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PENGARUH BRAND AWARENESS, BRAND IMAGE DAN PERCEIVED
QUALITY TERHADAP REPURCHASE INTENTION MELALUI BRAND
LOYALTY PADA PENUMPANG PESAWAT CITILINK
DI KOTA SURABAYA

ABSTRAKSI

Industri transportasi udara merupakan salah satu industri yang
perkembangannya dipengaruhi oleh pertumbuhan ekonomi di Indonesia.
Transportasi juga memiliki peran penting dalam banyak jenis kegiatan
ekonomi, atau dengan kata lain menjadi urat nadi perekonomian. Sistem
transportasi yang baik dibutuhkan dalam upaya untuk mendukung
mobilisasi, komunikasi, dan teknologi informasi.Seiring dengan
berkembangnya teknologi dari waktu ke waktu transportasi memiliki peran
tidak hanya memfasilitasi perpindahan barang dan manusia namun juga
memberikan efisiensi waktu. Tujuan penelitian ini adalah untuk mengetahui
pengaruh Pengaruh Brand Awareness, Brand Image dan Perceived Quality
Terhadap Repurchase Intention Melalui Brand Loyalty. Teknik yang
digunakan dalam pengambilan sampel pada penelitian ini adalah non-
probability sampling. Cara pengambilan sampel yang digunakan adalah
purposive sampling. Sedangkan, teknik analisis yang digunakan adalah
menggunakan metode Structural Equation Modeling (SEM). Responden
yang diambil yaitu penumpang Citilink di Surabaya.

Hasil pengujian hipotesis dalam penelitian ini adalah semua
hipotesis dinyatakan Diterima. Hipotesis pertama menyatakan brand
awareness berpengaruh positif dan signifikan terhadap brand loyalty,
hipotesis kedua menyatakan brand image berpengaruh positif dan
signifikan terhadap brand loyalty, hipotesis ketiga menyatakan perceived
quality berpengaruh positif dan signifikan terhadap brand loyalty, hipotesis
keempat meyatakan brand loyalty berpengaruh positif dan signifikan
terhadap repurchase intention, hipotesis kelima menyatakan brand image
berpengaruh positif dan signifikan terhadap repurchase intention melalui
brand loyalty, hipotesis keenam menyatakan brand image beperngaruh
positif dan signifikan terhadap repurchase intention melalui brand loyalty
dan hipotesis ketujuh menyatakan perceived quality terhadap repurchase
intention melalui brand loyalty.

Kata Kunci: Brand Awareness, Brand Image, Perceived Quality, Brand
Loyalty, Repurchase Intention
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ABSTRACT

Air travel industry is one of an industry that progress affected by
the economic growth of indonesia.Transportation also play an important
role in numerous species of economic activity, or in other words into
economic vein.A transportation system that both needed in an effort to
support mobilization, communication, and technology informasi. The
technology from time to time transport has a role not only facilitate
movement of goods and man but also provides efficiency time. he purpose
of this research is to find influences brand awareness, brand image and
perceived quality to repurchase intention through brand loyalty .Techniques
used in the samples to research is non-probability sampling.The way the
sample use is purposive sampling. While, analysis techniques used is in a
structural equation modeling (SEM).Respondents is passengers citilink in
surabaya. He research results show that there is influence between brand
awareness, brand image, perceived quality against brand loyalty , there is
the influence of brand loyalty intention to repurchase and there is the
influence of brand loyalty as variable intervening.

The results of the testing of hypotheses the research is all
hypothesis otherwise admissible. The first hypothesis is that “brand
awareness significantly to brand loyalty” , The Second hypothesisis that
“brand image significantly to brand loyalty”, The third hypothesis is that
“perceived quality significantly to brand loyalty”, hypothesis fourth “brand
loyalty significantly to repurchase intention” , Hypothesis fifth is that“brand
image significantly to repurchase intention through brand loyalty”,
hypothesis sixth is that“brand image significantly to repurchase intention
through brand loyalty” and hypotheses seventh is that “perceived quality
significantly to repurchase intention through brand loyalty”.

Keywords : Brand Awareness, Brand Image, Perceived Quality, Brand
Loyalty, Repurchase Intention
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