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Abstract: This study aims to analyze and explain the effects of reputation, service quality, and 

price perception on repurchase intention for Galeri 24 precious metals, with customer 

satisfaction as an intervening variable among customers of one Galeri 24 outlet in DKI Jakarta. 

This study employs a quantitative approach, with a population consisting of customers who 

have previously purchased precious metals at one Galeri 24 outlet in DKI Jakarta. The sampling 

technique used was non-probability sampling, with a total sample of 193 respondents. The data 

used in this study consisted of primary data obtained through questionnaires and secondary data 

collected from various relevant sources. Data analysis was conducted using the Structural 

Equation Modeling–Partial Least Squares (SEM-PLS) method with the assistance of SmartPLS 

3 software. The results of the study show that: (1) reputation, service quality, and price 

perception have a positive and significant effect on customer satisfaction; (2) customer 

satisfaction has a positive and significant effect on repurchase intention for precious metals; 

and (3) customer satisfaction positively and significantly mediates the effects of reputation, 

service quality, and price perception on repurchase intention for Galeri 24 precious metals 

among customers of one Galeri 24 outlet in DKI Jakarta. 

 

Keyword: Reputation, Service Quality, Price Perception, Customer Satisfaction, Repurchase 

Intention. 

 

 

INTRODUCTION 

The fluctuating global economic conditions have not diminished public interest in 

investment. Instead, investment awareness has continued to increase, with gold becoming one 

of the investment instruments that attracts considerable attention. In Indonesia, gold has become 

an increasingly popular investment option, particularly since the COVID-19 pandemic. A 

survey conducted by Jakpat on July 4–6, 2022, among Indonesian respondents aged 15–44 

years, reported that 87% of Indonesians had made investments. Among various investment 

instruments, gold and jewelry were among the most preferred, accounting for 48% of the 
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investment choices reported in the survey. This indicates that gold is not only viewed as a 

valuable commodity but also as an investment instrument for maintaining asset value and 

preparing for future financial needs. 

The attractiveness of gold investment is also associated with developments in gold 

prices. Gold prices tend to fluctuate and have shown an upward movement, particularly during 

periods of economic uncertainty and inflation. The data indicate that increasing public 

awareness of investment has been accompanied by continued interest in gold despite price 

fluctuations. The sales value of ANTAM gold, for example, increased from IDR 11.87 trillion 

in the second quarter of 2021 to IDR 12.28 trillion in the second quarter of 2022. These 

conditions demonstrate the potential of the precious metals market in Indonesia and the 

importance for gold retailers to understand the factors influencing customers’ purchasing 

decisions and repurchase intention. 

The growing precious metals market has also resulted in increasingly intense 

competition among brands. Galeri 24 is a subsidiary of PT Pegadaian that operates in the retail 

gold, precious metals, and jewelry business. Established in 2018, Galeri 24 aims to become a 

leading retail gold, precious metals, and jewelry company in Indonesia. The company not only 

sells its own Galeri 24 precious metal products but also offers products from several other 

brands, including ANTAM, UBS, and Lotus Archi. Galeri 24 has expanded its business through 

11 regional offices across Indonesia, including the DKI Jakarta Regional Office, which 

manages eight outlets. This expansion creates opportunities for the company but also requires 

it to strengthen its competitive position in the precious metals market. 

One of the challenges faced by Galeri 24 is the strong market preference for the 

ANTAM brand. Sales data from Galeri 24 Regional DKI Jakarta for January–June 2026 show 

that ANTAM recorded 22,740 units, representing 56.25% of total sales, while Galeri 24 

recorded 14,660 units or 36.26%. Other brands, namely UBS and Lotus Archi, accounted for 

5.81% and 1.68%, respectively. These figures indicate that although Galeri 24 provides its own 

precious metal products, ANTAM remains the dominant brand among customers purchasing 

precious metals through Galeri 24 outlets. This condition suggests that Galeri 24 needs to 

strengthen the factors that can increase customer satisfaction and encourage customers to 

repurchase Galeri 24 precious metals. 

In this competitive environment, reputation is an important factor in influencing 

customers’ evaluations of precious metal products. Purchasing precious metals involves a 

relatively high level of financial consideration and therefore requires confidence in the 

credibility of the company and the authenticity of the product. A positive brand reputation can 

facilitate consumers’ evaluation of a product, increase trust, and strengthen the likelihood that 

the brand will be selected. In the context of Galeri 24, reputation may be reflected through 

customers’ perceptions of product authenticity, corporate credibility, positive corporate image, 

and confidence in purchasing Galeri 24 precious metals. 

In addition to reputation, service quality is another factor that may influence customer 

satisfaction. Service quality refers to the comparison between the service delivered by a 

company and the customer’s expectations. When the service received is lower than expected, 

customer interest and evaluation may decline. In the context of Galeri 24, service quality may 

be reflected in employee responsiveness, transaction convenience, clarity of product 

information, employee friendliness, and the overall purchasing experience. As a retail company 

operating in a competitive market, Galeri 24 needs to maintain service quality in order to 

provide a satisfactory customer experience. 

Price perception is also relevant because customers evaluate the price paid in relation to 

the quality and benefits obtained. The thesis data show differences in selling prices among 

precious metal brands offered by Galeri 24. For several denominations, Galeri 24 precious 

metals were offered at relatively lower selling prices than other brands. Galeri 24 also applied 

a buyback policy for precious metals from different vendors, allowing customers to consider 
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both the purchase price and the potential value obtained when reselling their precious metals. 

Therefore, customers’ perceptions of price may contribute to their overall evaluation of the 

purchasing experience and satisfaction. 

Customer satisfaction is particularly important because it represents customers’ overall 

evaluation after experiencing a product and service. When the product and service received 

meet or exceed expectations, customers are more likely to develop favorable evaluations and 

behavioral intentions. In the context of Galeri 24, customer satisfaction may subsequently 

encourage customers to repurchase precious metal products. Previous studies have indicated 

that customer satisfaction can function as an intervening mechanism between service-related 

and price-related factors and repurchase intention (Wicaksana & Santosa, 2022; Aminah & 

Dewi, 2024; Batubara et al., 2024; Soeharso, 2024). Therefore, customer satisfaction is 

positioned as an intervening variable in the relationship between reputation, service quality, 

price perception, and repurchase intention. 

The preliminary survey conducted in this study further indicates the relevance of these 

factors. Among 30 Galeri 24 customers surveyed, 90.00% stated that price was a consideration 

in purchasing Galeri 24 precious metals, 86.67% considered reputation, and 93.33% considered 

service quality. These findings indicate that price, reputation, and service quality are perceived 

by customers as relevant considerations in their purchasing decisions. The preliminary findings 

therefore provide an initial basis for examining these three variables in relation to customer 

satisfaction and repurchase intention. 

However, previous empirical studies have produced inconsistent findings regarding the 

effects of service quality and price perception on customer satisfaction and repurchase 

intention. Yunardi and Tjahjaningsih (2023) found that service quality and price perception had 

positive and significant effects on customer satisfaction, whereas Abiyyu and Tjahjaningsih 

(2023) reported that price perception did not significantly affect customer satisfaction. Syahdina 

et al. (2025) found that service quality did not significantly affect customer satisfaction, while 

price perception had a significant effect. Wicaksana and Santosa (2022) also examined the 

relationship between service quality, price perception, customer satisfaction, and repurchase 

intention. In the specific context of Galeri 24, Ryanto et al. (2026) found that service quality 

influenced customer satisfaction. These differences suggest that the effects of reputation, 

service quality, and price perception may vary according to the characteristics of the product, 

customers, and research setting. 

Furthermore, research specifically examining reputation, service quality, and price 

perception simultaneously in relation to repurchase intention for Galeri 24 precious metals, with 

customer satisfaction as an intervening variable, remains limited. This is particularly relevant 

given the competitive condition of the precious metals market and the dominance of ANTAM 

in Galeri 24 Regional DKI Jakarta sales. Therefore, further empirical investigation is necessary 

to determine whether reputation, service quality, and price perception influence customer 

satisfaction and whether customer satisfaction subsequently contributes to customers’ 

repurchase intention. 

Based on these phenomena and the identified research gap, this study aims to analyze 

the effects of reputation, service quality, and price perception on customer satisfaction; examine 

the effect of customer satisfaction on repurchase intention; and investigate the indirect effects 

of reputation, service quality, and price perception on repurchase intention through customer 

satisfaction among customers of one Galeri 24 outlet in DKI Jakarta. The study is expected to 

contribute to the marketing management literature by providing empirical evidence regarding 

repurchase intention in the precious metals retail sector. Practically, the findings are expected 

to provide insights for Galeri 24 in developing strategies to strengthen its reputation, improve 

customer satisfaction, and encourage repeat purchases. 
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Source: Research Results 

Figure 1. Research Framework 

 

Based on the research framework, relevant theories, and previous empirical studies, the 

following hypotheses are formulated: H1: Reputation has a positive and significant effect on 

customer satisfaction. H2: Service quality has a positive and significant effect on customer 

satisfaction. H3: Price perception has a positive and significant effect on customer satisfaction. 

H4: Customer satisfaction has a positive and significant effect on repurchase intention for 

precious metals. H5: Reputation has a positive and significant effect on repurchase intention 

for precious metals through customer satisfaction as an intervening variable. H6: Service 

quality has a positive and significant effect on repurchase intention for precious metals through 

customer satisfaction as an intervening variable. H7: Price perception has a positive and 

significant effect on repurchase intention for precious metals through customer satisfaction as 

an intervening variable. 

 

METHOD 

This study employed a quantitative approach with a causal research design. The 

independent variables consisted of Reputation (X1), Service Quality (X2), and Price Perception 

(X3), while Customer Satisfaction (Z) served as the intervening variable and Repurchase 

Intention (Y) as the dependent variable. The study was conducted at one Galeri 24 outlet in 

DKI Jakarta, and data were collected from May to July 2026 through an online questionnaire. 

The population of this study consisted of customers who had previously purchased 

precious metal products at the selected Galeri 24 outlet. Since the exact population size was 

unknown, the study employed non-probability sampling with a purposive sampling approach. 

A total of 193 respondents participated in the study. The respondents were required to be at 

least 18 years old, have previously purchased Galeri 24 precious metal products, have made a 

purchase at the selected outlet, and have completed the questionnaire in its entirety. 

The research instrument employed a five-point Likert scale, ranging from 1 = strongly 

disagree to 5 = strongly agree. Reputation was measured through credibility, trust, corporate 

image/reliability, and responsibility. Service Quality was measured through tangibles, 

reliability, responsiveness, assurance, and empathy. Price Perception was measured through 

price–quality congruence, affordability, price competitiveness, and price–benefit congruence. 

Customer Satisfaction was measured through satisfaction with the product, satisfaction with the 

service, the extent to which the purchasing experience met expectations, and overall 

satisfaction. Repurchase Intention was measured through intention to repurchase, being the 
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primary choice, willingness to recommend, intention to seek information, and the tendency to 

choose Galeri 24 for future purchases. 

Data were analyzed using Structural Equation Modeling–Partial Least Squares (SEM-

PLS) with the assistance of SmartPLS 3. The evaluation of the outer model included convergent 

validity, discriminant validity, and reliability. Convergent validity was assessed using outer 

loadings and the Average Variance Extracted (AVE), while discriminant validity was assessed 

using the Fornell–Larcker criterion, cross-loadings, and the Heterotrait–Monotrait Ratio 

(HTMT). Reliability was assessed using Cronbach’s Alpha and Composite Reliability. The 

inner model was evaluated using R-square (R²), effect size (f²), and predictive relevance (Q²). 

Hypothesis testing was conducted using the bootstrapping procedure at a 5% significance level, 

with a T-statistic > 1.96 and a P-value < 0.05 used as the criteria for statistical significance. 

 

RESULTS AND DISCUSSION 

A total of 193 respondents who met the research criteria participated in this study. The 

respondents consisted of 115 females (60%) and 78 males (40%). The largest age group was 

respondents aged 20–29 years, comprising 76 respondents (39%). In terms of educational 

background, respondents with a bachelor's degree (S1) represented the largest group, with 111 

respondents (58%). Regarding occupation, the largest group was categorized as “others,” 

comprising 74 respondents (38%). The largest income group consisted of respondents with a 

monthly income of IDR 5,000,000–9,999,999, totaling 53 respondents (27%). Based on 

purchase frequency, the largest group consisted of respondents who had purchased precious 

metals 4–5 times, totaling 59 respondents (31%). 

 
Table 1. Dominant Characteristics of Respondents 

Characteristic Dominant Category n % 

Gender Female 115 60% 

Age 20-29 years 76 39% 

Education Bachelor's degree (S1) 111 58% 

Occupation Others 74 38% 

Monthly income Rp5,000,000-Rp9,999,999 53 27% 

Purchase frequency 4-5 times 59 31% 

Source: Research data 

 

Descriptively, respondents provided relatively positive assessments of all constructs. 

For reputation, the highest mean score was found for the indicator stating that Galeri 24 is 

known as a trustworthy precious metal seller, with a mean score of 4.77. For service quality, 

the highest mean score was found for the convenience of the outlet facilities, with a mean score 

of 4.66. For price perception, the highest mean score was found for the conformity of price with 

product quality, with a mean score of 4.35, while price affordability and price–benefit 

congruence each obtained a mean score of 3.99. For customer satisfaction, the highest mean 

score was found for overall satisfaction, with a mean score of 4.72. Meanwhile, for repurchase 

intention, the highest mean score was found for willingness to recommend Galeri 24, with a 

mean score of 4.84. 

 
Table 2. Measurement Model 

Construct Loading Range AVE Cronbach's Alpha CR (rho_c) 

Reputation 0.714-0.958 0.798 0.934 0.951 

Service Quality 0.757-0.960 0.768 0.922 0.942 

Price Perception 0.719-0.805 0.567 0.812 0.867 

Customer Satisfaction 0.795-0.885 0.730 0.908 0.931 
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Repurchase Intention 0.792-0.905 0.711 0.899 0.925 

Source: PLS Data Processing, 2026 

 

The results of the measurement model evaluation show that all indicators have outer 

loading values above 0.70. The lowest outer loading value was observed for REP4 at 0.714, 

while the highest was observed for KP1 at 0.960. All Average Variance Extracted (AVE) values 

were also above 0.50, with the highest value recorded for Reputation at 0.798 and the lowest 

for Price Perception at 0.567. These results indicate that all constructs meet the requirements 

for convergent validity. Furthermore, the Cronbach’s Alpha values ranged from 0.812 to 0.934, 

while the Composite Reliability values ranged from 0.867 to 0.951. Therefore, all constructs 

meet the required reliability criteria. 

 
Table 3. Discriminant Validity Based on HTMT 

Construct CS SQ RI PP REP 
Customer Satisfaction (CS) - 0.348 0.461 0.635 0.675 
Service Quality (SQ) 0.348 - 0.227 0.422 0.391 
Repurchase Intention (RI) 0.461 0.227 - 0.329 0.355 
Price Perception (PP) 0.635 0.422 0.329 - 0.741 
Reputation (REP) 0.675 0.391 0.355 0.741 - 

Source: PLS Data Processing, 2026 

 

Discriminant validity was also established. The diagonal values of the Fornell–Larcker 

criterion for each construct were higher than their correlations with other constructs, and all 

indicators showed the highest loading on their respective constructs. Furthermore, all HTMT 

values were below 0.90, with the highest value of 0.741 observed between Reputation and Price 

Perception. These results indicate that the constructs of Reputation, Service Quality, Price 

Perception, Customer Satisfaction, and Repurchase Intention are sufficiently distinct from one 

another. Therefore, the measurement model is considered adequate for further structural model 

analysis. 

 
Table 4. Structural Model 

Endogenous Construct R² Adjusted R² Q² 
Customer Satisfaction 0.443 0.434 0.297 
Repurchase Intention 0.184 0.180 0.124 

Source: PLS Data Processing, 2026 

 

The R² values indicate that Reputation, Service Quality, and Price Perception jointly 

explain 44.3% of the variance in Customer Satisfaction. Furthermore, Reputation, Service 

Quality, Price Perception, and Customer Satisfaction explain 18.4% of the variance in 

Repurchase Intention. The Q² values of 0.297 for Customer Satisfaction and 0.124 for 

Repurchase Intention, both greater than zero, indicate that the structural model has predictive 

relevance. 

In terms of effect size, the effect of Reputation on Customer Satisfaction has an f² value 

of 0.185, while the effect of Customer Satisfaction on Repurchase Intention has an f² value of 

0.226. Based on the interpretation used in this study, both values indicate a moderate effect. 

Meanwhile, the effect of Service Quality on Customer Satisfaction has an f² value of 0.010, 

while Price Perception has an f² value of 0.052, indicating relatively small effects. 

 
Table 5. Hypothesis Testing 

Hypothesis Path β T-statistic P-value Decision 
H1 Reputation → Customer Satisfaction 0.444 4.082 0.000 Accepted 
H2 Service Quality → Customer Satisfaction 0.081 1.551 0.121 Rejected 
H3 Price Perception → Customer Satisfaction 0.237 1.818 0.070 Rejected 
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H4 Customer Satisfaction → Repurchase 

Intention 
0.429 5.844 0.000 Accepted 

H5 Reputation → Satisfaction → Repurchase 

Intention 
0.190 3.442 0.001 Accepted 

H6 Service Quality → Satisfaction → Repurchase 

Intention 
0.035 1.461 0.145 Rejected 

H7 Price Perception → Satisfaction → 

Repurchase Intention 
0.102 1.672 0.095 Rejected 

Source: PLS Data Processing, 2026 
 

The Effect of Reputation on Customer Satisfaction. The results show that reputation has 

a positive and significant effect on customer satisfaction (β = 0.444; T = 4.082; P = 0.000). This 

finding indicates that the better the reputation perceived by customers, the higher their 

satisfaction with Galeri 24 precious metal products. This result is consistent with the perspective 

that reputation represents important information when consumers evaluate a company and 

develop identification and trust toward the company (Wolter et al., 2021). In the context of 

precious metals, customers require confidence in product authenticity and the credibility of the 

seller; therefore, reputation plays an important role in shaping customers’ post-purchase 

evaluations. This finding also supports Novita and Toar (2024), who reported a relationship 

between reputation and repurchase behavior. From a practical perspective, Galeri 24 needs to 

maintain its credibility, transparency of product information, and customer trust because these 

factors constitute important aspects of the purchasing experience. 

The Effect of Service Quality on Customer Satisfaction. Service quality has a positive 

but insignificant effect on customer satisfaction (β = 0.081; T = 1.551; P = 0.121). This finding 

differs from several previous studies that reported a significant effect of service quality on 

customer satisfaction, including the study conducted on Galeri 24 by Ryanto et al. (2026), as 

well as studies by Aminah and Dewi (2024) and Batubara et al. (2024). In the present study, 

respondents nevertheless provided relatively positive assessments of service quality, with 

indicator mean scores ranging from 4.48 to 4.66. However, a high descriptive assessment does 

not necessarily indicate a statistically significant structural effect. This finding may indicate 

that precious metal customers place greater emphasis on reputation, trust, and confidence in the 

product when evaluating their satisfaction. Therefore, although service quality should be 

maintained, improving customer satisfaction may not be sufficiently achieved through service 

quality alone. 

The Effect of Price Perception on Customer Satisfaction. Price perception has a positive 

but insignificant effect on customer satisfaction (β = 0.237; T = 1.818; P = 0.070). This finding 

indicates that the relationship between price perception and customer satisfaction is positive as 

hypothesized but does not reach the 5% significance level. This result is consistent with Abiyyu 

and Tjahjaningsih (2023), who found that price perception did not significantly affect customer 

satisfaction in their research context. However, it differs from the findings of Yunardi and 

Tjahjaningsih (2023), Amalia and Nurtiahiadi (2024), and Ginting and Hasibuan (2025), who 

reported a positive effect of price perception. In this study, respondents generally provided 

positive evaluations of price; however, the indicators of affordability and price–benefit 

congruence obtained relatively lower mean scores of 3.99. This finding suggests that customers 

evaluate price together with other factors, such as reputation and the overall purchasing 

experience. Therefore, price perception does not appear to be the primary determinant of 

customer satisfaction in this research context. 

The Effect of Customer Satisfaction on Repurchase Intention. Customer satisfaction has 

a positive and significant effect on repurchase intention (β = 0.429; T = 5.844; P = 0.000). This 

finding confirms that a satisfactory purchasing experience can increase customers’ intention to 

repurchase Galeri 24 precious metals. This result is consistent with Aminah and Dewi (2024), 

Batubara et al. (2024), and Soeharso (2024), who identified customer satisfaction as an 
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important factor in explaining repurchase intention. In the present study, the overall satisfaction 

indicator obtained a high mean score of 4.72, while repurchase intention was also positively 

assessed by respondents. Therefore, maintaining a purchasing experience that meets customer 

expectations is an important strategy for strengthening repurchase intention. 

The Effect of Reputation on Repurchase Intention through Customer Satisfaction. The 

indirect effect of reputation on repurchase intention through customer satisfaction is positive 

and significant (β = 0.190; T = 3.442; P = 0.001). This finding demonstrates that a favorable 

reputation can contribute to customer satisfaction, which subsequently increases repurchase 

intention. This result represents one of the main findings of the study because it demonstrates 

that reputation is not only associated with customers’ evaluation of the company but can also 

translate into post-purchase behavioral intentions through customer satisfaction. In the context 

of precious metals, confidence in the credibility of the company and the authenticity of its 

products may create a more reassuring purchasing experience, thereby increasing customers’ 

tendency to choose Galeri 24 again. 

The Effect of Service Quality on Repurchase Intention through Customer Satisfaction. 

The indirect effect of service quality on repurchase intention through customer satisfaction is 

not significant (β = 0.035; T = 1.461; P = 0.145). This finding indicates that although service 

quality has a positive direction of influence, the effect is not sufficiently strong to significantly 

contribute to customer satisfaction and subsequently encourage repurchase intention. This 

result differs from Batubara et al. (2024), who found a mediating role of customer satisfaction 

in the relationship between service quality and repurchase intention. This difference suggests 

that the role of service quality in encouraging repeat purchases may depend on product 

characteristics and customer characteristics. In the context of precious metals, customers may 

place greater emphasis on confidence in the company and the product than on the service 

experience alone. 

The Effect of Price Perception on Repurchase Intention through Customer Satisfaction. 

Price perception does not have a significant indirect effect on repurchase intention through 

customer satisfaction (β = 0.102; T = 1.672; P = 0.095). This finding indicates that although 

price perception has a positive direction of influence, it has not been statistically proven to 

increase customer satisfaction and subsequently encourage repurchase intention in the research 

context. This finding differs from Amalia and Nurtiahiadi (2024) and Ginting and Hasibuan 

(2025), who identified a role for price perception in repurchase behavior through customer 

satisfaction. The difference in findings may indicate that in precious metal purchases, customers 

consider factors beyond price, particularly reputation and confidence in the product. Therefore, 

although pricing strategies should remain transparent and competitive, price should not be the 

sole focus in efforts to maintain customers’ repurchase intention. 

 

CONCLUSION 

This study demonstrates that reputation has a positive and significant effect on customer 

satisfaction, whereas service quality and price perception do not have significant effects on 

customer satisfaction in the research context. Customer satisfaction has a positive and 

significant effect on repurchase intention. Furthermore, reputation has a positive and significant 

indirect effect on repurchase intention through customer satisfaction, while service quality and 

price perception do not have significant indirect effects through customer satisfaction. Thus, 

three of the seven hypotheses proposed in this study are supported. 

These findings imply that Galeri 24 should prioritize maintaining its reputation and 

customer trust as part of its marketing strategy, particularly by strengthening corporate 

credibility, customer confidence in product authenticity, and the provision of clear and 

transparent product information. Customer satisfaction should also be continuously maintained 

because it has been proven to contribute to repurchase intention. Although service quality and 

price information remain important aspects that should be improved, the findings indicate that 
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they do not constitute the primary pathways for generating repurchase intention through 

customer satisfaction in the research context. Future studies may expand the research scope to 

several Galeri 24 outlets, involve a larger number of respondents, and incorporate additional 

variables such as customer trust, promotion, product quality, customer value, or customer 

experience. 
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