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Abstract

Objective: This study aims to examine the effect of brand positioning, brand image, and perceived price on the
repurchase intention of low-cost carrier consumers.

Design/Methods/Approach: This study uses a purposive sampling technique to obtain a sample of 400 respondents
who had used Citilink airline from | Gusti Ngurah Rai Airport. Data collection techniques are carried out by distributing
online questionnaires using a Likert Scale points | to 5, which have been analyzed using SmartPLS 4 through the
measurement model test (outer model), and structural model test (inner model).

Findings: The findings show that brand positioning has a positive effect on the repurchase intention of consumers of a
low-cost carrier, brand image has a positive effect on the repurchase intention of consumers low-cost carrier, and the
perceived price has a positive effect on the repurchase intention of consumers low-cost carrier.

Originality: This research adds dimensions to the variables of brand positioning, brand image, and perceived price and
combines them to determine their effect on the repurchase intention of Indonesian low-cost airlines.
Practical/Policy Implications: Identifying the results of the variable brand positioning, brand image, and perceived
price can measure repurchase intention for low-cost carrier consumers. This study provides low-cost carriers that the
right brand positioning strategy, positive image, and price can create a consumer repurchase intention.
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I. Introduction

In this era of globalization, the economic sector is the most important thing for a country. One sector supporting
national economic growth is the industrial sector (Kemenperin, 2017). The importance of the industrial sector provides
the potential to create macro and microeconomic development. The aviation industry is one of the industrial sectors
that can revive the national economy (DJPU, 2018). The Decree of the Minister of Transportation number 81 of 2004
concerning establishing an airline company in Indonesia has opened up business opportunities for commercial aviation.

Along with the development of times and technology, air transportation has become one of the components that
have advantages in travelling long distances because it is fast, safe, and efficient for the community (Dileep & Kurien,
2021). Air growth factors are divided into four categories: globalization, liberalization, and production (Cook & Billig,
2017). The growth of air travel causes airlines to compete to provide the best air transportation services and requires
airlines to form a marketing strategy (Ambrose & Waguespack, 2021).

Marketing strategy can be done by selecting segmentation, targeting, and determining market position (Kotler et
al,, 2021). Based on Law Number | (2009) concerning flights in article 97, the types and levels of scheduled commercial
airlines in Indonesia are divided into three, services with maximum standards (full service), medium service, and services
with minimum standards (no-frills) or low-cost carrier (LCC). Currently, low-cost carrier airline services are often
found in Indonesia. The development of low-cost carrier airlines has led to higher consumer choices, thus encouraging
airline companies to strengthen their brands by developing positioning strategies (Kearns, 2021). Maharani and
Andrianto's research (2014) states that brand positioning elaborates a branding strategy where brand positioning is a
communication strategy to enter the consumer's window so that the product contains meaning (Kotler & Armstrong,
2021). The right brand positioning strategy will improve brand image and increase sales (Chelumbrun in Obasi, 2022).

Aaker in Anang (2019) said that a strong brand must have a strong position. A strong positioning will make a
brand more embedded in consumers' memories. When the brand is increasingly embedded in consumers' memories,
an image will be created in the minds of consumers (Diallo et al., 2013). Brand image is created when a strong and
unique brand is connected in the minds of consumers because brand knowledge is seen from the perspective of
consumer memory (Dirsehan & Kurtulus, 2018). Brand image is represented by all perceptions formed from past
experiences (Arif, 2019). Therefore, perceptions formed from the past result in a person having repurchase intentions
(Suryana & Dasuki, 2013) because the brand must make a person have a good and meaningful emotional experience
(Santos & Silva, 2019).

Emotional experiences are the basis for forming consumer perceptions or interpretations of the relative prices
or sacrifices that must be incurred (Arifin et al., 2013). Low-cost carrier airlines use a strategy of suppressing operational
costs and cost efficiency (Hawa Bunga & Mawardi, 2017), making perceived price the basis for a person's decision to
choose a brand based on the lowest or highest price (Tuten, 2019). Perceived price describes consumers' emotional
experience of getting a product that can be a positive or negative signal (Yasri et al., 2020). Someone will repeat
purchases for well-known products or known to the wider community regardless of whether the product is expensive
or cheap (Akir & Othman, 2010). Savila et al. (2019) explain that repurchase intention is used to buy goods or services
after making the previous purchase for the umpteenth time.

Based on research by Juwairiya (2019) and Han et al. (2019), brand image positively affects the repurchase
intention of low-cost carrier consumers. Juwairiyah's (2019) and Suhaily & Soelasih's (2017) research also state a positive
effect of the price variable on repurchase intentions. This finding contradicts the research of Andiyanto et al. (2019),
which states that the price variable does not have a positive effect on repurchase intentions. Research by Asshidiq
(2017), Amadi (2022), and Situmorang et al. (2021) states that brand positioning has a positive effect on repurchase
intentions. Based on previous research, different results from the price variable need to be reviewed on consumers'
repurchase intentions. Amadi's research (2022) has limited dimensions by using one variable dimension so that the
researcher provides suggestions for further research to add more dimensional elements to the variables of brand
positioning, brand image, and perceived price. In addition, previous research recommends developing or combining
positioning, image, and perceived price variables (Juwairiyah, 2019). Based on the background and previous research
above, brand positioning, brand image, and perceived price must be considered by low-cost carrier airlines in Indonesia
to achieve a consumer repurchase intention to see that low-cost carriers are growing, which causes consumer choice
to be higher. Therefore, this study aimed to determine the effect of brand positioning, brand image, and perceived price
on repurchase intention in low-cost carrier consumers.

This research makes several contributions. First, we strengthen the concept of variables from the limitations of
previous studies. Thus, we add literature on the dimensions of the variables, brand positioning, brand image, and
perceived price. Second, this study ensures that brand positioning, brand image and perceived price influence repurchase
intentions among domestic consumers with low-cost carriers. Third, this study also adds age and gender variables. This
can strongly influence repurchase intentions in terms of the age and gender of consumers with low-cost carrier
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consumer repurchase intentions. Fourth, this study contributes to the overall literature on marketing to low-cost carrier
airlines, directly and indirectly, influencing consumers' repurchase intentions. Finally, the research results on brand
positioning, brand image, and perceived price can be followed up and implied by the company to increase consumer
repurchase intention.

The next section of the article explains and discusses the conceptual influence of brand positioning, brand image,
and perceived price on repurchase intention in the context of low-cost carrier airlines in Indonesia. The discussion of
the conceptual framework can be developed into article hypotheses. In sections three and four, this article describes
the research methodology included in the research results. Section five is the last section which contains the conclusions
as well as the implications and limitations of the study.

2. Literature Review and Hypotheses Development

Brand Positioning

Brand positioning is an important step in marketing strategy (Alzate et al., 2022). Brand positioning is formed by
perceptions, images, emotions and how consumers compare with competing products. To position a product, the
company needs to understand the consumer category (Amadi, 2022). Brand positioning is based on three levels of
dimensions. In the first dimension, the company can position the brand on its attributes. In the second dimension, the
brand can be positioned better by associating with the desired benefits, and in the third dimension, the strongest brand
is positioned on beliefs and values. Positioning is successful if carried out stably and sustainably (Kotler et al., 2021). The
purpose of brand positioning is to keep the brand at the top position in the minds of consumers when they are
considering a purchase. A brand positioning strategy must differentiate the brand from competitors, address important
consumer buying criteria, and understand key brand attributes (Amadi, 2022).

Repurchase Intention

Repurchase intention is a person's intention to repurchase a product purchased in the past (Megantara & Suryani,
2016). Chou and Chen (2018) define repurchase intention as a person's assessment of buying products or services from
the same brand in the future by considering the current situation. Meanwhile, Ibzan et al. (2016) explain that repurchase
is a real customer action to buy or reuse the product. According to Putri (2016), consumer repurchase interest factors
include brand preferences, product quality, perceived value, and price. Companies must have the right price and
positioning strategy to form repurchase intention. It will improve the brand image and ultimately increase sales (Obasi
& Amadi, 2022). Thus, repurchase intention is buying behaviour from consumers towards a product or service that is
carried out repeatedly within a certain period and continuously likes and has a positive attitude towards a product or
service, based on experiences that have been carried out in the past (Suryana & Dasuki, 2013). Ferdinand (2014) stated
that repurchase intention has four dimensions: transactional intentions, referential intentions, preferential intentions,
and exploratory intentions. Andreani et al. (2017) research suggests five new internal and external factor analyses that
can be extracted, experiential factor, customer, needs factor, practical factor, amusement factor, and life-cycle factor
that affect customer purchase LCC intentions. The biggest contribution is the experience factor of having good
experiences with LCCs, whereas the least is the customer life-cycle factor. In Liu & Lee's (2016) research exploring the
important LCC attributes of service quality, value evaluation, service price, and marketing strategies can influence their
experience of return repurchase intentions. This finding plays an important role in various aspects of perceived value in
the marketing strategy-making process. Ayutthaya's (2018) research reveals that if LCC airlines can create a positive
brand image in customers' minds, it can encourage customers to make repurchase intentions on low-cost carrier airlines.

Relationship between Brand Positioning and Repurchase Intention

Putri (2016) revealed that brand preference influences consumer repurchase interest. A preference for a brand
is formed when the company's product communication strategy can enter the consumer's window so that the product
contains meaning (Kotler & Armstrong, 2021). This communication strategy is a form of brand positioning (Waguespack,
2020). The first hypothesis is that brand positioning significantly and positively affects repurchase intention. This is
supported by research by Situmorang et al. (2021), which states that green brand positioning significantly affects
repurchase intention. Then, Asshidiq's research (2017) also shows that product repurchase decisions can be positively
influenced by the positioning of consumers who make product repurchase decisions. This indicates that the ultimate
goal of positioning is to form a product's value in a consumer, creating a convincing reason why they should buy the
product (Kotler & Armstrong, 2021).

H,: Brand Positioning has a positive effect on Repurchase Intention.
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Brand Image

Brand image is a growing consumer belief about each brand's attributes (Kotler et al., 2021). Meanwhile, Nisar
and Whitehead (2016) stated that brand image is the total consumer image received by a brand, including differentiation
from other brands, brand personality, and profit commitment. According to Deliana in Aristana et al. (2022), brand
image is defined as perceptions and beliefs made by consumers, which are reflected in associations that occur in
consumers' memories. The more embedded in the consumer's memory, a brand will be closer to the consumer of
choice. Brand Image relates to brand names where names and other brand symbols act to retrieve information about
brand associations and their perceptions of the brand from memory (Tuten, 2019). According to Keller (2013), brand
image is tested through three dimensions: strength, uniqueness, and favourable.

Relationship between Brand Image and Repurchase Intention

Diallo et al. (2013) reveal that brand image is used as the basis for consumer understanding of a brand. The brand
image represents the overall brand perception formed from past information and brand experiences (Arif, 2019).
Therefore, perceptions formed from the past result in a person's intention to repurchase the product (Suryana & Dasuki,
2013). The second hypothesis is that brand image significantly and positively affects repurchase intention. This is
supported by research by Huang et al.(2019), which states that brand image positively affects the repurchase intention
of ecotourism products. Likewise, research by Yasa (2018), Rakatama and Winarto (2021), and Lianto (2018) states that
brand image has a positive and significant influence on consumer repurchase intention.

H.: Brand Image has a positive effect on Repurchase Intention

Perceived Price

Kotler et al. (2021) define price as the amount charged for products, goods, and services. Pricing decisions
incorporate demand, perceived value, price comparisons, costs, and pricing strategies (Tuten, 2019). Perception is a
process that occurs due to a sensation where sensation is an activity to feel or cause an exciting, emotional state (Setiadi,
2019). Perceived Price refers to the subjective form of the monetary value of the product, such as whether a product
is cheap or expensive, and the consideration of consumer purchasing power (Calvo-Porral & Lévy-Mangin, 2017).
George (2021) stated that the perceived price is the number of sacrifices individuals must make to consume the product
and the level of quality that one might expect. Perceived price is also a consumer's perception or interpretation of the
relative price or sacrifice that must be spent to get a product compared to the price or sacrifice of other similar products
(Arifin et al., 2013). Confidence in good prices is used to evaluate existing prices by consumers at the time of purchase
and is a dynamic structure of price information in consumers' memories (Biiyiikdag et al., 2020). According to Janiszewski
and Cunha (2004), the dimensions of perceived price include attractiveness and fairness.

Relationship between Perceived Price and Repurchase Intention

When consumers feel that the product price is reasonable and has good quality and value, they tend to share
their opinion with their friends (Moslehpour et al., 2017). The fair price will trigger the consumer's repurchase intention
(Suhaily & Soelasih, 2017). The third hypothesis is that perceived price has a significant positive effect on repurchase
intention. This is supported by research by Liu and Lee (2016), which states that perceived price can increase repurchase
intention. Yasri's research (2020) states that perceived price affects Gen Y's repurchase intention. Furthermore,
Wibisono (2018) and Stefano's research (2019) showed that perceived price positively affects repurchase intention. This
shows that the better the perceived price, the stronger the customer's repurchase intention.

Hs: Perceived Price has a positive effect on Repurchase Intention.
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Figure |. Research Model

3. Method

This study uses a quantitative approach where data is obtained by distributing online questionnaires via Google
Form using Likert scale points | (one) to 5 (five). The sampling technique was carried out using a purposive sampling
technique which is the sampling is confined to specific types of people who can provide the desired information, either
because they are the only ones who have it or they conform to some criteria set by the researcher (Sekaran & Bougie,
2016). This consideration is the sample criteria for this study: consumers who have used Citilink from | Gusti Ngurah
Rai Airport (Denpasar). Citilink Indonesia is one of the low-cost airline subsidiaries of Garuda Indonesia. In 2021 there
will be a 2.7% decrease in passengers on the Citilink Denpasar airline (data processed by Citilink, 2022). The sample in
this study was calculated using the Taro Yamane (1973) formula approach, which resulted in 400 respondents. Data
were analyzed using SmartPLS 4 (Ringle et al., 2022).

Hair et al. (2021) Partial least squares structural equation modelling is a variance-based method to estimate
structural equation models. The goal is to maximize the explained variance of the endogenous latent variables. Thus,
SEM is a class of multivariate techniques that combine aspects of factor analysis and regression, enabling the researcher
to simultaneously examine relationships among measured and latent variables and between latent variables (Hair et al.,
2021). The SmartPLS4 analysis is tested through the measurement model test (outer model), structural model test
(inner model), and partial hypothesis testing through path coefficients. This study has independent variables, including
brand positioning, brand image, and perceived price, the dependent variable is repurchase intention, and the control
variables are age and gender. The operational definitions of variables in this study can be seen in table I.

Table |. Definition of Operational Variables

Variables Dimensions Indicator Source

XI1.1.2 Positioning the brand on attractive

Attributes .
products according to the target market.

X1.2.1 Positioning the brand by offering

Benefit '
advantages and benefits to consumers.

Brand Positioning
X)) X1.3.1 Positioning the brand with confidence
in the minds of consumers

Beliefs and Value X1.3.2 Positioning the brand on strong values
to create a surprise and excitement in the
minds of every consumer.
X2.1.1 | Products at affordable prices.
X2.1.2 Attractive promotions for consumers.
X2.1.3 Provide the best facilities and services
for its customers.

Kotler et al. (2021)

Brand Image

(X2) Strengths

Keller (2013)
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Perceived Price
(Xs)

Repurchase
Intention

()

Uniqueness

Favourable

Attractiveness

Fairness

Transactional intent

Referral intent

Preferential
intention

Exploratory intent

X2.2.1 Unique logo and design with features
that set it apart from other airlines.

X2.2.2 Unique service.

X2.3.1 Branding is easy to remember.

X2.3.2 Branding is easy to pronounce.

X2.3.3 Have a positive impression.

X3.1 Attractive prices to offer.

X3.2 Reasonable price offered.

Y1.1 Always willing to repurchase products that
have been purchased.

Y 1.2 Always recommend products that others
have purchased.

Y 1.3 Always choose a product that has been
purchased over other products.

Y1.4 Always find out information from the
product.

Janiszewki and Cunha

(2004)

Ferdinand (2014)

4. Result and Discussion

Characteristics of Respondents
The characteristics of the total respondents (n) = 400 consisting of gender, age, and employment status can be
seen in Table 2 as follows:

Table 2. Characteristics of Respondents

n %
Gender
Woman 237 59%
Men 163 41%
Total 400 100%
Employment status
Student 175 44%
Employees 119 30%
Civil Servant 36 8%
Entrepreneur 51 13%
Other 19 5%
Total 400 100%
Age
18 - 25 years 235 59%
26 - 35 years 77 19%
36 - 45 years 47 12%
46 - 55 years 26 7%
> 55 years 15 3%
Total 400 100%

Source: research processed data (2022)

Based on table 2 above, 400 respondents answered, 237 respondents were women (59%), and 163 respondents
(41%) were men. It can be concluded that most respondents in this study are female. Most respondents ranged from
18-25 years old for the age category, with as many as 235 respondents (59%). Furthermore, most respondents are
students of employment status, as many as |75 people (44%). Based on the characteristics of the respondents described
previously, these respondents have met the requirements and deserve to be respondents in this study because these
respondents have used Citilink airline from | Gusti Ngurah Rai Airport.

Measurement Model (Outer Model Evaluation Result)

The measurement model test (outer model) includes validity and reliability tests. The validity test was conducted
to determine the ability of the research instrument to measure what it was supposed to measure. Meanwhile, the
reliability test is used to measure the consistency of measuring instruments in measuring a concept or the consistency
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of respondents in answering questions in the questionnaire (Hair et al, 2021). The following is a picture of the
measurement of the output model.

[x213 ] %60
0.698
I P

0712

0.696

0772

Brand Image

o7/

0.518

0.047 0. 105

0.196

1 000
0.298 0.788 Gender
0.877 ’ I 000
X32
Perceived Price Gender

Figure 2. PLS Path Model

Convergent Validity Test

The convergent validity test can be seen from the value of the loading factor. The rule of thumb usually used to
assess this validity is that the loading factor above 0.6 is still acceptable with the Average Variance Extracted (AVE) value
beingreater than 0.5 (Hair et al,, 2021).

Table 3. Convergent Validity

(I.:.:;Te Outer Loading AVE Conclusion
Brand Positioning XI.1.1 0.701 0.542 Valid
X1.2.1 0.763 Valid
X1.3.1 0.731 Valid
X1.3.2 0.749 Valid
Brand Image X2.1.1 0.669 0518 Valid
X2.1.2 0.698 Valid
X2.1.3 0.719 Valid
X2.2.1 0.712 Valid
X2.2.2 0.696 Valid
X2.3.1 0.772 Valid
X2.3.2 0.722 Valid
X233 0.764 Valid
Perceived Price X3.1 0.898 0.788 Valid
X3.2 0.877 Valid
Repurchase Intention YI.1 0.787 0.626 Valid

Y1.2 0.793 Valid
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YI.3 0.801 Valid
Yl.4 0.784 Valid
Gender Gender 1.000 1.000 Valid
Age Age 1.000 1.000 Valid

Source: SmartPLS 4 Output (2022)

In this study, there are four constructs and two-variable control wherefrom the analysis results above, and it can
be seen that all constructs produce a loading factor value > 0.06 which means that all construct indicators are valid. The
rule of thumb usually used to assess this validity is that the loading factor value between 0.6 - 0.7 is still acceptable, with
the Average Variance Extracted (AVE) value being greater than 0.5 (Hair et al.,, 2021). Based on the test results of the
measurement model shown in the picture above, it can be explained as follows (1) Age and Gender as variables control
have a loading factor above 0.6, and AVE > 0.5, (2) The brand positioning construct as measured by the indicators
X111, X1.2.1, X1.3.2, X1.3.2 have a loading factor above 0.6, and AVE >0.5, (3) The brand image construct as measured
by the indicators X2.1.1, X2.1.2, X2.1.3, X2.2.1, X2.2.2, X2.3.1, X2.3.2, X2.3.3 have a loading factor above 0.6 and AVE
> 0.5, (4) The perceived price construct as measured by the X3.1 and X3.2 indicators have a loading factor above 0.6
and AVE > 0.5, (4) Also, the repurchase intention constructs as measured by the YI.I, Y1.2, YI1.3, Y1.4 have a loading
factor above 0.6 and AVE > 0.5.

Discriminant Validity Test

The validity test tested the Heterotrait-Monotrait Ratio value, which was useful to determine whether the
construct had an adequate discriminant. HTMT value above 0.90 or 0.85 when the constructs in the path model are
conceptually more distinct suggests a lack of discriminant validity (Hair et al., 2021). Thus, all constructs in the extended
model exhibit discriminant validity based on the HTMT method.

Table 4. Heterotrait-Monotrait Ratio

Brand Brand Perceived Repurchase
e . Gender . .
Image Positioning Price Intention

Age

Age

Brand Image
Brand Positioning
Gender

Perceived Price

Repurchase Intention
Source: SmartPLS 4 Output (2022)

The Heterotrait-Monotrait Ratio value in table 4 shows that the value of each construct is not more than 0.9,
which means that each construct is declared valid on discriminant validity.

Reliability Test

Table 5. Discriminant Reliability Test Result

Cronbach's Alpha rho_A Composite Reliability =~ Conclusion
Brand Positioning 0.720 0.723 0.826 Reliable
Brand Image 0.867 0.868 0.896 Reliable
Perceived Price 0.731 0.735 0.881 Reliable
Repurchase Intention 0.801 0.802 0.870 Reliable
Gender 1.000 1.000 1.000 Reliable
Age 1.000 1.000 1.000 Reliable

Source: SmartPLS 4 Output (2022)
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The Rule of Thumb used to assess the Cronbach Alpha is > 0.6 for Exploratory Research (Hair et al.,, 2021).
Based on the results of the Cronbach's Alpha test in table 5 above, the Cronbach's Alpha value of each construct is
above 0.6, so it can be stated that the gauge used in this study is reliable where Age and Gender as variables of control
has a value of 1.000 greater than 0.6, Brand Image construct has a value of 0.867 which is greater than 0.6, Brand
Positioning has a value of 0.720 greater than 0.6, Perceived Price construct has a value of 0.731 greater than 0.6, and
Repurchase Intention construct has a value of 0.801 greater than 0.6.

Composite reliability is considered better if the construct has a value > 0.7 (Hair et al,, 2021). So, it can be
concluded above that each construct has high reliability where Age and Gender as variables control have a value of
1.000, Brand Image construct has a value of 0.896, Brand Positioning has a value of 0.826, Perceived Price has a value of
0.881, and Repurchase Intention has a value of 0.870, all of which are above 0.7.

Structural Model (Inner Model Evaluation Results)

According to Hair et al. (2021), the structural model is an element of a PLS path model that contains the
constructs and the relationships between them. It is also called the inner model in PLS-SEM. The structural model and
the significance were carried out using the bootstrapping method. Bootstrapping is a nonparametric procedure that
tests the statistical significance of various PLS-SEM results such as path coefficient, Cronbach's Alpha, and R-Square
(Ringle et al., 2022).

Table 6. Outer Loadings Structural Model (Inner Model Evaluation Result)

Original Sample Standard T Statistics P Values

Sample Mean (M) Deviation (|JO/STDEV))

(O) (STDEYV)
XI.1.1 <- Brand Positioning 0.701 0.700 0.033 21.534 0.000
X1.2.1 <- Brand Positioning 0.763 0.762 0.028 27.579 0.000
X1.3.1 <- Brand Positioning 0.731 0.730 0.028 26.007 0.000
X1.3.2 <- Brand Positioning 0.749 0.750 0.026 28.354 0.000
X2.1.1 <- Brand Image 0.669 0.665 0.037 18.088 0.000
X2.1.2 <- Brand Image 0.698 0.696 0.033 21.187 0.000
X2.1.3 <- Brand Image 0.719 0.719 0.034 21.241 0.000
X2.2.1 <- Brand Image 0.712 0.709 0.033 21.467 0.000
X2.2.2 <- Brand Image 0.696 0.693 0.036 19.144 0.000
X2.3.1 <- Brand Image 0.772 0.770 0.028 27.854 0.000
X2.3.2 <- Brand Image 0.722 0.719 0.038 18.952 0.000
X2.3.3 <- Brand Image 0.764 0.761 0.031 24.932 0.000
X3.1 <- Perceived Price 0.898 0.897 0.013 69.307 0.000
X3.2 <- Perceived Price 0.877 0.876 0.018 47.594 0.000
Y 1.l <- Repurchase Intention 0.787 0.787 0.024 33.202 0.000
Y1.2 <- Repurchase Intention 0.793 0.793 0.024 32.703 0.000
Y1.3 <- Repurchase Intention 0.801 0.797 0.021 38.550 0.000
Y1.4 <- Repurchase Intention 0.784 0.781 0.025 30.771 0.000
Gender <- Gender 1.000 1.000 0.000 0.000 0.000
Age <- Age 1.000 1.000 0.000 0.000 0.000

Source: SmartPLS 4 Output (2022)

Table 6 above is the result of the structural model's outer loading, which can be concluded that all reflective
construct indicators are valid with the resulting T-statistics value > 1.96 (Hair et al., 2021). In assessing the structural
model, it begins by looking at the R-Square for exogenous variables to endogenous latent variables having a substantive
effect, the path coefficient values or t-values for each path to test the significance between constructs in the structural
model. R-Squares values of 0.75, 0.50, and 0.25 can be concluded that the model is strong, moderate, and weak (Hair
etal,, 2021).
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Table 7. R-Square

R Square R Square Adjusted

Repurchase Intention 0.579 0.573
Source: SmartPLS 4 Output (2022)

The R-Square value of Repurchase Intention is 0.579. Therefore, 57.9% of variances in the Repurchase Intention
are determined by Brand Positioning, Brand Image, Perceived Price, Age, and Gender. In other words, 42.1% of the
variances are determined by other factors which are not included in the model. Thus, the model is classified as moderate.

Hypothesis Testing Results

Hypothesis Testing Result looks at the probability value and its t-statistics. The p-value with 5% alpha for
probability values is less than 0.05. The t-table value for 5% alpha is 1.96. So, the criteria for acceptance of the hypothesis
when t-statistics > t-table (Hair et al., 2021). The results of the hypothesis in Table 9 below show that all have supported
the hypothesis.

Table 9. Path Coefficient

Confident
. Std.  Std. t- p- . Interval Bias .
Hypothesis Path Beta Error value value Bias Corrected Decision
5.0% 95.0%
Brand
HI Positioning = 333 0067 5067 0000 0003 0237 0458  Supported
Repurchase
Intention
Brand Image
H2 > 0.328 0.062 5264 0.000 0003 0222 0427 Supported
Repurchase
Intention
Perceived
H3 Price — 0.196 0056 3514 0000 -0.004 0.107 0290  Supported
Repurchase
Intention
Gender —
Repurchase 0.047 0.066 0725 0.234 -0.000 -0.060 0.154 Not Supported
Intention
Age —
Repurchase 0.105 0.028 3.690 0.000 -0.001 0.06l 0.154 Supported
Intention

Source: SmartPLS 4 Output (2022)

The results of testing the first hypothesis (HI) using path coefficients get a p-value that is less than 0.05, which is
0.000, and for t-statistics, it gets 5.067 which means it is above 1.96. These results indicate a positive effect on brand
positioning on repurchase intention. Brand positioning is a step in marketing strategy (Alzate et al., 2022), where brand
positioning is formed from a set of perceptions, images, and emotions. This shows that positioning is influenced by
perception and image, so the ultimate goal of positioning is the formation of a product's value in a consumer that creates
a convincing reason why they should buy the product (Kotler & Armstrong, 2021). Research Herng et al. (2012) state
that the strategy of low-cost carrier airlines highlights the development of processes for creating value for companies
and customers. Marketing managers must evaluate companies from four perspectives: financial performance, customer
knowledge, internal business processes, and learning & growth. Citilink can position its position according to the target
by providing benefits, beliefs, and strong values in the minds of consumers. The company must be more aggressive in
building a positive image to create consumer repurchase intentions. These results agree with Asshidiq's research (2017)
which shows that positioning positively influences the decision to repurchase because positive perceptions and consumer
confidence in a product will create a good positioning. Similarly, a study by Situmorang et al. (2021) shows that brand
positioning affects the repurchase intentions of brands.

The results of testing the second hypothesis (H2) using path coefficients get a p-value less than 0.05, which is
0.000, and for t-statistics, it gets 5.264 above 1.96. So, there is a positive effect on the brand image on repurchase
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intention. Brand Image will be used as the basis for consumer understanding and perception of a brand (Diallo et al.,
2013). The perception formed causes a person to have the intention to repurchase the product (Suryana & Dasuki,
2013). The influence of brand image causes the repurchase intention of Citilink consumers. The importance of the brand
image on Citilink airlines requires companies to provide positive information in terms of service, price, quality, and
uniqueness, one of which Citilink always inserts into its consumers' poetry; this makes the Citilink brand more embedded
in consumers' memories. This result is also supported by Han et al. (2019) research, which shows that the brand image
variable significantly affects the repurchase intention of low-cost carriers in South Korea. In addition, Ayutthaya's (2018)
research reveals that if LCC airlines can create a positive brand image in customers' minds, it can encourage customers
to make repurchase intentions on low-cost carrier airlines.

The results of testing the third hypothesis (H3) using path coefficients get a p-value less than 0.05, which is 0.000,
with a t-statistic of 3.514 above 1.96. So, there is a positive effect on the perceived price variable on the repurchase
intention variable. Perceived price is a consumer's perception or interpretation of the relative price or sacrifice that
must be incurred to get a product compared to the price or sacrifice of other similar products (Arifin et al., 2013). Price
is a person's decision in choosing a brand (Tuten, 2019). This price perception triggers consumer repurchase intentions
(Suhaily & Soelasih, 2017). Kotler et al. (2021) revealed that perception is influenced by selective memory, where a
person will retain important information to support their beliefs. In this case, Citilink, a low-cost carrier that uses a cost
reduction strategy, already has reasonable and attractive consumer price information. This result is supported by Pang
& Truong's (2018) research suggests that expected price has a strong positive influence on consumer choice of LCC.
Among all factors, the price strongly influences the intention to use LCC in China. These findings support the dominant
impact of price on passenger decisions in emerging LCC markets. This also shows that LCC passengers are price
sensitive and will consider price first when choosing LCC as a mode of transportation. However, this study does not
align with Kevin and Tjokrosaputro's (2021) research, where the perceived price variable does not positively influence
the repurchase intention variable.

The result of gender as a control variable has a p-value of more than 0.005, where gender has no significant effect
on repurchase intention, meaning that both men and women have the same repurchase intention on Citilink's low-cost
carrier airlines. This result is supported by Kim et al. (2012) research that gender has no significant effect on repurchase
intention. However, the control variable, Age, has a p-value below 0.005, which means that there is a tendency that the
higher the age, the greater the repurchase on Citilink's low-cost carrier. This result is in line with the Chiu and Cho
(2019) research where the quality brand effect is stronger for consumers than 40 years compared to younger consumers
toward repurchase intentions. This finding is also under research by Lian and Yen (2014) that older consumers perceive
quality and find it beneficial. They will have higher levels of purchase intention.

5. Conclusion

This study aims to examine the effect of brand positioning, brand image, and perceived price on repurchase
intention so that after testing and interpreting the results of data analysis, the following conclusions can be drawn brand
positioning has a positive effect on the repurchase intention of consumers low-cost carrier. Brand image has a positive
effect on the repurchase intention of consumers' low-cost carriers. The perceived price has a positive effect on the
repurchase intention of consumers' low-cost carriers.

This research is expected to contribute theoretically and practically. Theoretically, brand positioning is a
company's marketing strategy. Low-cost carrier airline's strategy is to develop processes to create value for the company
and customers. Citilink can position its position on target by providing benefits, beliefs, and strong values in the minds
of consumers in creating repurchase intentions. Second, Brand Image is used as a consumer's perception of a brand that
causes someone to have the intention to repurchase the product.

In contrast, Citilink airlines require companies to provide positive information regarding service, price, quality,
and uniqueness, one of which Citilink always inserts into its consumers' poetry; this makes the Citilink brand more
embedded in consumers' memories. In the memories of consumers, this makes the Citilink brand more embedded in
consumers' memories. Third, perceived price is used as a consumer's perception or interpretation of the relative price
or sacrifice that must be made. It is this price perception that triggers consumer repurchase intentions. In this case,
Citilink, a low-cost airline with a cost reduction strategy, already has reasonable and attractive price information for
consumers.

It is practically contributing to Citilink Indonesia Denpasar to pay more attention to always innovating and paying
attention to existing products by providing meaningful benefits, advantages, and value to consumer expectations,
improving service quality, providing the best facilities for its customers, and maintaining the company's reputation and
pay attention to prices by often providing promo prices to attract consumers' intention to repurchase to compete with
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other low-cost airlines. The limitations of this study are that this research was conducted on Citilink Denpasar
consumers. The sample of this study is not a perfect representation of all Citilink passengers in Indonesia because the
researcher conducted this research in Bali. So it can be a suggestion for further research to develop research with a
wider object. In addition, further research will explore more variables and theories used to determine the effect on
repurchase intention by developing analytical methods and reinforcing the concept between variables.
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