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Pengaruh Brand Image Dan Price Image Terhadap Purchase Intention
Dengan Store Image Sebagai Variabel Intervening Pada IBOX Store Di
World Trade Center (WTC) Di Surabaya

ABSTRAK

Meningkatnya minat beli pada konsumen merupakan suatu
kegiatan untuk memenangkan kompetisi di dalam industri ritel. Terdapat
beberapa faktor yang dapat mempengaruhi terjadinya niat membeli atau
purchase intention konsumen. Faktor-faktor tersebut adalah Store Image,
Brand Image, Price Image . Di mana Brand Image dan Price Image
berpengaruh tidak langsung terhadap Purchase Intention tetapi melalui
Store Image, sedangkan Store Image berpengaruh langsung Purchase
Intention. Variabel lain yang mempengaruhi Store Image secara langsung
ialah Brand Image dan Price Image. Penelitian ini bertujuan untuk
mengetahui pengaruh Brand Image dan Price Image terhadap Purchase
Intention melalui Store Image. Penelitian ini menggunakan teknik analisis
Structural Equation Modeling (SEM). Obyek dari penelitian ini adalah
konsumen dari IBOX Store di World Trade Center (WTC) Surabaya,
dengan jumlah sampel sebanyak 154 responden. Hasil penelitian ini dapat
disimpulkan: (1) Brand Image berpengaruh positif terhadap Store Image,
(2) Price Image berpengaruh positif terhadap Store Image, (3) Store Image
berpengaruh positif terhadap Purchase Intention, (4) Brand Image
berpengaruh positif terhadap Purchase Intention melalui Store Image, (5)
Price Image berpengaruh positif terhadap Purchase Intention melalui Store
Image.

Kata Kunci: Brand Image, Price Image, Store Image, Purchase
Intention.
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The Influence of Brand Image And Price Image Against Purchase
Intention With Store Image As Intervening Variable At IBOX Store In
World Trade Center (WTC) In Surabaya

ABSTRACT

Increased buying interest in consumers is an activity to win the
competition within the retail industry. There are several factors that can
affect the intention of buying or purchase intention consumers. These
factors are Store Image, Brand Image, Price Image. Where Brand Image
and Price Image indirectly affect Purchase Intention but through Store
Image, while Store Image directly influence Purchase Intention. Other
variables that affect the Store Image directly are Brand Image and Price
Image. This study aims to determine the effect of Brand Image and Price
Image on Purchase Intention through Store Image. This research uses
Structural Equation Modeling (SEM) analysis technique. The object of this
research is consumer from IBOX Store at World Trade Center (WTC)
Surabaya, with 154 respondents. The results of this study can be concluded:
(1) Brand Image has a positive effect on Store Image, (2) Price Image has a
positive effect on Store Image, (3) Store Image has positive effect on
Purchase Intention, (4) Brand Image has positive effect on Purchase
Intention through Store Image, (5) Price Image positively affects Purchase
Intention through Store Image

Key Words: Brand Image, Price Image, Store Image, Purchase Intention.
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