik analisis SEM 

dengan bantuan program LISREL 8.70. Hasil penelitian 

menunjukkan bahwa adanya hubungan positif signifikan antara 

price, store image, perceived value dengan purchase intention.  

Kata Kunci: purchase intention, perceived value, store image, price 
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ABSTRACT 

 

 This study aims to examine the effect of price, store image, 

and perceived value against purchase intention. The sample used in 

this study is 150 respondents by using sampling technique: purposive 

sampling and used SEM analysis technique with the help of LISREL 

8.70 program. The result showed that there is positive significant 

influence between price, store image, perceived value against 

purchase intention. 

Keywords: purchase intention, perceived value, store image, price 

 

 

 

 

 

 

 

 

 


