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Pengaruh Perceived Value Terhadap Brand Preference dan Dampaknya 

Terhadap Repurchase Intention pada Pengguna Social Commerce TikTok 

Shop. 

Geraldi Eka Pramudita 

ABSTRAK 

 

Tugas Akhir ini dengan judul “Pengaruh Perceived Value Terhadap Brand 

Preference dan Dampaknya Terhadap Repurchase Intention pada Pengguna Social 

Commerce TikTok Shop” memiliki tujuan untuk menganalisis dampak atau 

pengaruh dari persepsi nilai terhadap preferensi merek serta dampaknya terhadap 

minat pembelian ulang. Populasi yang digunakan pada penelitian ini adalah 

pengguna yang pernah melakukan transaksi di TikTok Shop dengan menggunakan 

non probability sampling dan teknik purposive sampling. Metode pendekatan pada 

penelitian ini yaitu menggunakan metode kuantitatif dengan mengumpulkan data 

melalui kuisioner. Analisis yang digunakan pada penelitian ini yaitu analisis uji 

asumsi klasik, uji analisis jalur, dan uji sobel. Hasil penelitian ini menunjukkan 

bahwa variabel Perceived Value berpengaruh secara langsung dan signifikan 

terhadap Brand Preference, untuk variabel Brand Preference berpengaruh secara 

langsung dan signifikan terhadap Repurchase Intention, variabel Perceived Value 

berpengaruh secara langsung dan signifikan terhadap Repurchase Intention, dan 

variabel Perceived Value berpengaruh secara langsung dan signifikan terhadap 

Repurchase Intention melalui Brand Preference. 

 

Kata Kunci: Social Commerce TikTok Shop, Perceived Value, Brand Preference, 

        Repurchase Intention 
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The Influence of Perceived Value on Brand Preference and Its Impact on 

Repurchase Intention on TikTok Shop Social Commerce Users. 

Geraldi Eka Pramudita 

ABSTRACT 

 

This Final Project with the title "The Influence of Perceived Value on Brand 

Preference and Its Impact on Repurchase Intention on TikTok Shop Social 

Commerce Users" aims to analyze the impact or influence of perceived value on 

brand preferences and its impact on repurchase intention. The population used in 

this study are users who have made transactions at TikTok Shop using non-

probability sampling and purposive sampling techniques. The approach method in 

this research is using quantitative methods by collecting data through 

questionnaires. The analysis used in this study is the classical assumption test 

analysis, path analysis test, and Sobel test. The results of this study indicate that the 

Perceived Value variable has a direct and significant effect on Brand Preference, 

for the Brand Preference variable it has a direct and significant effect on 

Repurchase Intention, the Perceived Value variable has a direct and significant 

effect on Repurchase Intention, and the Perceived Value variable has a direct and 

significant effect on Repurchase Intention. significant impact on Repurchase 

Intention through Brand Preference. 

Kata Kunci: Social Commerce TikTok Shop, Perceived Value, Brand Preference, 

        Repurchase Intention 
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