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ABSTRAK 

 

 
FERDY PAIDO TUA. 8215139072. Pengaruh Brand Image, Harga, Iklan 

Televisi, dan Perceived Quality terhadap Minat Beli Ulang Produk Minuman 

Isotonik Siap Minum. 2015. 

 

Tujuan penelitian ini adalah untuk: (1) menguji secara empiris pengaruh citra 

merek (brand image) terhadap minat beli ulang (repurchase intention) produk 

minuman isotonik siap minum, (2) menguji secara empiris pengaruh harga (price) 

terhadap minat beli ulang (repurchase intention) produk minuman isotonik siap 

minum., (3) menguji secara empiris pengaruh iklan televisi (advertisement on 

television) terhadap minat beli ulang (repurchase intention) produk minuman 

isotonik siap minum, dan (4) menguji secara empiris pengaruh persepsi kualitas 

(perceived quality) terhadap minat beli ulang (repurchase intention) produk 

minuman isotonik siap minum. Populasi dalam penelitian ini yaitu mahasiswa 

Jurusan Manajemen Fakultas Ekonomi Universitas Negeri Jakarta yang aktif dan 

terdaftar pada semester 102 genap tahun 2014 – 2015 sebanyak 736 mahasiswa. 

Jumlah sampel ditentukan dengan rumus Slovin yaitu sebanyak 260 responden 

dengan metode purposive sampling yang merupakan mahasiswa Jurusan 

Manajemen Fakultas Ekonomi Universitas Negeri Jakarta yang pernah membeli 

dan mengkonsumsi minuman isotonik siap minum. Analisis data menggunakan 

SEM (Structural Equation Modeling) AMOS versi 21. Hasil pengujian hipotesis 

menunjukkan: (1)  brand image berpengaruh positif dan signifikan terhadap minat 

beli ulang produk minuman isotonik siap minum, terbukti melalui pengujian yang 

menghasilkan nilai C.R 2.041 > 2.00 dan P 0.041 < 0.05 yang berarti hipotesis 

pertama diterima, (2) harga tidak berpengaruh dan tidak signifikan terhadap minat 

beli ulang produk minuman isotonik siap minum, terbukti melalui pengujian yang 

menghasilkan nilai C.R 0.334 < 2.00 dan   P 0.231 > 0.05 yang berarti hipotesis 

kedua ditolak, (3) iklan televisi tidak berpengaruh dan tidak signifikan terhadap 

minat beli ulang produk minuman isotonik siap minum, terbukti melalui 

pengujian yang menghasilkan nilai C.R 1.197 < 2.00 dan P 0.738 > 0.05 yang 

berarti hipotesis ketiga ditolak, dan (4) perceived quality berpengaruh positif dan 

signifikan terhadap minat beli ulang produk minuman isotonik siap minum, 

terbukti melalui pengujian yang menghasilkan nilai C.R 3.195 > 2.00 dan P 0.001 

< 0.05 yang berarti hipotesis keempat diterima. 
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ABSTRACT 

 

 
FERDY PAIDO TUA. 8215139072. The Impact of Brand Image, Price, 

Advertisement on Television, and Perceived Quality to Repurchase Intention 

Isotonic Drink Products Ready to Drink. 2015. 

 

The purpose of this study was to: (1) to test empirically the impact of brand image 

to repurchase intention isotonic drink products ready to drink, (2) to test 

empirically the effect of price to repurchase intention isotonic drink products 

ready to drink., (3) to test empirically the effect of advertisement on television to 

repurchase intention isotonic drink products ready to drink, and (4) to test 

empirically the effect of perceived quality to repurchase intention isotonic drink 

products ready to drink. The population in this research that the students of 

Management Departement Faculty of Economics State University of Jakarta are 

active and registered in the even semester 102 years from 2014 to 2015 as many 

as 736 students. The number of samples are determined by the Slovin formula as 

many as 260 respondents with purposive sampling method which is student of 

Management Departement Faculty of Economics, State University of Jakarta ever 

buy and consume isotonic drink products ready to drink. The data analysis using 

SEM (Structural Equation Modeling) AMOS version 21. The results of hypothesis 

testing showed: (1) brand image has positive and significant impact to repurchase 

intention isotonic drink products ready to drink, proven through testing that 

generate value C.R 2041 > 2.00 and P 0.041 < 0.05 which means that the first 

hypothesis is accepted, (2) price has not positive and not significant impact to 

repuchase intention isotonic drink products ready to drink, proven through testing 

that generate value C.R 0334 < 2.00 and P 0.231 > 0.05 which means that the 

second hypothesis is rejected, (3) advertisement on television has not positive and 

not significant impact to repurchase intention isotonic drink products ready to 

drink, proven through testing that generate value C.R 1197 < 2.00 and P 0.738 > 

0.05 which means that the third hypothesis is rejected, and (4) the perceived 

quality has positive and significant impact to repurchase intention isotonic drink 

products ready to drink, proven through testing generate value C.R 3195 > 2.00 

and P 0001 < 0.05 which means fourth hypothesis is accepted. 
 

 

Keywords: brand image, price, advertisement on television, perceived quality,   
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