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ABSTRAK

PENGARUH INFORMASI, CITRA TOKO, DAN CITRA MEREK TERHADAP
NIAT BELI KONSUMEN
(STUDI PADA SALON RUDY HADISUWARNO DI KOTA SURAKARTA)

Avu Nadia Haniah
NIM. F0217023

Informasi, citra toko, dan citra merek merupakan variabel yang penting
untuk membentuk konsep awal niat pembelian suatu produk, khususnya dalam
salon kecantikan. Penelitian. ini_digunakan untuk menganalisis salon kecantikan
dengan objek Salon Rudy Hadisuwarno diKota Surakarta. Peneliti telah
melakukan penyebaran kuesioner umtuk menilai variabel Informasi, Citra Toko,
Citra Merek, Persepsi Kualitas, Persepsi Kepercayaan, Persepsi Nilai, dan Niat
Pembelian. Diperoleh-hasil akhir survey sebanyak 566 responden, menyisakan
344 responden yang: memenuhi kriteria. Dalam penelitian ini telah dilakukan
pengujian instrumen dengan uji realibilitas dan validitas, pengujian model, dan
pengujian hipotesis menggunakan alat uji.SmartPLS3. Hasil dari penelitian ini
menunjukkan bahwa informasi tidak berpengaruh terhadap persepsi kualitas,
namun berpengaruh terhadap persepsi kepercayaan. Sedangkan citra toko dan
citra merek memiliki pengaruh-positif ternadap. persepsi kualitas dan persepsi
kepercayaan. Persepsi-kualitas tidak memiliki.pengaruh terhadap persepsi nilai
dan niat nembelian, namun_berpengaruh-positif terhadap persepsi kepercayaan.
Persepsi kepercayaan berpengaruh positif persepsi nilai dan niat pembelian.
Persepsi nilai memiliki pengaruh terhadap niat:nembelian. Hasil akhir dari model
SmartPLS 3 digunakan untuk mengkonfirmasi hubungan yang diusulkan antara
variabel

Kata kunci . informasi, citra toko, citra merek, persepsi kualitas, persepsi
kepercayaan, persepsi nilai, niat pembelian.



ABSTRACT

THE EFFECT OF INFORMATION, STORE IMAGE, AND BRAND IMAGE ON
PURCHASE INTENTION (STUDY ON RUDY HADISUWARNO SALON IN
SURAKARTA)

Avyu Nadia Haniah
NIM. F0217023

Information, Store Image, and Brand Image are important variables to form
the initial concept of purchase intention for a product, especially in the beauty
salon. This study was'used to analyze beauty salons withithe object of Salon Rudy
Hadisuwarno in Surakarta. Researchers have distributed questionnaires to assess
the variables of Information, Store Image, Brand Image, Perceived Quality,
Perceived Trust, Perceived Value, and Purchase Intention. The final results of the
survey were 566 respondents, leaving 344 respondents who met the criteria. In
this study, instrument testing has been carried out with reliability and validity
testing, model testing, and-hypothesis testing using the SmartPLS3 test tool. The
results of this study indicate that information does not affect perceived quality, but
does affect perceived trust. Meanwhile, store image and brand image have a
positive influence on perceived quality and perceived trust. Perceived Quality do
not have an effect on perceived value and purchase intention, but have a positive
effect on perceived trust. Perceived trust has a‘positive effect on perceived value
and purchase intention. Perceived value has an-influence on purchase intention.
The final results of the SmartPLS 3 model are used to confirm the proposed
relationships among variables.

Keywords . Information, Store Image, Brand Image, Perceived Quality,
Perceived Trust, Perceived Value, Purchase Intention.
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