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ABSTRACT 

	The increasing competition in the fuel industry has encouraged companies to strengthen their competitive advantage by improving brand image, product quality, pricing strategies, and service quality to maintain customer satisfaction and encourage repeat purchase intention. In Jakarta, the availability of various RON 92 fuel brands has influenced consumer behavior and increased the importance of understanding factors that shape customer preferences and loyalty. This study aims to examine the influence of brand image, product quality, price, and service quality on customer satisfaction and their impact on repeat purchase intention among RON 92 fuel consumers in Jakarta. This research employs a quantitative approach using a survey method. Data were collected from consumers of RON 92 fuel products in Jakarta through questionnaires and analyzed using Structural Equation Modeling (SEM). The research model evaluates the direct effects of brand image, product quality, price, and service quality on customer satisfaction, as well as the effect of customer satisfaction on repeat purchase intention. The findings of this study are expected to provide theoretical contributions to consumer behavior research, particularly in understanding the relationship between marketing factors, customer satisfaction, and repurchase behavior in the fuel industry. Furthermore, this study provides practical implications for fuel companies in developing effective marketing strategies, improving product performance, establishing appropriate pricing strategies, and enhancing service quality to increase customer satisfaction and encourage long-term customer retention.
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1. INTRODUCTION 
The rapid development of the automotive industry has increased the demand for fuel products with better specifications to support modern vehicle performance. One of the fuel categories that has gained attention is Research Octane Number (RON) 92 gasoline, which provides better combustion efficiency, reduces engine knocking risks, and supports cleaner combustion processes (Ayu, 2024). In Jakarta, the growth of vehicle ownership and high mobility levels have created intense competition among fuel providers. The availability of various fuel brands has influenced consumer behavior, as customers increasingly consider different factors before selecting fuel products.
Consumer purchasing behavior is influenced by various factors, including brand perception, product performance, price evaluation, and service experience. Consumer behavior involves the process of selecting, purchasing, using, and evaluating products based on individual expectations and experiences (Hoffmann & Akbar, 2023). In the marketing context, factors such as brand image, product quality, price, and service quality play an important role in shaping consumer satisfaction and future purchasing decisions (Naim, 2023).
Brand image represents consumers’ perceptions and associations toward a brand. A positive brand image can strengthen consumer trust, create favorable expectations, and increase satisfaction (Kotler et al 2022). Previous studies have confirmed that brand image has a positive influence on customer satisfaction because consumers tend to evaluate their experiences based on their perceptions of brand credibility and reputation (Kuswati et al 2021; Fonna et al., 2022). Furthermore, product quality influences satisfaction because products that provide reliable performance and meet consumer expectations are more likely to encourage positive evaluations and future purchasing behavior (Bhowmick & Seetharaman, 2023; Naini et al, 2022). In the fuel industry, product quality is associated with aspects such as engine protection, fuel efficiency, and combustion performance (Anuar Abdul Shukor et al., 2022).
Price perception is also an important factor in consumer evaluation. Consumers tend to feel satisfied when the price paid is considered appropriate with the benefits and quality received. Competitive and reasonable pricing can improve satisfaction and loyalty (Mariam et al., 2022; Nie & Bambang Sugiyanto, 2025). In addition, service quality contributes to customer experience through reliability, responsiveness, assurance, empathy, and tangible aspects, which influence satisfaction and loyalty toward a brand (Parasuraman in Karim, 2021); (Mahsyar & Surapati, 2020).
Customer satisfaction is a key determinant of repeat purchase intention. When consumers perceive that product or service performance meets or exceeds their expectations, they are more likely to repurchase and recommend the brand (Stauss & Seidel, 2019; Castillo & Del Río, 2023). However, previous studies have mostly examined these variables separately, creating limitations in understanding their simultaneous effects. Syafiq et al (2022) emphasized that integrated analysis provides a more comprehensive understanding of consumer behavior mechanisms.
Therefore, this study aims to examine the influence of brand image, product quality, price, and service quality on customer satisfaction and repeat purchase intention among RON 92 fuel consumers in Jakarta. This research contributes to consumer behavior literature and provides practical insights for fuel companies in developing strategies to improve customer satisfaction and retention.
2. LITERATURE REVIEW 
2.1 Brand Image
Brand image refers to consumers’ overall perceptions, beliefs, and associations regarding a particular brand. These perceptions are formed through information, previous experiences, and interactions with the products or services offered by the brand (Araújo et al., 2023; Manik, 2022; Marliawati & Cahyaningdyah, 2020). Brand image reflects how consumers evaluate a brand’s reputation, credibility, personality, and perceived quality. Therefore, it plays an important role in differentiating a company from its competitors and influencing consumer responses.
Kotler et al (2022) explain that brand image influences how consumers perceive a brand’s value, personality, and reputation. A positive and consistent brand image can increase consumer confidence, strengthen brand equity, and provide a competitive advantage. Brand image is generally reflected through the strength, favorability, and uniqueness of brand associations. When these associations are strongly embedded in consumers’ minds, the brand becomes easier to recognize, remember, and consider during purchasing decisions.
Previous studies have demonstrated that a positive brand image increases customer satisfaction and loyalty. Consumers who perceive a brand as reliable, attractive, and reputable are more likely to develop confidence in its products and services (Kuswati et al., 2021; Fonna et al., 2022). In the fuel industry, brand image is particularly important because consumers associate fuel brands with product reliability, corporate integrity, engine performance, and transaction security.
2.1.1 Brand Image and Customer Satisfaction
The relationship between brand image and customer satisfaction can be explained through the expectation–performance perspective. Brand image represents a promise communicated by a company and creates expectations in consumers’ minds. Customer satisfaction occurs when actual product or service performance meets or exceeds these expectations (Kotler et al., 2022). A favorable brand image may also positively influence how consumers interpret their product experiences, thereby increasing satisfaction.
Kuswati et al (2021) found that brand image has a positive and significant influence on customer satisfaction. A strong brand image increases consumer trust and creates positive expectations regarding product quality and service performance. Fonna et al (2022) similarly reported that brand reputation, credibility, and perceived quality contribute to higher levels of satisfaction and loyalty. Tahir et al (2024) further emphasized that a positive brand image can increase consumer confidence and strengthen the competitive position of a brand. Based on these theoretical and empirical findings, a positive perception of a fuel brand is expected to increase customer satisfaction.
Hypothesis 1 (H1): Brand image has a positive and significant influence on customer satisfaction.
2.2 Product Quality
Product quality refers to the ability of a product to perform its intended functions and satisfy consumer needs according to established standards. It includes functional performance, reliability, durability, conformity to specifications, and the overall benefits perceived by consumers (Bhowmick & Seetharaman, 2023; Naini et al., 2022; Ernest Grace et al., 2021). High-quality products are expected to provide consistent performance and reduce the risk of consumer dissatisfaction.
Product quality is a central factor in consumer evaluation because customers compare the performance they receive with the benefits promised by the company. Products that meet or exceed expectations are more likely to create positive experiences, increase satisfaction, and encourage continued consumption. Sambo et al (2022) demonstrated that consumer perceptions of product quality have a substantial role in determining satisfaction and loyalty.
In the fuel industry, product quality includes combustion performance, fuel efficiency, engine protection, cleanliness, reliability, and conformity with the stated octane specification. Anuar Abdul Shukor et al (2022) found that fuel quality contributes to customer evaluations and brand leadership in the fuel station industry. Fuel products that provide efficient combustion and support vehicle performance are more likely to be positively evaluated by consumers.
2.2.1 Product Quality and Customer Satisfaction
Product quality influences customer satisfaction because consumers expect products to deliver benefits that correspond with their needs and expectations. When a product performs reliably and provides the promised benefits, consumers are more likely to experience positive confirmation and satisfaction. Conversely, product failure or inconsistency may create dissatisfaction and encourage customers to switch to competing brands.
Gede et al (2020) explain that high-quality products are more likely to be selected because they provide better performance, reliability, and value. Sambo et al (2022) also found that product quality has a significant positive effect on customer satisfaction and may subsequently strengthen loyalty and repeat purchasing behavior. In the fuel station context, Anuar Abdul Shukor et al (2022) demonstrated that fuel quality, including engine protection, efficiency, and performance improvement, represents an important source of consumer value. Therefore, consumers who perceive RON 92 fuel as reliable and suitable for their vehicles are expected to experience greater satisfaction.
Hypothesis 2 (H2): Product quality has a positive and significant influence on customer satisfaction.

2.3 Price
Price refers to the amount of money or other value exchanged by consumers to obtain a product or service. It is not merely an economic sacrifice but also an indicator used by consumers to assess affordability, fairness, quality, and value (Prasilowati et al., 2021). Consumers generally evaluate whether the price paid is proportional to the benefits and performance received.
Price perception is particularly important in markets where consumers can easily compare competing brands. A price considered reasonable, affordable, and competitive can strengthen perceived value and increase satisfaction. Conversely, a price regarded as too high or inconsistent with product quality may reduce satisfaction and encourage brand-switching behavior. Relevant dimensions of price include affordability, price competitiveness, compatibility with product quality, and compatibility with the benefits received (Haryanto & Sitio, 2020).
Mariam et al (2022) explain that customer satisfaction increases when consumers perceive a balance between price and value. In the fuel industry, consumers routinely observe price differences among brands and assess whether these differences are justified by product performance, facilities, and service quality. Thus, perceived price fairness represents an important consideration in the selection of RON 92 fuel.



2.3.1 Price and Customer Satisfaction
The relationship between price and customer satisfaction is based on the consumer’s evaluation of value. Consumers tend to feel satisfied when the monetary sacrifice required to purchase a product is considered proportional to the quality and benefits received. Competitive prices may also create a perception that consumers have made an appropriate and economically beneficial decision.
Mariam et al (2022) found that affordable and competitive prices positively affect customer satisfaction, particularly when consumers perceive that the product delivers adequate value.  Haryanto and Sitio (2020)similarly explain that price fairness and compatibility between price and product quality influence satisfaction and loyalty. In the fuel station sector, Nie and Bambang Sugiyanto (2025) found that favorable price perceptions contribute to customer satisfaction and business performance. Therefore, when RON 92 consumers perceive that fuel prices are fair, competitive, and consistent with the quality received, their level of satisfaction is expected to increase.

Hypothesis 3 (H3): Price has a positive and significant influence on customer satisfaction.

2.4 Price
Service quality refers to a company’s ability to provide services that meet or exceed customer expectations. It results from consumers’ comparison between the service they expect and the service they actually receive (Mahsyar & Surapati, 2020; Ali et al., 2021). Service quality is commonly evaluated through five SERVQUAL dimensions: tangibles, reliability, responsiveness, assurance, and empathy (Parasuraman in Karim, 2021).
Tangibles refer to the physical appearance of facilities, equipment, and employees. Reliability concerns the company’s ability to deliver services accurately and consistently. Responsiveness represents employees’ willingness and readiness to assist customers. Assurance relates to employee competence, courtesy, and the ability to create trust and security. Empathy refers to individualized attention and an understanding of customer needs.
Within fuel stations, service quality may be reflected in transaction speed, staff responsiveness, accuracy in fuel dispensing and payment, cleanliness, employee courtesy, safety, and the availability of supporting facilities. Karim (2021) explains that the quality of fuel station services influences satisfaction and consumer loyalty. A pleasant and reliable service experience can make customers feel valued and encourage them to revisit the same fuel station.

2.4.1 Service Quality and Customer Satisfaction
Service quality has a direct relationship with customer satisfaction because consumers evaluate not only the core product but also the experience surrounding its purchase and consumption. Prompt, accurate, friendly, and reliable services increase the likelihood that consumer expectations will be fulfilled. In contrast, slow transactions, poor employee attitudes, or inadequate facilities may decrease satisfaction.
Mahsyar and Surapati (2020) found that responsive, friendly, and efficient services positively influence customer satisfaction and future behavioral intentions. Ali et al (2021) similarly demonstrated that service quality increases customer trust, satisfaction, and loyalty. Research in the fuel station context also indicates that positive service experiences improve satisfaction and support long-term customer retention. Abiodun Aminu (2022) found that service quality significantly influences satisfaction at fuel stations and contributes to consumer retention together with brand image and trust. These findings suggest that improvements in the service provided by fuel stations will increase customer satisfaction.
Hypothesis 4 (H4): Service quality has a positive and significant influence on customer satisfaction.


2.5 Customer Satisfaction
Customer satisfaction is an emotional and cognitive evaluation resulting from the comparison between consumers’ initial expectations and the actual performance of a product or service. Satisfaction occurs when performance meets or exceeds expectations, while dissatisfaction arises when performance falls below expectations (Stauss & Seidel, 2019). Customer satisfaction is therefore an important outcome of consumer experiences and a major determinant of future behavior.
Bello et al (2021) define customer satisfaction as an emotional response arising from consumers’ assessment of their experiences with products or services. (Castillo & Del Río, 2023; Hadiantini & Hendrayati, 2021) emphasize that satisfaction is essential for developing loyalty, positive recommendations, and continued purchasing behavior. Relevant indicators include the conformity of performance with expectations, willingness to repurchase, and willingness to recommend the product to others (Rufaidah, 2022).
In the context of RON 92 fuel, satisfaction reflects consumers’ overall evaluation of fuel performance, brand credibility, price fairness, and the services provided by fuel stations. A satisfactory experience may reduce consumers’ motivation to search for alternative brands and strengthen their intention to continue purchasing the same fuel product.
2.5.1 Customer Satisfaction and Repeat Purchase Intention
According to Kotler et al (2022) satisfaction creates positive post-purchase responses. Consumers whose expectations are fulfilled are more likely to repurchase the same product, remain loyal, and provide positive recommendations. Satisfaction reduces uncertainty and perceived risk because consumers already possess favorable experience with the product or brand.
Miao et al (2022) found a significant relationship between customer satisfaction and repeat purchase intention, indicating that satisfied consumers have a stronger tendency to repeat previous purchasing decisions. Satisfaction provides confidence that the product will continue to offer the desired value and performance. Similarly, consumers who experience satisfaction are less likely to switch to competing brands, particularly when the current product consistently fulfills their needs. Thus, customer satisfaction is expected to encourage RON 92 consumers to continue purchasing fuel from the same brand. 
Hypothesis 5 (H5): Customer satisfaction has a positive and significant influence on repeat purchase intention.

2.6 Repeat Purchase Intention
Repeat purchase intention refers to a consumer’s willingness and planned tendency to purchase the same product or brand again based on previous consumption experiences. It represents an important post-purchase behavioral outcome and an indication of customer retention and loyalty (Hoffmann & Akbar, 2023; Solomon & Russell, 2024). Consumers are more likely to develop repeat purchase intention when they perceive that their previous purchases provided satisfactory quality, value, and experience.
Phan Tan and Le (2023) explain that repeat purchase intention is shaped by consumers’ previous assessments of price, quality, and perceived value. Jakaparn Anurit et al (2023) similarly define it as the likelihood that consumers will purchase a product or service from a previously used brand under similar future conditions. Wijarnoko et al (2023) identify satisfaction, trust, perceived value, price, and service quality as major factors influencing such intention.
Repeat purchase intention can be reflected through transactional intention, referential intention, preferential intention, and exploratory intention. Transactional intention concerns the willingness to purchase the product again, while referential intention represents the willingness to recommend it. Preferential intention reflects the tendency to prioritize a particular brand over competitors, whereas exploratory intention concerns the willingness to seek additional information about the preferred brand (Duary et al., 2023; Syahirah & Kusumawati, 2024).

Based on the proposed relationships, this study positions customer satisfaction as the immediate antecedent of repeat purchase intention. Brand image, product quality, price, and service quality are expected to strengthen customer satisfaction, which subsequently encourages consumers to continue purchasing RON 92 fuel from their preferred brands.

2.7 Brand Image and Repeat Purchase Intention Through Customer Satisfaction
A positive brand image can encourage repeat purchase intention by first increasing customer satisfaction. Consumers tend to form expectations based on a brand’s reputation, credibility, and perceived reliability. When their actual experience is consistent with these expectations, satisfaction increases and strengthens their willingness to continue purchasing the same brand. Therefore, customer satisfaction functions as an important mechanism that connects consumers’ perceptions of a brand with their future purchasing behavior.
Putri and Yasa (2022) found that brand image positively influenced repurchase intention through customer satisfaction among customers of Kopi Kulo in Denpasar. Their findings indicated that a favorable brand image improves customer satisfaction, which subsequently increases consumers’ intention to repurchase. Irpan (2025) similarly demonstrated that brand image had an indirect influence on repurchase intention through customer satisfaction. Furthermore, Lucky et al (2023) found that customer satisfaction mediated the relationship between brand image and repeat purchase intention among Transmart MX Mall consumers. These findings indicate that a positive brand image needs to be supported by satisfactory consumer experiences to generate repeat purchasing behavior.
Hypothesis 6 (H6): Brand image has a positive indirect influence on repeat purchase intention through customer satisfaction.

2.8 Product Quality and Repeat Purchase Intention Through Customer Satisfaction
Product quality can influence repeat purchase intention indirectly through customer satisfaction. Consumers evaluate a product based on its performance, reliability, consistency, and ability to fulfil their needs. When product quality meets or exceeds expectations, customers are more likely to feel satisfied. This satisfaction subsequently creates confidence in the product and increases the likelihood of future purchases.
Ketut Joni and Ni Wayan Sri (2022) demonstrated that customer satisfaction partially mediated the influence of product quality on repeat purchase intention among Pocari Sweat consumers in Denpasar. Their study showed that better perceived product quality increased satisfaction and subsequently encouraged consumers to purchase the product again. Sukaeri et al (2023) also found that product quality indirectly influenced repeat purchase intention through customer satisfaction. Similarly, Reggiana and Hermina (2025) reported that customer satisfaction fully mediated the relationship between product quality and repeat purchase intention among Shopeasytools users. These studies confirm that product quality may not only directly affect consumer evaluations but also create repeat purchase intention through the satisfaction generated by a positive product experience.
Hypothesis 7 (H7): Product quality has a positive indirect influence on repeat purchase intention through customer satisfaction.

2.9 Price and Repeat Purchase Intention Through Customer Satisfaction
Price may influence repeat purchase intention through consumers’ satisfaction with the value received. Consumers generally compare the monetary sacrifice required to obtain a product with its quality, benefits, and performance. When the price is considered affordable, competitive, and appropriate for the value delivered, consumers are more likely to feel satisfied. This positive evaluation can subsequently encourage them to continue purchasing the same product or brand.
In the context of fuel products, consumers may tolerate price differences among RON 92 brands when those differences are supported by better product quality, service, and overall value. Conversely, a price perceived as unfair or inconsistent with the benefits received can lower satisfaction and encourage brand switching. Previous findings in the thesis show that perceived price and customer satisfaction jointly contribute to repeat purchase intention. The mediating role of satisfaction indicates that a suitable price strengthens consumers’ perception of value, which then encourages continued purchasing behavior.
Hypothesis 8 (H8): Price has a positive indirect influence on repeat purchase intention through customer satisfaction.

2.10 Service Quality and Repeat Purchase Intention Through Customer Satisfaction
Service quality can indirectly influence repeat purchase intention by creating a satisfactory customer experience. Reliable, responsive, secure, and courteous service helps customers complete transactions conveniently and reinforces their confidence in the company. When consumers feel that employees understand their needs and provide efficient service, they are more likely to feel satisfied and return to the same provider.
Putri and Setiawati (2021) found that customer satisfaction mediated the influence of service quality on repeat purchase intention among Bukalapak users. Their findings demonstrated that high-quality electronic services improved satisfaction, which subsequently encouraged customers to make repeat purchases. Chandra et al (2022) similarly found that reliable, responsive, and user-oriented service positively influenced repurchase intention through customer satisfaction among Shopee customers in Jakarta. Zaelani and Adialita (2024) also confirmed that customer satisfaction mediated the relationship between service quality and repeat purchase intention among Tokopedia users. These findings suggest that service quality encourages continued purchasing primarily when it produces a satisfying customer experience.
Hypothesis 9 (H9): Service quality has a positive indirect influence on repeat purchase intention through customer satisfaction.

3. METHODS 
This study employed a quantitative approach with descriptive and associative methods to examine the relationships among brand image, product quality, price, service quality, customer satisfaction, and repeat purchase intention among RON 92 fuel consumers in Jakarta. Data were collected from 220 respondents using purposive sampling through an online questionnaire distributed via Google Forms. Respondents were at least 17 years old and had purchased RON 92 fuel in Jakarta within the previous six months. The questionnaire used a four-point Likert scale. Data were analyzed using SPSS and AMOS 29. Validity was assessed through EFA and CFA, while reliability was evaluated using Cronbach’s Alpha and Composite Reliability. Structural Equation Modeling (SEM) was used to test direct, indirect, and mediating relationships among the research variables..

3.1 Design Study
The study was designed using a quantitative framework to examine the direct and indirect relationships among the research variables. Brand image, product quality, price, and service quality were treated as independent variables, customer satisfaction as the intervening variable, and repeat purchase intention as the dependent variable. The research focused on RON 92 fuel consumers in Jakarta who had purchasing experience within the previous six months. Measurement items for each construct were adapted from established previous studies and adjusted to the fuel consumption context. The questionnaire also included respondents’ demographic characteristics and purchasing experiences. This design enabled the study to evaluate how marketing-related factors influence customer satisfaction and subsequently encourage repeat purchase intention among RON 92 fuel consumers in Jakarta.

3.2 Data Analysis
Data analysis was conducted using SPSS and AMOS 29 through several systematic stages. First, Common Method Bias (CMB) was assessed using Harman’s Single Factor Test through Principal Component Analysis, with the first factor required to explain less than 50% of the total variance (Kock et al., 2021; Howard et al., 2024). Validity was then evaluated using Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA). Indicators were considered acceptable when factor loadings exceeded 0.40 in EFA and 0.50 in CFA. Convergent validity was assessed using Average Variance Extracted (AVE) with a minimum threshold of 0.50, while reliability was evaluated using Cronbach’s Alpha and Composite Reliability (CR), both requiring values of at least 0.70.
Structural Equation Modeling (SEM) was subsequently performed using AMOS 29 to examine the direct and indirect relationships among brand image, product quality, price, service quality, customer satisfaction, and repeat purchase intention. Model adequacy was evaluated using Probability, CMIN/DF, GFI, AGFI, CFI, TLI, NFI, IFI, RMSEA, and RMR goodness-of-fit indices. Hypothesis testing was based on regression weights, where relationships were considered statistically significant when the Critical Ratio (C.R.) was ≥ 1.967 and the probability value was ≤ 0.05. The analysis also examined the mediating role of customer satisfaction in the relationships between the four independent variables and repeat purchase intention.
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Figure 1. Theoretical Framework
Description:
H1: brand image memiliki pengaruh positif terhadap customer satisfaction
H2: product quality memiliki pengaruh positif terhadap customer satisfaction
H3: price memiliki pengaruh positif terhadap customer satisfaction 
H4: service quality memiliki pengaruh positif terhadap customer satisfaction
H5: customer satisfaction memiliki pengaruh positif terhadap repeat purchase intention
H6: brand image memiliki pengaruh tidak langsung terhadap repeat purchase intention melalui customer satisfaction
H7: product quality memiliki pengaruh tidak langsung terhadap repeat purchase intention melalui customer satisfaction
H8: price memiliki pengaruh tidak langsung terhadap repeat purchase intention melalui customer satisfaction
H9: service quality memiliki pengaruh tidak langsung terhadap repeat purchase intention melalui customer satisfaction

4. Result
Based on the results of collecting online questionnaires from 220 respondents, the following data was found.
Table 1.  Respondent And Demographic Profile
	
	Frequency
	Total
	Percentage

	Gender

	Female
	55
	25%

	
	Male
	165
	75%

	Age

	17-20
	39
	17,73%

	
	21-30
	96
	43,64%

	
	31-40
	56
	25,45%

	
	41-50
	20
	9,09%

	
	>50
	9
	4,09%

	Last Education

	< High School
	2
	0,91%

	
	High School
	38
	17,27%

	
	Diploma
	34
	15,45%

	
	Bachelor's Degree
	134
	60,91%

	
	Master's Degree
	12
	5,45%

	Employment Status
	Unemployed
	39
	17,73%

	
	Employed
	177
	80,45%

	
	Owns Business
	4
	1,82%

	Marital Status
	Single
	75
	34,09%

	
	Married
	144
	65,45%

	
	Separated/Divorced
	0
	0%

	
	Widowed
	1
	0,45%


 
After collecting the responses. the researcher will conduct validity and reliability tests. The following are the results.
Table 2. Validity and Reliability Test Result
	Indicator
	Result
	Explantion
	
	Reliability
(Cronbach’s Alpha)

	BI2
	The RON 92 fuel brand I use is known for having good quality.
	0.842
	Valid
	
	0.755

	BI3
	The RON 92 fuel brand I use has advantages that other brands do not have.
	0.828
	Valid
	
	

	BI1
	The RON 92 fuel brand I use has a modern and trustworthy image.
	0.787
	Valid
	
	

	PQ2
	The RON 92 fuel I use makes my vehicle engine feel smoother and more fuel-efficient during use.
	0.828
	Valid
	
	0.859

	PQ1
	The RON 92 fuel I use improves my vehicle performance.
	0.816
	Valid
	
	

	PQ3
	The RON 92 fuel brand I use has consistent quality every time I refuel.
	0.804
	Valid
	
	

	PQ5
	The RON 92 fuel I use consistently supports my vehicle performance.
	0.784
	Valid
	
	

	PQ4
	The RON 92 fuel I use feels more economical compared with other RON 92 fuels I have used.
	0.770
	Valid
	
	

	P1
	The price of the RON 92 fuel I use is affordable for me.
	0.852
	Valid
	
	0.795

	P3
	The price of the RON 92 fuel I use is competitive compared with other RON 92 fuel brands.
	0.845
	Valid
	
	

	P2
	The price of the RON 92 fuel I use is appropriate with the quality I receive.
	0.823
	Valid
	
	

	SQ5
	Fuel station employees serve me politely and understand my vehicle needs.
	0.809
	Valid
	
	0.830

	SQ1
	The fuel station where I purchase RON 92 fuel has good, neat, and comfortable facilities.
	0.805
	Valid
	
	

	SQ4
	I trust that fuel station employees provide professional services.
	0.800
	Valid
	
	

	SQ2
	The RON 92 fuel refueling process at the fuel station is fast and uncomplicated.
	0.783
	Valid
	
	

	SQ3
	Fuel station employees serve me quickly.
	0.780
	Valid
	
	

	CS2
	The performance of this RON 92 fuel brand meets my needs as expected.
	0.809
	Valid
	
	0.693

	CS3
	I am satisfied with this RON 92 fuel brand.
	0.797
	Valid
	
	

	CS1
	I do not regret using this RON 92 fuel brand.
	0.754
	Valid
	
	

	RPI3
	I tend to continue choosing this RON 92 fuel brand even when other brands are available.
	0.833
	
	
	0.752

	RPI1
	If I need RON 92 fuel, I tend to purchase this brand again in the future.
	0.825
	Valid
	
	

	RPI2
	If someone close to me needs a recommendation, I will recommend this RON 92 fuel brand.
	0.795
	Valid
	
	


 
Table 2 presents the results of the validity and reliability tests for each research indicator. The findings show that all indicators achieved factor loading values above the minimum threshold of 0.50, indicating that all measurement items are valid and adequately represent their respective constructs. The reliability test was assessed using Cronbach’s Alpha, with a minimum acceptable value of 0.60. The results demonstrate that all constructs exceeded the recommended threshold, confirming satisfactory internal consistency and reliability of the measurement instruments.

Table 3. Recapitulation of Goodness of Fit Index Analysis Results
	Goodness of Fit Index
	Value
	Cut off Value
	Decision Criteria

	DF
	194
	>0
	Over Identified

	Probability
	0,159
	≥0,05
	Good Fit

	CMIN/DF
	1,101
	< 2
	Good Fit

	GFI
	0,920
	≥ 0,90
	Good Fit

	AGFI
	0,895
	≥ 0,90
	Poor Fit

	CFI
	0,988
	≥ 0,90
	Good Fit

	TLI atau NNFI
	0,986
	≥ 0,90
	Good Fit

	NFI
	0,885
	≥ 0,90
	Poor Fit

	IFI
	0,988
	≥ 0,90
	Good Fit

	RMSEA
	0,021
	≤ 0,08
	Good Fit

	RMR
	0,036
	≤ 0,05
	Good Fit



Table 3 presents the results of the goodness-of-fit analysis for the proposed research model. The results indicate that the model demonstrates an overall acceptable fit to the observed data. The Probability value of 0.159 exceeds the minimum criterion of 0.05, while the CMIN/DF value of 1.101 is below the recommended threshold of 2.00, indicating a good model fit. The GFI, CFI, TLI, and IFI values are 0.920, 0.988, 0.986, and 0.988, respectively, all exceeding the minimum criterion of 0.90. Furthermore, the RMSEA value of 0.021 and RMR value of 0.036 are below the maximum acceptable thresholds of 0.08 and 0.05, respectively, indicating a good fit. Although the AGFI (0.895) and NFI (0.885) values are slightly below the recommended threshold of 0.90 and are categorized as poor fit, the majority of goodness-of-fit indices demonstrate satisfactory model fit. Therefore, the proposed structural model can be considered adequate and suitable for further hypothesis testing.
Figure 2. Research Model Hypotheses Tested
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Following the completion of the Structural Equation Modeling (SEM) analysis using AMOS, the results of the hypothesis testing are presented in the following table. The table summarizes the relationships and path coefficients among the variables included in the proposed research model, providing an overview of the statistical effects and associations used to evaluate the proposed hypotheses.
Table 4. Recapitulation of Hypotheses Tested
	Hypothesis
	Variabel
	Estimate
	S.E.
	C.R.
	P
	Label

	H1
	Brand Image
 Customer Satisfaction
	,310
	,066
	3,629
	***
	Diterima

	H2
	Product Quality
 Customer Satisfaction
	,281
	,066
	3,423
	***
	Diterima

	H3
	Price
 Customer Satisfaction
	,355
	,066
	4,141
	***
	Diterima

	H4
	Service Quality
 Customer Satiscation
	,381
	,087
	4,323
	***
	Diterima

	H5
	Customer Satisfaction
 Repeat Purchase Intention
	,693
	,143
	5,626
	***
	Diterima



The hypothesis testing was conducted using Structural Equation Modeling (SEM) with AMOS version 29. The results show that brand image, product quality, price, and service quality each have a positive and significant effect on customer satisfaction, with Critical Ratio (C.R.) values of 3.629, 3.423, 4.141, and 4.323, respectively, and significance values of p < 0.001. Furthermore, customer satisfaction has a positive and significant effect on repeat purchase intention, with an estimate of 0.693, a C.R. value of 5.626, and p < 0.001. Therefore, H1, H2, H3, H4, and H5 are accepted, indicating that all proposed direct-effect hypotheses are statistically supported. 
5. DISCUSSION 
	The results of hypothesis testing using Structural Equation Modeling (SEM) with AMOS 29 provided strong statistical support for the proposed relationships among brand image, product quality, price, service quality, customer satisfaction, and repeat purchase intention. The testing revealed that Brand Image significantly influences Customer Satisfaction (Estimate = 0.310, C.R. = 3.629, p < 0.001), while Product Quality also has a positive and significant effect on Customer Satisfaction (Estimate = 0.281, C.R. = 3.423, p < 0.001). Similarly, Price significantly affects Customer Satisfaction (Estimate = 0.355, C.R. = 4.141, p < 0.001), and Service Quality demonstrates a positive and significant influence on Customer Satisfaction (Estimate = 0.381, C.R. = 4.323, p < 0.001). These findings indicate that positive perceptions of brand image, consistent product quality, appropriate pricing, and satisfactory service experiences contribute to higher levels of customer satisfaction among RON 92 fuel consumers in Jakarta. Among the four independent variables, Service Quality demonstrated the strongest influence on Customer Satisfaction, highlighting the importance of service experiences in shaping consumers’ overall evaluations of RON 92 fuel brands.
	Furthermore, Customer Satisfaction was found to have a positive and significant effect on Repeat Purchase Intention (Estimate = 0.693, C.R. = 5.626, p < 0.001), indicating that satisfied consumers are more likely to repurchase the same RON 92 fuel brand in the future. The mediation analysis further demonstrated that Customer Satisfaction significantly mediates the relationships between the independent variables and Repeat Purchase Intention. The indirect effects were 0.215 for Brand Image, 0.194 for Product Quality, 0.246 for Price, and 0.264 for Service Quality. These findings indicate that positive evaluations of brand image, product quality, price, and service quality can strengthen repeat purchase intention through the satisfaction experienced by consumers. Service Quality produced the strongest indirect effect, followed by Price, Brand Image, and Product Quality, emphasizing that a satisfying overall service experience is particularly important in encouraging consumers to continue purchasing RON 92 fuel.
6. CONCLUSION 
The influence of brand image, product quality, price, and service quality on RON 92 fuel consumers demonstrates substantial effects on customer satisfaction and repeat purchase intention in Jakarta. The results indicate that brand image significantly enhances customer satisfaction with a Critical Ratio (C.R.) of 3.629, suggesting that a positive perception of the fuel brand strengthens consumer confidence and satisfaction. Product quality also has a significant positive influence on customer satisfaction (C.R. = 3.423), indicating that consistent fuel performance, efficiency, and suitability for consumers’ vehicles contribute to a more satisfactory experience. Price significantly affects customer satisfaction (C.R. = 4.141), demonstrating that consumers are more satisfied when the price is perceived as affordable, competitive, and appropriate to the quality and benefits received.
Service quality plays a particularly important role, showing the strongest positive influence on customer satisfaction among the four independent variables, with a C.R. of 4.323. This finding highlights that responsive, reliable, professional, and comfortable services at fuel stations substantially enhance the overall consumer experience. Furthermore, customer satisfaction significantly influences repeat purchase intention, with a C.R. of 5.626, indicating that satisfied consumers are more likely to repurchase the same RON 92 fuel brand and maintain their preference in the future. The mediation analysis further confirms that customer satisfaction significantly mediates the relationships between brand image, product quality, price, and service quality and repeat purchase intention. The indirect effects were 0.215 for brand image, 0.194 for product quality, 0.246 for price, and 0.264 for service quality. These findings highlight the central role of customer satisfaction in transforming positive perceptions of fuel brands, product quality, price, and service experience into repeat purchase intention. Overall, the findings suggest that fuel companies should prioritize service quality while maintaining competitive pricing, a strong brand image, and consistent product quality to strengthen customer satisfaction and encourage repeat purchases among RON 92 fuel consumers in Jakarta.


7. Implication
Based on the findings of this study, several areas have been identified that require attention and improvement to enhance customer satisfaction and encourage repeat purchase intention. The following implications and recommended actions are proposed based on the research findings:

7.1 Theoritical
This study provides a theoretical contribution to consumer behavior and marketing literature by integrating brand image, product quality, price, and service quality into a comprehensive model of customer satisfaction and repeat purchase intention in the RON 92 fuel industry. The findings confirm that all four factors significantly influence customer satisfaction, while customer satisfaction strongly contributes to repeat purchase intention. Furthermore, the significant indirect effects demonstrate that customer satisfaction serves as an important mediating mechanism through which brand-related, product-related, price-related, and service-related evaluations influence consumers’ future purchasing behavior. These findings extend previous research that has generally examined these variables separately and provide a more comprehensive understanding of consumer decision-making in a highly competitive fuel market. The results also highlight the importance of examining both direct and indirect relationships to explain how consumer evaluations are transformed into repeat purchase intentions.

7.2  Practical
From a practical perspective, the findings suggest that RON 92 fuel companies should prioritize customer satisfaction as a central component of their marketing and operational strategies because customer satisfaction demonstrated a strong influence on repeat purchase intention (Estimate = 0.693). Among the antecedent variables, service quality had the strongest effect on customer satisfaction (Estimate = 0.381), followed by price (0.355), brand image (0.310), and product quality (0.281). Therefore, companies should improve service quality through faster and more efficient refueling processes, responsive and professional staff, comfortable facilities, well-organized queues, and broader digital payment options. Companies should also maintain prices that are perceived as fair and competitive relative to product quality and benefits received. In addition, strengthening brand image through consistent communication, transparency, and reliable product performance is important for maintaining consumer trust. Product quality should be maintained through consistent fuel performance and information that clearly communicates its benefits to consumers. Finally, loyalty programs and supporting facilities can be developed to strengthen customer relationships and encourage repeat purchasing.

8. Limititation 
This study has several limitations that should be considered when interpreting the findings. First, the study was limited to consumers who had purchased or used RON 92 fuel in Jakarta, which may limit the generalizability of the findings to consumers in other regions or users of other fuel types. Second, the study focused on four RON 92 fuel brands, namely PT, SH, BP, and VV, and examined consumer perceptions rather than the internal strategies and operational factors of the respective companies. Third, the research model was limited to brand image, product quality, price, and service quality as independent variables, customer satisfaction as an intervening variable, and repeat purchase intention as the dependent variable. Consequently, other factors that may influence consumer satisfaction and repeat purchase intention were not examined. Future studies are therefore encouraged to expand the geographical scope, include other fuel categories and brands, and incorporate additional relevant variables to provide a more comprehensive understanding of consumer behavior in the fuel industry.
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