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ABSTRAK 

 

Reynaldi Bagas Krisna Mukti, Pengaruh Brand Image, Trust, Perceived Quality dan 

Perceived Price Terhadap Purchase Intention Studi Kasus pada Pengguna Rokok 

Elektrik (Vape) di DKI Jakarta, Skripsi, Jakarta: Fakultas Ekonomi Universitas 

Negeri Jakarta, 2023 

Tujuan dari penelitian ini adalah meneliti pengaruh dari brand image, trust, perceived 

quality dan perceived price terhadap purchase intention rokok elektrik (vape) merek 

HexOhm. Penelitian ini merupakan penelitian yang bersifat kuantitatif. Data primer 

dikumpulkan dengan menyebarkan kuesioner kepada 255 responden berusia 18-44 

tahun yang merokok dan tertarik menggunakan vape yang berada di DKI Jakarta 

dengan menggunakan metode non-probability sampling dengan jenis purposive 

sampling. Hasil analisis data primer dilakukan dengan metode Struktural Equation 

Modeling (SEM). Hasil penelitian menunjukkan bahwa terdapat pengaruh positif pada 

brand image terhadap trust, perceived quality dan percieved price. Selanjutnya 

terdapat pengaruh positif perceived price terhadap purchase intention. Kemudian trust 

dan perceived quality tidak memiliki pengaruh terhadap purchase intention. 

Kata kunci: brand image; perceived price; perceived quality; purchase intention; 

trust 
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ABSTRACT 

 

Reynaldi Bagas Krisna Mukti, The Influence of Brand Image, Trust, Perceived 

Quality and Perceived Price on Purchase Intention Case Study on Electronic 

Cigarette (Vape) Users in Dki Jakarta, Thesis, Jakarta: Faculty of Economics, State 

University of Jakarta, 2023 

The purpose of this study was to examine the effect of brand image, trust, perceived 

quality and perceived price on the purchase intention of the HexOhm brand electric 

cigarette (vape). This research is a quantitative research. Primary data was collected 

by distributing questionnaires to 255 respondents aged 18-44 years who smoke and 

are interested in using vape in DKI Jakarta using the non-probability sampling method 

with purposive sampling. The results of primary data analysis were carried out using 

the Structural Equation Modeling (SEM) method. The results showed that there was 

an influence on brand image on trust, perceived quality and perceived price. 

Furthermore, there is the influence of perceived price on purchase intention. Then trust 

and perceived quality have no influence on purchase intention. 

Keywords: brand image; perceived price; perceived quality; purchase intention; trust 
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