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ABSTRACT

TARUMANAGARA UNIVERSITY
FACULTY OF ECONOMICS AND BUSINESS
JAKARTA

FREDERICK NATAN DJOHAN (115180147)

THE EFFECT OF PERCEIVED SCARCITY, PERCEIVED VALUE, BRAND
IMAGE, AND PRICE TOWARDS PURCHASE INTENTION UNIQLO
COLLABORATION PRODUCT IN JAKARTA

XVII + 101 Pages, 35 Tables, 8 Pictures, 14 Attachment

MARKETING MANAGEMENT

Abstract: The purpose of this study is to test the effect of perceived scarcity,
perceived value, brand image, price on purchase intention. The population of this
research is 220 consumers of Uniglo collaboration products in Jakarta. The
convenience sampling method is used by distributing online questionnaires which
were then processed using smartPLS-SEM. The result of this research is that
perceived value, brand image, and price can affect the purchase intention. Then the
perception of scarcity cannot affect the purchase intention but can affect the
perception of value.
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ABSTRAK
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FREDERICK NATAN DJOHAN (115180147)

PENGARUH PERSEPSI KELANGKAAN, PERSEPSI NILAI, CITRA MEREK,
DAN HARGA TERHADAP NIAT BELI PRODUK KOLABORASI UNIQLO DI
JAKARTA

XVII + 101 Halaman, 35 Tabel, 8 Gambar, 14 Lampiran

MANAJEMEN PEMASARAN

Abstrak: Tujuan dari penelitian ini adalah untuk menguji pengaruh persepsi
kelangkaan, persepsi nilai, citra merek, harga terhadap niat beli. Populasi dari
penelitian ini adalah 220 konsumen produk kolaborasi Uniglo di Jakarta. Metode
convenience sampling digunakan dengan menyebarkan kuesioner secara online
yang kemudian diolah menggunakan smartPLS-SEM. Hasil dari penelitian ini
adalah persepsi nilai, citra merek, dan harga dapat mempengaruhi niat beli.
Kemudian persepsi kelangkaan tidak dapat mempengaruhi niat beli tetapi dapat
mempengaruhi persepsi nilai.
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