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ABSTRAK 

Charlie Fransiskus / 28190312 / 2023 / Pengaruh Persepsi Kualitas Produk dan Persepsi 

Harga Aqua Terhadap Niat Beli Ulang Melalui Citra Merek / Dr. Abdullah Rakhman, S.TP., 

M.M. 

 

AQUA merupakan salah satu perusahaan Air Minum Dalam Kemasan terbesar di Indonesia. 

Munculnya beragam pesaing dari produk serupa merupakan tantangan bagi AQUA. Saat ini, 

AQUA menjadi merek AMDK yang paling dikenal masyarakat Indonesia. Hal ini menarik 

perhatian penulis untuk mengetahui faktor yang memengaruhi, dengan melihatnya dari sisi 

Citra Merek, Persepsi Kualitas Produk, dan Persepsi Harga yang nantinya akan berpengaruh 

terhadap Niat Beli Ulang. Teori yang digunakan Persepsi Kualitas Produk, Persepsi Harga, 

Citra Merek, dan Niat Beli Ulang. Dalam penelitian ini terdapat tiga jenis variabel, yaitu 

variabel: eksogen, endogen, dan mediasi. Variabel eksogennya yaitu Persepsi Kualitas 

Produk dan Persepsi Harga. Variabel endogennya yaitu Niat Beli Ulang, serta variabel 

mediasinya adalah Citra Merek. Objek yang diteliti adalah produk AQUA. Teknik sampling 

menggunakan metode judgement sampling dengan membagikan 108 kuesioner online 

kepada konsumen produk AQUA di Jakarta. Dalam menganalisis data, digunakan metode 

structural equation modeling dengan program SmartPLS. Hasil penelitian menunjukkan 

bahwa Persepsi Kualitas Produk tidak berpengaruh terhadap Citra Merek dan Niat Beli 

Ulang. Persepsi Harga berpengaruh positif dan signifikan terhadap Citra Merek. Persepsi 

Harga dan Citra Merek berpengaruh positif dan signifikan terhadap Niat Beli Ulang.  

Kesimpulan dari penelitian ini, Citra Merek tidak dapat memediasi pengaruh Persepsi 

Kualitas Produk terhadap Niat Beli Ulang, namun Citra Merek mampu memediasi pengaruh 

Persepsi Harga terhadap Niat Beli Ulang. 

 

Kata Kunci: AQUA, Citra Merek, Niat Beli Ulang, Persepsi Harga, Persepsi Kualitas 

Produk. 
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ABSTRACT 

Charlie Fransiskus / 28190312 / 2023 / The Influence of Perceived Product Quality and 

Perceived Price of Aqua on Repurchase Intentions Through Brand Image / Dr. Abdullah 

Rakhman, S.TP., M.M. 

AQUA is one of the largest bottled drinking water companies in Indonesia. The emergence 

of various competitors with similar products is a challenge for AQUA. Currently, AQUA is 

the most well-known bottled water brand in Indonesia. This attracts the attention of the 

author, who wants to find out the influencing factors by looking at it from the perspective of 

Brand Image, Perceived Product Quality, and Perceived Price, which will later influence 

repurchasing. The theories used are Perceived Product Quality, Perceived Price, Brand 

Image, and repeat purchase. In this study, there are three types of variables: exogenous, 

endogenous, and mediating. The exogenous variables are Perceived Product Quality and 

Perceived Price. The endogenous variable is repurchase, and the mediating variable is 

Brand Image. The object under study is the AQUA product. The sampling technique uses the 

judgment sampling method by distributing 108 online questionnaires to consumers of AQUA 

products in Jakarta. In analyzing the data, the structural equation modeling method was 

used with the SmartPLS program. The results showed that Perceived Product Quality had 

no effect on Brand Image or repurchase. Perceived Price has a positive and significant effect 

on Brand Image. Perceived Price and Brand Image have a positive and significant effect on 

repurchase. The conclusion of this study is that Brand Image cannot mediate the effect of 

Perceived Product Quality on repurchase, but Brand Image is able to mediate the effect of 

Perceived Price on repurchase. 

Keywords: AQUA, Brand Image, Perceived Product Quality, Perceived Price, Repurchase. 
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