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ABSTRAK

RR. VIOLA REVALINA, 22042010308 PENGARUH PRODUCT QUALITY,
PRICE PERCEPTION, BRAND IMAGE, DAN E-WORD OF MOUTH
TERHADAP PURCHASE INTENTION (STUDI TERHADAP
MAHASISWA KOTA SURABAYA PADA MEREK UNIQLO)

Penelitian ini bertujuan untuk menganalisis dan mengukur pengaruh product
quality, price perception, brand image, dan e- word of mouth terhadap purchase
intention pada kelompok mahasiswa di Kota Surabaya terhadap merek Uniglo.
Rancangan penelitian yang digunakan adalah kausal-asosiatif dengan pendekatan
kuantitatif. Teknik pengambilan sampel dengan menggunakan teknik purposive
sampling dan teknik propotional area sampling dengan mendistribusikan kuesioner
kepada 183 orang mahasiswa aktif yang berdomisili di Kota Surabaya. Data diolah
menggunakan bantuan aplikasi SPSS 26 Windows. Berdasarkan pengujian statistik
yang dilakukan, ditemukan bahwa : (1) Secara simultan product quality, price
perception, brand image, dane-word of mouth berpengaruh signifikan
terhadap purchase intention dengan Fhitung 60,281 > Franel 2,42 dan nilai sig 0,000 <
0,05. (2) Product quality secara parsial berpengaruh signifikan terhadap purchase
intention dengan thitung Sebesar 4,563 > tiver 1,974 dan nilai sig 0,000 < 0,05. (3)
Price perception secara parsial berpengaruh signifikan terhadap purchase intention
dengan thitung Sebesar 5,037 > tiner 1,974 dan nilai sig 0,000 < 0,05. (4) Brand image
secara parsial berpengaruh signifikan terhadap purchase intention dengan thitung
sebesar 7,596 > twaner 1,974 dan nilai sig 0,000 < 0,05. (5) E-word of mouth secara
parsial berpengaruh signifikan terhadap purchase intention dengan thitung Sebesar
5,862 > twnel 1,974 dengan nilai sig menunjukkan 0,000 < 0,05.

Kata Kunci: Product Quality, Price Perception, Brand Image, E-Word of Mouth,
Purchase Intention, dan Uniglo.
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ABSTRACT

RR. VIOLA REVALINA, 22042010308 THE EFFECT OF PRODUCT
QUALITY, PRICE PERCEPTION, BRAND IMAGE, AND WORD OF
MOUTH ON PURCHASE INTENTION (A STUDY OF SURABAYA CITY
STUDENTS ON THE UNIQLO BRAND)

This study aims to analyze and measure the influence of product quality, price
perception, brand image, and e-word-of-mouth on purchase intention among
university students in Surabaya regarding the Uniqglo brand. The research design
used is causal-associative with a quantitative approach. The sampling technique
used purposive sampling and proportional area sampling by distributing
questionnaires to 183 active students residing in Surabaya. The data were analyzed
using SPSS 26 for Windows. Based on the statistical tests conducted, it was found
that: (1) Simultaneously, product quality, price perception, brand image, and e-
word of mouth significantly influence purchase intention with an F-calculated value
of 60.281 > F-table value of 2.42 and a significance level of 0.000 < 0.05. (2)
Product quality has a significant partial effect on purchase intention, with a
calculated t-value of 4.563 > table t-value of 1.974 and a significance level of 0.000
< 0.05. (3) Price perception has a significant partial effect on purchase intention,
with a t-calculated value of 5.037 > t-table 1.974 and a significance level of 0.000
< 0.05. (4) Brand image has a significant partial effect on purchase intention, with
a calculated t-value of 7.596 > the critical t-value of 1.974 and a significance level
of 0.000 < 0.05. (5) E-word of mouth has a significant partial effect on purchase
intention, with a calculated t-value of 5.862 > the critical t-value of 1.974 and a
significance level of 0.000 < 0.05.

Keywords: Product Quality, Price Perception, Brand Image, E-Word of Mouth,
Purchase Intention, and Uniglo.
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