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QUOTES 

 

 

 

 

“But blessed is the man who trusts in the 
LORD, whose confidence is in him. He 
will be like a tree planted by the water 
that sends out its roots by the stream. It 
does not fear when heat comes; its leaves 
are always green. It has no worries in a 
year of drought and never fails to bear 
fruit." 

 

Jeremiah 17:7-8 
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ABSTRAKSI 

Sekarang ini keadaan ekonomi di Indonesia mengalami peningkatan. Hal ini dapat 

dilihat dari perkembangan jumlah kendaraan bermotor terutama peningkatan 

jumlah mobil di Indonesia yang terus meningkat. Dengan adanya peningkatan 

jumlah mobil di Indonesia maka pemerintah mengeluarkan mobil dengan kategori 

baru yang berjenis Low Cost Green Car (LCGC) yaitu mobil yang hemat bahan 

bakar dan harga terjangkau. Hal ini tentu saja mengundang banyak produsen 

mobil untuk memproduksi mobil LCGC. Salah satunya adalah Datsun Go+ Panca 

yang merupakan salah satu mobil LCGC yang ada di Indonesia.  

Penelitian ini menggunakan desain riset deskriptif dengan metode non-probability 

sampling dengan teknik judgemental sampling. Setelah itu pengumpulan data 

dilakukan dengan menyebar kuisioner secara offline kepada pengguna mobil 

Datsun Go+ Panca tahun produksi 2014 sedangkan pengolahan data 

menggunakan strucktural equation modelling. 

Kesimpulan dari penelitian ini ditemukan data yang mendukung hipotesis adalah 

brand image dengan customer satisfaction, perceived quality dengan perceived 

value, perceived quality dengan customer satisfaction, customer satisfaction 

dengan behavioral intention. Sedangkan data yang tidak mendukung hipotesis 

adalah hubungan antara brand image dengan behavioral intention dan Perceived 

value dengan customer satisfaction.  

 

Kata kunci: behavioral intention, repeat purchase, positive word of mouth, brand 

image, perceived value, perceived quality, customer satisfaction, industri 

otomotif, Indonesia 
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ABSTRACT 

Now a days the economic situation in Indonesia has growth rapidly. It can be 

seen from the number of motor vehicles in Indonesia continues to increase. With 

the increasing number of cars in Indonesia, the government issued a new category 

of car with manifold Low Cost Green Car (LCGC) that is fuel-efficient cars and 

reasonable prices. This phenomenon invites many car manufacturers to produce 

cars LCGC. The Datsun Go + Panca is one of LCGC cars in Indonesia.  

This research is using descriptive research design with non-probability sampling 

method with judgmental sampling technique. Once the data collection is done by 

spreading questionnaire offline to users Datsun Go +Panca  years of production 

in 2014, while data processing using strucktural equation modeling. 

The conclusion of this study found that the data support the hypothesis is the 

brand image of the customer satisfaction, perceived quality with perceived value, 

perceived quality with customer satisfaction, customer satisfaction with 

behavioral intention. While the data do not support the hypothesis is the 

relationship between brand image with behavioral intention and perceived value 

to customer satisfaction. 

Key Words: Behavioral intention, repeat purchase, positive word of mouth, brand 

image, perceived value, perceived quality, customer satisfaction, Automotive 

Industry , Indonesia 
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