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ABSTRAK 

 Pada jaman modern ini, produk pakaian telah banyak diminati banyak 

orang, berbagai macam tren fashion berkembang mengikuti perkembangan jaman, 

niat beli untuk produk pakaian di toko retail telah menjadi perhatian dalam 

dekade terakhir sejak sektor ini berkembang dengan pesat, banyak orang yang 

menyukai dan mengikuti berbagai macam jenis tren fashion, orang-orang tersebut 

mengikuti perkembangan jaman hingga mengikuti perubahan cara berpakaian 

sesuai dengan tren masa kini. Di dunia fashion, brand cenderung menjadi daya 

tarik dalam pemilihan produk. Seiring dengan banyaknya merek yang 

bermunculan, membuat persaingan di dunia fashion semakin ketat, maka dari itu 

para retailer pakaian harus beradu ide dalam membentuk harga yang 

dipersepsikan dan citra dari brand mereka masing-masing agar persepsi yang 

terbentuk pada konsumen dapat menimbulkan niat beli terhadap brand atau 

produk dari toko tersebut Oleh karena itu penelitian ini bertujuan untuk 

mengetahui pengaruh brand image, perceived price melalui perceived value 

terhadap purchase intention di H&M Pakuwon Mall Surabaya. Objek penelitian 

ini adalah H&M di Pakuwon Mall Surabaya. Jumlah sampel yang digunakan 

dalam penelitian ini sebanyak 100 orang dan teknik pengumpulan data 

menggunakan  purposive sampling. Dalam penelitian ini, keempat variabel itu 

dianalisis menggunakan  analisis PLS SEM. Hasil dari penelitian ini menunjukan 

bahwa brand image dan perceived price berpengaruh posistif terhadap perceived 

value dan perceived value berpengaruh positif terhadap purchase intention. 

 

Kata Kunci: Brand Image, Perceived Price, Perceived Value, Purchase Intention 
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THE EFFECT OF BRAND IMAGE, PERCEIVED PRICE THROUGH 

PERCEIVED VALUE ON PURCHASE INTENTION AT H&M 

PAKUWON MALL SURABAYA  

 

ABSTRACT 

 

 In this modern era, clothing products have attracted many people, 

various types of fashion trends are growing in line with the times, buying 

intentions for clothing products in retail stores has been a concern in recent 

developments since the sector has expanded, many people hope and find various 

kinds - a variety of fashion trends, orangutans keep up with the times to follow 

changes in accordance with current trends. In the fashion world, brands are an 

attraction in product selection. With various brands popping up, making 

competition in the fashion world increasingly fierce, therefore clothing retailers 

must clash ideas in making perceived prices and the image of their respective 

brands so that each can be considered. brand image, price perception through 

perceived value towards purchase intention at H & M Pakuwon Mall Surabaya. 

The object of this research is H & M at Pakuwon Mall Surabaya. The number of 

samples used in this study were 100 people and the data collection technique used 

purposive sampling. In this study, variables were analyzed using PLS SEM 

analysis. The results of this study indicate that brand image and price perception 

affect positivity towards the value of perception and perceived value positively 

influence purchase intention. 

 

 

Keywords: Brand Image, Perceived Price, Perceived Value, Purchase Intention 

 


