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ABSTRAK 

 

AMELIA HUMAIZA ZAHRO, 22042010097, PENGARUH CITRA MEREK, 

PERSEPSI HARGA, DAN KUALITAS PELAYANAN TERHADAP 

PEMBELIAN ULANG KONSUMEN PADA APLIKASI E-COMMERCE 

SOCO BY SOCIOLLA DI KOTA SURABAYA 

Perkembangan teknologi digital yang pesat telah mendorong meningkatnya 

penggunaan platform e-commerce di Indonesia, termasuk di sektor kecantikan. 

Penelitian ini bertujuan untuk menganalisis pengaruh Citra Merek, Persepsi Harga, 

dan Kualitas Pelayanan terhadap Pembelian Ulang Konsumen pada aplikasi e-

commerce SOCO by Sociolla di Kota Surabaya. Metode yang digunakan adalah 

pendekatan kuantitatif dengan metode asosiatif yang termasuk dalam penelitian 

eksplanatori. Penelitian ini menggunakan regresi linier berganda sebagai teknik 

analisis data, yang didahului dengan uji validitas, uji reliabilitas, serta uji asumsi 

klasik meliputi uji normalitas, uji multikolinearitas, dan uji heteroskedastisitas. 

Data diperoleh melalui penyebaran kuesioner kepada 156 responden yang dipilih 

menggunakan teknik purposive sampling dengan kriteria berdomisili di Kota 

Surabaya dan pernah melakukan pembelian melalui aplikasi SOCO by Sociolla 

minimal dua kali. Hasil penelitian menunjukkan bahwa Citra Merek dan Persepsi 

Harga berpengaruh positif dan signifikan terhadap Pembelian Ulang Konsumen, 

sedangkan Kualitas Pelayanan tidak berpengaruh signifikan secara parsial. Namun, 

secara simultan ketiga variabel tersebut berpengaruh positif dan signifikan terhadap 

Pembelian Ulang Konsumen. Temuan penelitian ini diharapkan dapat menjadi 

masukan bagi SOCO by Sociolla dalam meningkatkan strategi pemasaran dan 

kualitas layanan guna mendorong loyalitas serta pembelian ulang konsumen. 

 

Kata kunci: Citra Merek, Persepsi Harga, Kualitas Pelayanan, Pembelian Ulang, 

SOCO by Sociolla, E-Commerce. 
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ABSTRACT 

 

AMELIA HUMAIZA ZAHRO, THE EFFECT OF BRAND IMAGE, PRICE 

PERCEPTION, AND SERVICE QUALITY ON CONSUMER REPEAT 

PURCHASES ON THE SOCO BY SOCIOLLA E-COMMERCE APP IN 

SURABAYA 

Rapid advances in digital technology have driven the increasing use of e-commerce 

platforms in Indonesia, including in the beauty sector. This study aims to analyze 

the influence of brand image, price perception, and service quality on consumer 

repurchase on the SOCO by Sociolla e-commerce app in Surabaya. The method 

used is a quantitative approach with an associative method, which falls under 

explanatory research. This study employs multiple linear regression as the data 

analysis technique, preceded by validity and reliability tests, as well as classical 

assumption tests, including normality, multicollinearity, and heteroscedasticity 

tests. Data were collected through a questionnaire distributed to 156 respondents 

selected using purposive sampling, with the criteria being that they reside in 

Surabaya and have made at least two purchases via the SOCO by Sociolla app. The 

results of the study indicate that Brand Image and Price Perception have a positive 

and significant effect on Consumer Repurchase, whereas Service Quality does not 

have a significant effect when considered in isolation. However, when considered 

simultaneously, all three variables have a positive and significant effect on 

Consumer Repurchase. It is hoped that the findings of this study can serve as input 

for SOCO by Sociolla in improving its marketing strategies and service quality to 

foster consumer loyalty and repeat purchases. 

Keywords: Brand Image, Price Perception, Service Quality, Repeat Purchases, 

SOCO by Sociolla, E-Commerce. 
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