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ABSTRAK

Penelitian ini bertujuan untuk menganalisis Pengaruh Store Image,
Perceived Quality, Trust, dan Perceived Value Terhadap Repurchase Intention
Produk Private Label di Ace Hardware Surabaya. Penelitian ini menggunakan
metode kuantitatif dan data yang digunakan dalam penelitian ini adalah data primer.
Jumlah sampel yang digunakan dalam penelitian ini adalah sebanyak 150
responden dengan teknik purposive sampling. Teknik analisis yang digunakan
adalah analisis SEM dengan program LISREL.

Hasil penelitin ini menunjukkan bahwa store image berpengaruh positif dan
signifikan terhadap perceived quality, perceived quality berpengaruh positif dan
signifikan terhadap trust, perceived quality berpengaruh positif dan signifikan
terhadap perceived value, trust berpengaruh positif dan signifikan terhadap
perceived value, perceived quality berpengaruh positif dan signifikan terhadap
repurchase intention, trust berpengaruh positif dan signifikan terhadap repurchase
intention, dan perceived value berpengaruh positif dan signifikan terhadap
repurchase intention. Sedangkan variabel store image positif tetapi tidak signifikan

terhadap trust.

Kata Kunci: Store Image, Perceived Quality, Trust, Perceived Value, Repurchase

Intention.
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THE EFFECT OF STORE IMAGE, PERCEIVED QUALITY, TRUST,
AND PERCEIVED VALUE ON REPURCHASE INTENTION OF
PRIVATE LABEL PRODUCTS AT ACE HARDWARE SURABAYA.

ABSTRACT

This study aims to analyze the Effect of Store Image, Perceived Quality,
Trust, and Perceived Value on Repurchase Intention of Private Label Products at
Ace Hardware Surabaya. This research uses quantitative methods and the data used
in this study are primary data. The number of samples used in this study were 150
respondents with a purposive sampling technique. The analysis technique used is
SEM analysis with the LISREL program.

The results of this research indicate that store image directly affects
perceived quality, perceived quality directly influences trust, perceived quality
directly influences perceived value, trust directly influences perceived value,
perceived quality directly influences repurchase intention, trust influences directly
to repurchase intention, and perceived value has a direct effect on repurchase

intention. While the store image variable has no effect on trust.

Keywords: Store Image, Perceived Quality, Trust, Perceived Value, Repurchase

Intention.
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