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SOROTAN 

FATIMMA ADZ ZAHRA. Pengaruh Citra Merek terhadap Niat Beli 

Ulang Subway Menggunakan Pendekatan Theory of Planned Behavior di 

Jakarta. Dibimbing oleh ANNA FARIYANTI. 

1. Penelitian ini membahas pengaruh citra merek terhadap niat beli ulang 

Subway, dengan tujuan untuk menganalisis faktor – faktor yang 

mempengaruhi niat beli ulang Subway. 

2. Penelitian ini menggunakan metode Partial Least Square Structure Equation 

Model (PLS-SEM) untuk menganalisis/menginvestigasi peran sikap, norma 

subjektif, dan kontrol perilaku dalam hubungan tersebut. 

3. Hasil penelitian menunjukkan bahwa citra merek, kontrol perilaku, sikap, dan 

norma subjektif secara parsial berpengaruh positif dan signifikan secara 

langsung terhadap niat beli.  

4. Temuan ini memberikan kontribusi terhadap strategi peningkatan niat beli 

konsumen Subway, serta menawarkan wawasan baru mengenai penguatan citra 

merek melalui sosial, kemudahan akses operasional, dan harga. 

5. Tugas akhir ini menunjukkan pentingnya norma subjektif, kontrol perilaku 

sebagai variabel yang memperkuat pengaruh citra merek terhadap niat beli 

ulang, dan menyarankan potensi penerapan pada sikap konsumen agar dapat 

memberikan peran dalam menjembatani citra merek terhadap niat beli ulang. 

 

HIGHLIGHTS 

FATIMMA ADZ ZAHRA. The Influence of Brand Image on Subway 

Repurchase Intention Using the Theory of Planned Behavior Approach 

in Jakarta. Supervised by ANNA FARIYANTI. 

1. This study examines the influence of brand image on Subway's repurchase 

intention, with the aim of analyzing the factors influencing it. 

2. This study uses the Partial Least Squares Structure Equation Model (PLS-SEM) 

method to analyze/investigate the role of attitude, subjective norm, and 

behavioral control in this relationship. 

3. The results indicate that brand image, behavioral control, attitude, and 

subjective norm partially have a positive and significant direct effect on 

purchase intention. 

4. These findings contribute to strategies for increasing Subway's consumer 

purchase intention and offer new insights into strengthening brand image 

through social media, ease of operational access, and price. 

5. This final project demonstrates the importance of subjective norm and 

behavioral control as variables that strengthen the influence of brand image on 

repurchase intention and suggests potential applications for consumer 

attitudes to play a role in bridging the relationship between brand image and 

repurchase intention.



 

 

 

 

ABSTRAK 

FATIMMA ADZ ZAHRA. Pengaruh Citra Merek terhadap Niat Beli Ulang 

Subway Menggunakan Pendekatan Theory of Planned Behavior di Jakarta. 

Dibimbing oleh ANNA FARIYANTI. 

 

Perkembangan industri makanan cepat saji di Indonesia mengalami 

peningkatan secara signifikan, namun Subway menghadapi tantangan penurunan 

antusiasme konsumen setelah masa euforia kembalinya pasar Indonesia mereda 

serta adanya persaingan ketat dengan menu lokal. Penelitian ini bertujuan untuk 

menganalisis faktor-faktor yang memengaruhi citra merek Subway terhadap niat 

beli ulang konsumen di Jakarta serta peran sikap, norma subjektif, dan kontrol 

perilaku dalam hubungan tersebut. Data kuantitatif dikumpulkan melalui survei 

daring terhadap 163 responden berdomisili Jakarta. Metode yang digunakan adalah 

Partial Least Square Structure Equation Model (PLS-SEM). Hasil penelitian 

menunjukkan bahwa citra merek, kontrol perilaku, sikap, dan norma subjektif 

secara parsial berpengaruh positif dan signifikan secara langsung terhadap niat 

beli ulang. Penemuan terbaru dari penelitian ini mengungkapkan bahwa norma 

subjektif (tekanan sosial) dan kontrol perilaku (kemudahan akses gerai serta 

keterjangkauan harga) terbukti secara signifikan bertindak sebagai variabel yang 

memperkuat pengaruh citra merek terhadap niat beli ulang. Sebaliknya evaluasi 

pribadi atau sikap konsumen tidak memiliki peran yang signifikan dalam 

menjembatani citra merek global ini terhadap niat beli ulang. Implikasi dari 

penelitian ini menunjukkan bahwa strategi peningkatan niat beli ulang konsumen 

Subway di Jakarta tidak hanya bergantung pada evaluasi personal konsumen, 

melainkan harus dioptimalkan melalui penguatan citra berbasis rekomendasi 

sosial serta perluasan kemudahan akses operasional dan keterjangkauan harga. 

Kata kunci: citra merek, kontrol perilaku, niat beli ulang, norma subjektif 

 

 

ABSTRACT 

FATIMMA ADZ ZAHRA. The Influence of Brand Image on Subway 

Repurchase Intention Using the Theory of Planned Behavior Approach in Jakarta. 

Supervised by ANNA FARIYANTI. 

 

The fast-food industry in Indonesia has experienced significant growth; 

however, Subway faces the challenge of declining consumer enthusiasm following 

the subsiding of the initial euphoria surrounding its return to the Indonesian market, 

as well as fierce competition from local menu options. This study aims to analyse 

the factors influencing Subway’s brand image on consumer purchase intention in 

Jakarta, as well as the role of attitudes, subjective norms and behavioural control in 

this relationship. Quantitative data were collected via an online survey of 163 

respondents residing in Jakarta. The method used was the Partial Least Squares 

Structural Equation Modelling (PLS-SEM). The research findings indicate that 

brand image, behavioural control, attitudes and subjective norms have a partial, 

positive and significant direct influence on purchase intention. The latest findings 



from this study reveal that subjective norms (social pressure) and behavioural 

control (ease of access to outlets and affordability) have been shown to act 

significantly as moderating variables that strengthen the influence of brand image 

on purchase intention. Conversely, personal evaluation or consumer attitudes do not 

play a significant role in mediating the relationship between brand image and 

purchase intention. The implications of this study suggest that strategies to increase 

Subway consumers’ purchase intention in Jakarta should not rely solely on 

consumers’ personal evaluations, but must be optimised by strengthening brand 

image through social recommendations, as well as by improving operational 

accessibility and price affordability. 

 

Keywords: behavioural control, brand image, purchase intention, subjective norms 
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