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Pengaruh Price Promotion, Brand Image, Food Quality, 

Perceived Value terhadap Customer Satisfaction dan 

Implikasinya Terhadap Repurchase Intention Es Krim Haagen- 

Dazs 

Audy Ihsan Nugraha 

ABSTRAK 

 
Makanan pencuci mulut, yang juga dikenal sebagai hidangan penutup merupakan hidangan 

yang disajikan setelah hidangan utama. Salah satu es krim yang dikenal oleh masyarakat yatitu 

Haagen-Dazs, akan tetapi es krim Haagen-Dazs masih kalah saing dengan kompetitor lainnya. 

Penelitian ini bertujuan untuk mengetahui penyebab konsumen tidak ingin membeli kembali es krim 

Haagem-Dazs. Penelitian ini menggunakan variabel Price Promotion, Brand Image, Food Quality, 

Perceived Value, Customer Satsifaction, dan Repurchase Intention, serta menggunakan hipotesis 

yang berpengaruh positif yaitu, Price Promotion terhadap Customer Satisfaction, Food Quality 

terhadap Customer Satisfaction, dan Customer Satisfaction terhadap Repurchase Intention. 

Selanjutnya yang tidak berpengaruh yaitu, Brand Image terhadap Customer Satisfaction, dan 

Perceived Value terhadap Customer Satisfaction. Untuk menguji hubungan antar variabel, peneliti 

membutuhkan 120 responden yang diperoleh dari Google Form. Hasil uji penelitian diperoleh dari 

aplikasi Smart-PLS 4. 

 

 

Kata kunci: Price Promotion, Brand Image, Food Quality, Perceived Value, Customer 

Satisfaction, Repurchase Intention, Haagen-Dazs 
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Influence of Price Promotion, Brand Image, Food Quality, 

Perceived Value towards Customer Satisfaction and the 

Implication towards Repurchase Intention Haagen-Dazs Ice 

Cream 

Audy Ihsan Nugraha 

ABSTRACT (English) 

 
Dessert, also known as dessert, is a dish served after the main course. One of the ice creams 

known by the public is Haagen-Dazs, but Haagen-Dazs ice cream is still less competitive 

with other competitors. This study aims to determine the causes of consumers not wanting to 

repurchase Haagem-Dazs ice cream. This study uses the variables Price Promotion, Brand 

Image, Food Quality, Perceived Value, Customer Satisfaction, and Repurchase Intention, 

and uses hypotheses that have a positive effect, namely, Price Promotion on Customer 

Satisfaction, Food Quality on Customer Satisfaction, and Customer Satisfaction on 

Repurchase Intention. Furthermore, those that have no effect are Brand Image on Customer 

Satisfaction, and Perceived Value on Customer Satisfaction. To test the relationship between 

variables, researchers need 120 respondents obtained from Google Form. The research test 

results were obtained from the Smart-PLS 4 application. 

 

Keywords: Price Promotion, Brand Image, Food Quality, Perceived Value, Customer 

Satisfaction, Repurchase Intention, Haagen-Dazs 
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