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PENGARUH BRAND IMAGE, PERCEIVED QUALITY,
DAN PERCEIVED VALUE TERHADAP
BEHAVIOURAL INTENTION PADA
HOTEL SANTIKA PREMIERE
GUBENG SURABAYA

ABSTRAK

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh
brand image, perceived quality, dan perceived value terhadap behavioural
intention pada Hotel Santika Premiere Gubeng Surabaya. Penelitian ini
merupakan penelitian kausal. Teknik pengambilan sampel yang digunakan
dalam penelitian ini adalah purposive sampling, dengan jumlah sampel
sebanyak 150 responden. Tiap responden tersebut merupakan individu yang
pernah menginap di Hotel Santika Premiere Gubeng Surabaya. Data
dikumpulkan melalui alat bantu kuesioner dan selanjutnya diolah dengan
teknik analisis structural equation model menggunakan program LISREL.

Hasil penelitian ini menunjukkan bahwa brand image memiliki
pengaruh yang positif dan signifikan terhadap perceived value, tetapi tidak
berpengaruh signifikan terhadap behavioural intention. Perceived quality
memiliki pengaruh yang positif dan signifikan terhadap perceived value,
tetapi tidak berpengaruh signifikan terhadap behavioural intention, dan
perceived value memiliki pengaruh yang positif dan signifikan terhadap
behavioural intention.

Kata Kunci: Brand Image, Perceived Quality, Perceived Value,
Behavioural Intention
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THE IMPACT OF BRAND IMAGE, PERCEIVED QUALITY,
AND PERCEIVED VALUE ON BEHAVIOURAL
INTENTION IN SANTIKA PREMIERE
HOTEL GUBENG SURABAYA

ABSTRACT

This study aims to identify and analyze the impact of brand image,
perceived quality, and perceived value on behavioural intention in Santika
Premiere Hotel Gubeng Surabaya. This study is a causal research. The
sampling technique used in this study is a purposive sampling, with a total
sample of 150 respondents. Each respondent is an individual who stayed in
Santika Premiere Hotel Gubeng Surabaya. Data were collected by
questionnaire and further processed by structural equation model analysis
techniques using LISREL programs.

The result of this study shows that brand image have positive impact
and significant to perceived value, but no significant impact to behavioural
intention. Perceived quality have positive impact and significant to
perceived value, but no significant impact to behavioural intention, and
perceived value have positive impact and significant to behavioural
intention.

Keyword: Brand Image, Perceived Quality, Perceived Value, Behavioural
Intention
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