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ABSTRAK 

Penelitian berikut bertujuan guna menganalisis pengaruh harga, kualitas 

produk, brand awareness, serta brand image kepada keputusan pembelian serta 

pembelian ulang pada produk susu cair kemasan merek Ultra Milk di kota 

Surabaya. Latar belakang penelitian didasarkan pada penurunan signifikan pangsa 

pasar Ultra Milk dari tahun 2020 hingga 2024, yang memperlihatkan terdapatnya 

pergeseran preferensi konsumen. Dalam konteks persaingan pasar susu cair yang 

semakin kompetitif, memahami faktor-faktor yang menyajikan pengaruh perilaku 

konsumen dijadikan krusial bagi perusahaan guna mempertahankan loyalitas 

pelanggan serta mengoptimalkan strategi pemasarannya. Penelitian berikut 

memakai metode kuantitatif dengan pendekatan Structural Equation Modeling 

(SEM) guna menganalisis relasi antara variabel-variabel yang dimaksud. Data 

dikumpulkan lewat kuesioner online yang disebarkan kepada konsumen yang sudah 

melaksanakan pembelian lebih dari satu kali. Hasil penelitian memperlihatkan 

bahwasannya seluruh variabel independen harga, kualitas produk, brand 

awareness, serta brand image memegang pengaruh signifikan kepada keputusan 

pembelian, sementara keputusan pembelian itu sendiri memegang dampak 

langsung kepada keputusan pembelian ulang. 
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ABSTRACT 

This study aims to analyze the effect of price, product quality, brand 

awareness, and brand image on purchasing decisions and repurchases of Ultra 

Milk brand packaged liquid milk products in Surabaya city. The research 

background is based on a significant decline in Ultra Milk's market share from 2020 

to 2024, which indicates a shift in consumer preferences. In the context of an 

increasingly competitive liquid milk market, understanding the factors that 

influence consumer behavior is crucial for companies to maintain customer loyalty 

and improve their marketing strategies. This study uses a quantitative method with 

a Structural Equation Modeling (SEM) approach to analyze the relationship 

between these variables. Data was collected through an online questionnaire 

distributed to consumers who have made more than one purchase. The results 

showed that all independent variables of price, product quality, brand awareness, 

and brand image have a significant influence on purchasing decisions, while 

purchasing decisions themselves have a direct impact on repurchase decisions. 
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