
ABSTRACT 

 

 

Name : YENI MAULINA 

Study Program : Graduate Program in Management Science 

Title  

 

: THE EFFECT OF PRICE PERCEPTION AND DIGITAL 

MARKETING ON REPURCHASE INTENTION WITH 

PURCHASE DECISION OF FROZEN FOOD AS AN 

INTERVENING VARIABLE IN LHOKSEUMAWE CITY 

 

This study aims to examine the influence of price perception and digital marketing 

on repurchase intention and also explores the role of purchase decisions as an 

intervening variable in this relationship. This study uses primary data collected by 

distributing questionnaires as the main instrument, with the Hair method applied 

for sampling. The study consists of a total sample size of 144 respondents. This 

study uses a quantitative approach using Structural Equation Modeling (SEM). The 

findings reveal that digital marketing and price perception positively affect 

purchase decisions. Furthermore, purchase decisions and digital marketing 

positively and significantly influence repurchase intention. However, price 

perception, on its own, does not have a significant effect on repurchase intention. 

Also, the purchase decision partially mediates the relationship between price 

perception and digital marketing with repurchase intention. It implies that the 

purchase decision variable serves as a key intermediary in the impact of price 

perception and digital marketing on repurchase intention for frozen food products 

in Lhokseumawe City. Substantially, price perception itself does not significantly 

affect repurchase intention when not mediated by purchase decisions. 
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