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INTISARI 
 

 

Penelitian ini ditujukan untuk menguji pengaruh Service Quality dan Store 

Image terhadap purchase intention. Selain itu, penelitian ini juga bertujuan untuk 

menganalisis pengaruh Brand Image secara langsung terhadap purchase intention 

maupun secara tidak langsung melalui perceived risk dan price consciousness. 

Sampel penelitian ini adalah para pengunjung Sony Xperia Lounge di kota 

Yogyakarta sebanyak 300 responden. Structural Equation Modeling (SEM) yang 

dijalankan dengan perangkat lunak AMOS digunakan untuk menganalisis data, 

Hasil analisis menunjukkan bahwa Service Quality berpengaruh positif terhadap 

Brand Image. Konstruk Store Image, Brand Image dan Service Quality 

berpengaruh positif terhadap Purchase Intention. Perceived Risk berpengaruh 

negatif terhadap Price Consciousness dan Purchase Intention.  

 

 

 

 

 

 

 

 

Kata Kunci: Store Image, Brand Image, Service Quality, Perceived Risk, dan 
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ABSTRACT 

 

 

The purpose of this research is to test the influences of service quality and 

store image on purchase intention. After then, The purpose of this research is to 

test the influences of Brand Image both directly on purchase intention and 

indirectly via perceived risk and price consciousness. 

The samples size of this research is 300 visitors of Sony Xperia Lounge in 

Rame Mall Yogyakarta. This research used the Structural Equation Modeling 

(SEM) by AMOS Software. The results show that the Service Quality have positive 

and significant influences on Brand Image. Store Image, Brand Image and 

Service Quality have positive and significant influences on purchase intention. 

Perceived Risk have negative and significant influences on price consciousness 

and purchase intention. 
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MOTTO 
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