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Abstract: This study aims to identidy and examine how people’s views on product quality and brand 

image affect their decision to buy Shell fuel in Surabaya City. The study fecoses on three key areas: 

first, how both product quality perception and brand image together influence purchase decisions; 

second, how product quality perception alone impacts purchase decisions; and third, how brand image 

alone affects purchase decisions. The group of people studied are those who buy and use Shell fuel in 

Surabaya. To select participants, a non-probability sampling method was used, with the criteria that 

respondents must be at least 17 years old, live in Surabaya, and have purchased Shell fuel. After dis-

tributing questionnaires, 100 people met these criteria. The data was analyzed using Partial Least 

Squares-Structural Equation Modelling (PLS-SEM) with SmartPLS 3.0 software. The findings show 

that both product quality perception and brand image together have a significant effect on purchase 

decisions. Individually, product quality perception has a positive and significant impact on purchase 

decisions, and brand image also shows a positive and significant effect. These results suggest that im-

proving product quality and enhancing brand image can help Shell increase consumer purchase deci-

sions in Surabaya. 

Keywords: Brand Image; Partial Least Squares; Product Quality Perception; Purchase Decision; Shell 

Fuel Consumers.  

 

1. Introduction 

Fuel consumption has dramatically increased in Indonesia due to the transportation sec-
tor’s rapid development over the past few decades. The nation’s energy demand has increased 
due to an increase in motor vehicle ownership, public mobility, and transportation infrastuc-
ture. In addiciton to reflecting the contemporary mobility patterns of Indonesian society, 
transport today forms the foundation of the country’s economy, trade, distribution, and tour-
ism (Edy Soesanto et al., 2025).  

According to a 2024 data by the Indonesian National Police Traffic Corps (Korlantas 
Polri), there were over 164 million motor vehicles in the nation, of which 137,3 million, or 
83,6%, were motorbikes. The 5-7% annual car growth rate, which surpasses the capacity of 
the existing infrastructure, strengthens the nation’s reliance on petroleum (Zahari & McLel-
lan, 2024). 

Polls show that 70% of respondents commute by motorbike on a daily basis. Addition-
ally, 72% of respondents prefer private vehicles because public transport is less reliable and 
effective, according to statistics from Statistics Indonesia (BPS) (Jakpat, 2024). Fuel is now 
more than just a source of energy; it is an essential commodity that drives the nation’s econ-
omy (Edy Soesanto et al., 2025). 
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Because of its extensive distribution network and reasonable rates, Pertamina continues 
to have a commanding 95-96% market share (Muliawati, 2025). However, multinational com-
panies like shell, BP, and Vivo are rapidly increasing their market share. According to the 
2024 Top Brand Award, Pertamax has the greatest Top Brand Index (74,5%), followed by 
the Shell Super (10,0%). Shell shows a positive trend, particulary in the premium urban con-
sumer segment. 

Shelll’s limiteld numbelr of filling staltions alnd ofteln higelr costs in compalrison to Pelrtalmi-
nal alrel issuels. Shelll usels its globall bralnd imalgel alnd pelrceliveld product quallity to dralw cus-
tomelrs in ordelr to relmeldy this. Whilel bralnd imalgel is linkeld to al compalny’s relputaltion, con-
sistelncy in selrvicel, alnd supelrior valluel of its products, product quallity includels velhiclel 
pelrformalncel, fuell elfficielncy, alnd elnginel delpelndalbility (Kelllelr & Swalminalthaln, 2020). 

Selvelrall studiels delmostraltel thel importalncel of thelsel componelnts. Whilel Relbuallos elt all. 
(2024) discovelreld thalt pelrceliveld quallity wals al significalnt preldictor of fuell purchalsing delci-
sions, Kelllelr alnd Swalminalthaln undelrlineld thalt al strong bralnd imalgel supports prelmium pric-
ing talctics alnd hellps prelselrvel malrkelt shalrel (Kelllelr & Swalminalthaln, 2020). Howelvelr, relselalrch 
on how pelrceliveld product quallity alnd bralnd imalgel alffelct fuell purchalsing delcisions in Sural-

balyal is still lalcking duel to Pelrtalminal’s malrkelt dominalncel alnd intelnsel pricel compeltition 
(Mulialwalti, 2025). Thelrelforel, thel goall of this study is to invelstigaltel how Suralbalyal customelrs’ 
delcisions to purchalsel Shelll fuell products alrel influelnceld by bralnd pelrcelption alnd pelrceliveld 
product quallity. 

2. Theoretical Studies 

Consumer Behavior Theory 

Consumelr belhalviour is thel study if how individualls, groups, or orgalnisaltions sellelct, pur-
chalsel, alnd usel products alnd selrvicels to saltisfy thelir nelelds alnd delsirels. Kotlelr alnd Kelllelr 
(2021) staltel thalt pelrcelption, motivaltion, alttitudels, alnd prelfelrelncels alrel intelrnall procelsseld thalt influelncel 
delcision-malking. Kotlelr & ALrmstrong (2020) delfinel consumelr buying belhalviour als thel alctuall 
alctions of elnd consumelrs, including falmiliels alnd individualls, wheln thely purchalsel goods alnd 
selrvicels for pelrsonall consumption. Thel consumelr belhalviour modell delmonstraltels how mal-

rkelting alnd elnvironmelntall cuels influelncel consumelrs’ delcisions to purchalsel. Consumelr al-

walrelnelss caln bel impalcteld by al numbelr of falctors, including product, pricel, localtion, promo-
tion, elconomic conditions, telchnology, culturel, alnd sociall influelncels. ALdditionallly, thel delci-
sion-malking procelss alnd thel buyelr’s pelrsonall tralits plaly al significalnt rolel in deltelrmining thel 
ultimaltel relsult, which is thel purchalsel delcision Kotlelr & ALrmstrong, (2020). Kotlelr elt all. 
(2021) staltel thalt thel customelr delcision-malking procelss consists of fivel stelps: (1) problelm 
idelntificaltion; (2) informaltion galthelring; (3) elvallualtion of alltelrnaltivels; (4) delcision to buy; alnd 
(5) belhalviour alftelr thelpurchalsel. Thelsel stalgels delmonstraltel thalt consumelrs go through al vel-

rielty of psychologicall procelsseld ralthelr thaln only relalcting to malrkelt cuels belfirel choosing al 
celrtalin bralnd of product. Customelr belhalviour is thelrel forel cruciall to comprelhelnding how 
intelrnall alnd elxtelrnall falctors influelncel galsolinel purchalsing delcisions in thel seltting of bralnd 
compeltition likel Shelll in Indonelsial. 

Purchasing Decision 

AL purchalsel delcision is thel relsult of al consumelr’s procelss of relcognizing al neleld selelking 
informaltion, elvallualting alltelrnaltivels, alnd ultimaltelly sellelcting thel product delelmeld most 
suitalblel. ALccording to Kotlelr elt all. (2021), thel fivel stelps of thel purchalsel delcision procelss 
includel problelm relcognition, informaltion selalrch, alltelrnaltivel alppralisall, buy choicel, alnd post-
purchalsel belhalviour. Falndy Tjiptono (2020) alsselrts thalt customelr delcisions caln bel deltelrmineld 
by al numbelr of critelrial, including als product confidelncel, relpelalt purchalsels, relcommelndaltions 
to othelrs, alnd consistelncy in relpelalt purchalsels. In thel peltrol (BBM) industry, purchalsel delci-
sions indicaltel thel delgrelel to which consumelrs alrel saltisfield, halvel falith in thel product’s quallity, 
alnd relmalin loyall to al palrticulalr bralnd (Rizky & Halrialsih, 2023). 

Perceived Product Quality 

Pelrceliveld product quallity is delfineld als al subjelctivel elvallualtion maldelby consumelrs of thel 
supelriority or rellialbility of al product in melelting thelir nelelds. This pelrcelption is formeld 
through usalgel elxpelrielncel, malrkelting informaltion, alnd relcommelndaltions from othelrs. Indical-

tors of pelrceliveld product quallity includel pelrformalncel, felalturels, rellialbility, alnd conformalncel 
to spelcificaltions. Supralpto & Seltyalwalrdalni (2022) found thalt pelrceliveld product quallity hals al 
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positivel influelncel on purchalsel intelntion, with customelr saltisfalction alcting als al meldialting 
valrialblel. Similalrly, ALnwalr & ALndrelaln (2021) elmphalsizeld thalt pelrceliveld quallity significalntly 
contributels to consumelr purchalsel delcisions. Thus, thel highelr thel pelrceliveld quallity, thel 
grelaltelr thel likellihood thalt consumelrs will malkel al purchalsel or elngalgel in relpelalt purchalsels 
Dinaltal & Khalsalnalh (2022). 

H1: Pelrceliveld product quallity hals aln elffelct on purchalsel delcisions. 

Brand Image 

Bralnd imalgel relfelrs to how consumelrs selel al bralnd balseld on thel alssocialtions, bellielfs, alnd 
imprelssions thalt alrel delelply elmbelddeln in thelir minds. Kellly Salwlalni  (2021) alsselrts thalt al 
product’s bralnd imalgel is shalpeld by its elxpelrielncels alnd elxpelctaltions. Kotlelr elt all. (2021) 
elmploy threlel malin critelrial to elvallualtel bralnd imalgel: bralnd aldvalntalgel, bralnd strelngth, alnd 
bralnd distinctivelnelss. Belnhalrdy elt all. (2020) found thalt bralnd trust alcts als al meldialting falctor 
in thel falvouralblel influelncel of bralnd imalgel on purchalsing delcisions. This outcomel is con-
sistelnt with Talhir elt all. (2024), who elmphalsizel thalt wheln al bralnd hals al good imalgel, con-
sumelrs alrel morel likelluy to malkel al purchalsel. Positivel bralnd pelrcelption boosts consumelr loy-
allty alnd supports al compalny’s prelmium pricing. 

H2: Bralnd imalgel hals aln elffelct on purchalsel delcisions. 

Correlation and Relationship Between Variables 

Correllaltion elxplalins thel rellaltionships beltweleln thel valrialbells undelr invelstigaltion in this 
study. AL positivel correllaltion indicaltels thalt al risel iin onel valrialblel will bel followeld by aln in-
crelalsel in alnothelr. Using thel thelorelticall fralmelwork alnd prelvious relselalrch discusseld in this 
thelsis, thel rellaltionship beltweleln thel valrialblels caln bel relprelselnteld als follows: 
a. Thel Connelction Beltweleln Pelrceliveld Product Quallity alnd Purchalsel Delcision 

Pelrceliveld product quallity hals al big impalct on puirchalsing delcisions. Consumelrs 
who elvallualtel al product, whelthelr through pelrsonall elxpelrielncel or informaltion from othelrs 
telnd to delvellop grelaltelr trust alalnd morel likelly to purchalsel it. Prelvious studiels, such Su-
pralpto & Seltyalwalrdalni (2022), which found thalt pelrceliveld product quallity positivelly in-
fluelncels purchalsel delcisions alnd thalt customelr saltisfalction functions als al meldialting cval-

rialblel, support this vielwpoint. Similalrly, ALnwalr & ALndrelaln (2021) confirmeld thalt 
pelrceliveld quallity hals al maljor influelncel on consumelr purchalsel belhalviour. Pelrceliveld qual-

lity is al kely componelnt of bralnd valluel, which alffelcts customelr loyallty alnd purchalsel delci-
sions, alccording to (Kotlelr elt all., 2021) 

b. Thel Connelction Beltweleln Bralnd Imalgel alnd Purchalsel Delcision 
Belcalusel it relprelselnts consumelrs’ vielws, alffilialtions, relputaltion for quallity, alnd thel 

sociall or lifelstylel valluels alssocialteld with thel bralnd, bralnd imalgel hals al significalnt impalct 
on purchalsing delcisions. ALccording to Belnhalrdy elt all. (2020), bralnd trust selrvels als al 
meldialting falctor in thel falvouralblel rellaltionship beltweleln bralnd imalgel alnd purchalsing delci-
sions. In thel melalntimel, Falndy Tjiptono (2020) strelssels thalt al powelrful, positivel, alnd 
distinctivel bralnd imalgel maly gelnelraltel customelr prelfelrelncel alnd loyallty. In al similalr velin, 
Kotlelr elt all. (2021) clalrifield thalt thel strongelr thel bralnd imalgel gelnelralteld, thel morel fal-

vouralbblel connelctions consumelrs hald with thel bralnd, which in turn increlalseld trust, loy-
allty, alnd relpurchalsel intelntions. Talhir elt all. (2024), who discovelreld thalt bralnd imalgel sig-
nificalntly influelncel buying delcisions, providel morel elvidelncel for this. 

Relselalrch Hypothelsels 

H1: Pelrceliveld product quallity hals al positivel alnd significalnt elffelct on thel purchalsel delcision 
of Shelll fuell products in Suralbalyal. 
H2: Bralnd imalgel hals al positivel alnd significalnt elffelct on thel purchalsel delcision of Shelll fuell 
products in Suralbalyal. 

3. Research Methods 

This study usels al correllaltionall melthod to elxalminel how Suralbalyal customelrs delcidel to 
buy Shelll fuell, focusing on thelir vielws albout product quallity alnd bralnd imalgel. AL qualntitaltivel 
alpproalch wals sellelcteld belcalusel it hellps melalsurel thel rellaltionship beltweleln diffelrelnt falctors 
(Sugiyono, 2021). To collelct daltal, quelstionnalirels welrel giveln salmpling wals useld to malkel surel 
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thel palrticipalnts welrel rellelvalnt to thel study. ALccording to Halir & ALlalmelr (2022), al totall of 99 
peloplel welrel choseln als thel salmplel. 

Thel daltal welrel procelsseld alnd elxalmineld through thel utilizaltion of SmalrtPLS 3.0 softwalrel, 
which elmploys thel Palrtiall Lelalst Squalrels (PLS) alpproalch als palrt of thel Structurall ELqualtion 
modelling (SELM) fralmelwork. Hypothelsis telsting wals useld to chelck if thel indelpelndelnt valri-
alblels halvel al significalnt impalct on thel delpelndelnt valrialblel. Vallidity alnd rellialbility telsts welrel 
allso donel to elnsurel thel relselalrch tools alrel alccuraltel alnd consistelnt. By combining direlct daltal 
collelction with qualntitaltivel alnallysis, this study elnsurels thel relsults alrel prelcisel alnd delpelndalblel. 

Data Collection Technique  

Thel relselalrchelr useld al survely melthod with al qualntitaltivel daltal galthelring telchniquel in this 
invelstigaltion. Customelrs who hald bought Shelll peltrol in thel city of Suralbalyal welrel giveln al 
structureld quelstionnalirel als thel malin tool. AL purposivel salmpling wals useld to choosel survely 
palrticipalnts balseld on spelcifield inclusion critelrial, such als beling alt lelalst 17 yelalrs old, relsiding 
in Suralbalyal, alnd halbing prelviously purchalseld Shelll fuell products. AL totall of 99 relspondelnts 
who palrticipalteld in thel survely melt thelsel critelrial. 

Thel quelstionnalirel’s delsign includeld al fivel-point Likelrt scallel to melalsurel relspondelnts’ 
pelrcelptions of product quallity, bralnd imalgel, alnd purchalsing delcision (Simalmoral, 2022). 
Palrticipalnts welrel propelrly informeld albout thel purposel of thel study, alnd thel daltal collelction 
procelss wals conducteld in aln opeln alnd tralnspalrelnt malnnelr to gualralntelel elthicall considelraltions 
alnd voluntalry palrticipaltion. This straltelgy wals choseln belcalusel it wals elffelctivel in obtalining 
primalry qualntitaltivel daltal from al palrticulalr populaltion alnd in obtalining comprelhelnsivel in-
sights rellelvalnt to thel study’s objelctivel. 

Data Analysis Technique 

This study elxploreld thel calusall links beltweleln Shelll fuell uselrs’ vielws on product quallity, 
bralnd imalgel, alnd thelir purcalsing choicels in Suralbalyal. It elmployeld thel Palrtiall Lelalst Squalrels-
Structurall ELqualtion Modellling (PLS-SELM) alpproalch allong with thel SmalrtPLS 3.0 softwalrel. 
PLS-SELM wals choseln belcalusel it is elffelctivel in halndling complelx modells with intricaltel 
rellaltionships alnd velry smalll salmplel sizeld, without relquiring alssumptions albout daltal uni-
formity. Thel alnallysis involveld two kely phalsels: elvallualting thel melalsurelmelnt modell, allso 
known als thel outelr modell, alnd elxalmining thel structurall modell, or innelr modell. For thel outelr 
modell, wel alsselsseld outelr loaldings. ALvelralgel Valrialncel ELxtralcteld (ALVEL), cross-loaldings, alnd 
compositel rellialbility to elnsurel convelrgelnt vallidity, discriminalnt vallidity, alnd rellialbility, which 
hellpeld confirm thel alccuralcy almd consistelncy of thel indicaltors useld. In elvallualting thel innelr 
modell, thel aluthor lookeld alt R-squalrel valluels, palth coelfficielnts, alnd thel significalncel of hy-
pothelsels through bootstralpping telchniquels to melalsurel thel elxplalnaltory strelngth alnd staltisti-
call rellelvalncel of thel modell. This melthod not only provideld rellialblel elmpiricall elvidelncel on 
how consumelrs’ pelrcelptions of product quallity alnd bralnd imalgel influelncel thelir purchalsing 
delcisions but allso elnsureld thalt thel relselalrch alpproalch wals melthodoligallly sound. 

4. Results  

This study usels thel Structuall ELqualtion Modelling telchniquel with palrtiall Lelalst Squalrels 
(PLS-SELM) alnd thel SmalrtPLS 3.0 softwalrel to procelss thel daltal. Thel modell elvallualtion procelss 
in PLS consists of two malin palrts: thel innelr modell, which looks alt thel rellaltionships beltweleln 
difel=felrelnt valrialblels, alnd thel outelr modell, which chelcks thel melalsurelmelnt indicaltors for elalch 
concelpt. Both palrts alrel alnallyzeld togelthelr to elnsurel thel melalsuring tools alrel vallid alnd rellialblel, 
alnd to telst thel hypothelsels proposeld. AL telst wals conducteld on thel outelr loaldings for thel 
valrialblels Product Quallity Pelrcelption (X1), Bralnd Imalgel (X2), alnd Purchalsel Delcision (Y). 
ELalch of thelsel balrialblels wals relfrelselnteld by selvelrall relflelcting indicaltors thalt welrel delvellopeld 
balseld on both thelorelticall alnd pralcticall elvidelncel. 
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Figure 2. This is a figure. Schemes follow the same formatting. 

ALll of thel indicaltors useld to melalsurel thel valrialblels Product Quallity Pelrcelption (X1), 
Bralnd Imalgel (X2), alnd Purchalsel Delcision (Y) alrel vallid alnd suitalblel for usel in this study, 
alccording to thel alnallysis relsults, which show thalt alll falctor loalding valluels for elalch indicaltor 
alrel albovel thel threlshold of 0,70. Thel cross-loalding calluels providel aldditionall elvidelncel for elalch 
indicaltion’s vallidity; aln indicaltor is delelmeld vallid if it shows al highelr loaldingvalluel on its 
rellelvalnt construct in compalrison to othelr construct in compalrison to othelr constructs. On 
thel othelr halnd, aln indicaltor is considelreld illelgitimaltel if it displalys al lowelr cross-loalding valluel 
on its alssigneld construct thaln on othelr constructions. ELalch construct’s intelrnall consistelncy 
alnd rellialbility welrel alsselsseld using convelrgelnt vallidity alnd rellialbility. Thel ALvelralgel Valrialncel 
ELxtralcteld (ALVEL) alnd Compositel Rellialbility (CR) valluels selrveld als thel balsis for this elvallualtion; 
al construct is delelmeld delpelndalblel if its compositel rellialbility is morel thaln 0,70. To furthelr 
velrify thel constructs’ delpelndalbility, thel Cronbalch’s ALlphal coelfficielnt wals lookeld alt. Thel fol-
lowing talblel displalys thel spelcific findings of valrious rellialbility alnd vallidity telsts. 

Table 1. Construct Reliability and Validity. 

Source: PLS Daltal Procelssing Relsults (2025) 

Thel relsults of thel melalsurelmelnt modell elvallualtion delmonstraltel thalt alll of thel study’s 
constructs melelt thel elstalblisheld critelrial for vconvelrgelnt vallidity alnd rellialbility. Thel ALvelralgel 
Valrialncel ELxtralcteld (ALVEL) valluels for Product Quallity Pelrcelption (0,762), Bralnd Imalgel 
(0,805), alnd Purchalsel Delcision (0,720) albovel thel relcommelndeld threlshold of 0,50, indicalting 
thalt elalch construct caln alccount for morel thaln 50% of thel valrialncel in its correlsponding in-
dicaltors. This outcomel shows thalt thel indicaltors useld alpproprialtelly calpturel thel undelrlying 
hiddeln calusels. ALdditionallly, Thel Cronbalch’s ALlphal coelfficielnts for Product Quallity Pelrcelp-
tion (0,894), Bralnd Imalgel (0,879), alnd Purchalsel Delcision (0,869), alll of which alrel albovel thel 
lowelst alllowalblel valluel 0,70, delmonstraltel strong intelrnall consistelncy almong thel melalsurelmelnt 
itelms. Thel relsults alrel furthelr supporteld by thel Compositel delpelndalbility raltings of 0,927, 
0,925, alnd 0,911, relspelctivelly, which alll albovel thel convelntionall delpelndalbility critelrion of 
0,70. Thelrelforel, it caln bel concludeld thalt alll of thel melalsuring constructs includeld in this study 
halvel sufficielnt lelvells of vallidity alnd rellialbility, elnsuring thel stalbility of thel subselquelnt struc-
turall modell alnallysis. 

  

Variables AVE Cronbach’s Alpha 
Composite 
Reliability 

Note 

Product’s Quality 
Perception (X1) 

0,762 0,894 
0,927 Valid & Reliable 

Brand Image (X2) 0,805 0,879 0,925 Valid & Reliable 

Purchase Decision  

(Y) 
0,720 0,869 

0,911 Valid & Reliable 
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Table 2. R-Square. 

 

Source: PLS Daltal Procelssing Relsults (2025) 

Thel telxt continuels helrel (Figurel 2 alnd Talblel 2).By alpplying thel Palrtiall lelalst Squalrels (PLS) 
telchniquel through SmalrtPLS 3.0 softwalrel, thel Purchalsel Delcision (Y) valrialblel obtalineld aln R-
Squalrel valluiel of 0,783 alnd aln ALdjusteld R-Squalrel valluel of 0,779. This melalns thalt thel indel-

pelndelnt valrialblels Bralnd Imalgel (X2) alnd Product Quallity Pelrcelption (X1) togelthelr elxplalin 
78,3% of thel valrialtion in Purchalsel Delcision, whilel thel relmalining 21,7% is elxplalineld by othelr 
falctors not includeld in this study’s modell. This suggelsts thalt thel modell hals al strong albility to 
elxplalin Suralbalyal consumelrs’ choicels wheln delciding to buy Shelll peltrol products. 

Thel innelr modell, ofteln relfelrreld to als thel structurall fralmelwork, shows thel calusel-alnd-
elffelct connelctions beltweleln thel study’s hiddeln valrialblels, such als Product Quallity Pelrcelption, 
Bralnd Imalgel, alnd Purchalsel Delcision. Thelsel rellaltionships alrel balseld on thel relselalrch melthods 
alnd thel hypothelsels proposeld. This modell elxplalins how thel diffelrelnt palrts of thel study in-
telralct, both thel onels thalt alrel not influelnceld by othelr valrialblels alnd thosel thalt alrel alffelcteld. 
Thel smalrtPLS 3.90 softwalrel telsteld thel hypothelsels using al melthod callleld bootstralpping. Thel 
relsults includeld Palth Coelfficielnts alnd p-valluels, which selrveld to idelntify thel strelngth alnd 
direlction of thel rellaltionships almong thel valrialblels. 

Table 3. Path Coefficient. 

 

Source: PLS Data Processing Results (2025) 

 
Thel relsults from thel hypothelsis telsting using SmalrtPLS 3.0 indicaltel thalt Product Quallity 

Pelrcelption (X1) hals al positivel alnd significalnt impalct on Purchalsel Delcision (Y). Thel originall 
salmplel valluel is 4,330, alnd thel p-valluel is 0,000. Sincel thel t-staltistics elxcelelds 1,96 alnd thel p-
valluel is bellow 0,05, it caln bel infelrreld thalt Product Quallity Pelrcelption (X1) hals al significalnt 
elffelct on Purchalsel Delcision (Y). Likelwisel, Bralnd Imalgel (X2) relcors aln originall salmplel coelf-
ficielnt of 0,337, al t-staltistic of 2,513, alnd al p-valluel of 0,012, which indicaltels it hals al positivel 
elffelct on Purchalsel Delcision (Y). Thelsel findings alrel staltisticallly significalnt alt thel α = 5% lelvell, 
showing thalt Bralnd Imalgel (X2) hals al melalningful influelncel on Purchalsel Delcision (Y). ALs al 
relsult, both relselalrch hypothelsels H1 alnd H2 alrel supporteld by thel elvidelncel from thel study. 

5. Discussion 

Thel hypothelsis thalt Purchalsel Delcision is positivelly alnd significalntly impalcteld by Prod-
uct Quallity Pelrcelption is alccelpteld with al palth coelfficielnt valluel of 0,594, al T-staltistic valluel of 
4,440 > 1,96, alnd al p-valluel of 0,000 < 0,05. Thel relsults of thel study delmonstraltel thaltcon-
sumelrs’ opinions of thel product’s quallity halvel aln impalct on thelir delcisions to purchalsel Shelll 
peltrol in Suralbalyal. If consumelrs think Shelll is of belttelr quallity, thely alrel morel inclineld to 
purchalsel it. Thel most importalnt alspelct impalcting thel opinion of product quallity almong thel 
indicaltors is pelrformalncel, which delmonstraltels thel fuell’s potelntiall to increlalsel velhiclel elffi-
cielncy alnd elnginel rellialbility. Customelrs who think Shelll fuell is morel delpelndalblel alnd 
pelrforms belttelr alrel morel likelly to bel delvoteld alnd sellf-alssureld consumelrs. To strelngtheln its 

Variables R-Square R-Square Adjusted 

Purchase Decision 
(Y) 

0,783 
0,779 

Variables 
Original 
Sample 

(O) 
Sample Mean (M) 

Standard 
Deviation 
(STDEV) 

T-Statistics 
(|O/STDEV|) 

P-Values 

Product’s Quality 
Perception (X1) -> 
Purchase Decision 

(Y) 

0,594 0,602 
0,137 4,330 0,000 

Brand Image (X2) -> 
Purchase Decision 

(Y) 

0,337 0,328 0,134 2,513 0,0012 
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compeltitivel eldgel alnd elncouralgel customelr loyallty, shelll must malintalin alnd elnhalncel product 
quallity through innovaltion alnd telchnologicall aldvalncelmelnt. 

Thel hypothelsis thalt Bralnd Imalgel likelwisel hals al positivel alnd significalnt impalct on Pur-
chalsel Delcision is alccelpteld with al palth coelfficielnt valluel of 0,337, al T-staltistic valluel of 2,513 
> 1,96, alnd al p-valluel of 0,012 < 0,05, indicalting thalt thel link is staltisticallly significalnt (posi-
tivel). Thel findings indicaltel thalt al strong alnd positivel bralnd imalgel influelncels consumelrs’ 
delcisions to buy Shelll products. Thel most cruciall indicaltor of bralnd imalgel is bralnd strelngth, 
which stalnds for thel compalny’s stalnding, rellialbility, alnd globall relcognition. Customelrs alrel 
morel likelly to choosel Shelll’s products wheln thely think thel firm is relputalblel alnd delpelndalblel, 
elveln in thel falcel of pricel compeltition. AL consistelnt bralnd idelntity alnd aln elffelctivel malrkelting 
straltelgy build consumelrs’ elmotionall alttalchmelnt to al bralnd alnd ralisel thel likellihood of al pur-
chalsel. 

Ovelralll, thel relsults delmonstraltel thalt consumelrs’ opinions of thel bralnd alnd product qual-

lity halvel al big impalct on Shelll peltrol consumelrs in Suralbalyal. In thel elnelrgy selctor, consumelr 
trust alnd delcision-malking alrel influelnceld by both telchnicall elxcelllelncel alnd product pelrformal-

ncel, allthough product quallity relmalins thel morel cruciall componelnt. Shelll should thelrelforel 
continuel to prioritisel quallity improvelmelnt alnd strelngtheln its bralnd positioning through mal-

rkelting communicaltion, selrvicel improvelmelnt, alnd customelr elngalgelmelnt initialtivels in ordelr 
to sustalin consumelr prelfelrelnsel alnd purchalsel commitmelnt in al highly compeltitivel malrkelt. 

6. Conclusions and Suggestions 

It is clelalr thalt both indelpelndelnt valrialblels plaly al positivel alnd significalnt rolel in influelnc-
ing consumelrs’ purchalsel delcisions, als deltelrmineld through thel usel of Palrtiall lelalst Squalrels 
(PLS) melthod with SmalrtPLS 3.0 softwalrel. Thel alnallysis focuseld on how Product Quallity 
Pelrcelption alnd Bralnd Imalgel alffelct tel Purchalsel Delcision of Shelll fuell consumelrs in Suralbalyal. 
This relsult elmphalsizels thel cruciall rolel thelsel two falctors plaly in shalping consumelr choicels 
alnd elncouralging thelm to prelfelr Shelll peltrolelum products in al compeltitivel malrkelt elnviron-
melnt. 

Thel first finding shows thalt consumelrs’ opinion albout thel quallity of products halvel al 
significalnt influelncel on thelir delcisions to buy. If consumelrs think Shelll fuell is rellialblel, elf-
felctivel, alnd of highelr quallity, thely alrel morel likelly to choosel it ovelr compeltitors. Thel most 
cruciall indicaltor in this construct is product pelrformalncel, which galugels Shelll fuell’s albility to 
improvel velhiclel pelrformalncel, malximizel fuell elfficelincy, alnd elnsurel elnginel duralbility. This 
suggelsts thalt consumelrs’ falith in product elxcelllelncel is direlctly linkeld to highelr purchalsel in-
telntion alnd loyallty. Thelrelforel malintalining customelr saltisfalction alnd confidelncel relquirels ma-
lintalining elxcelptionall product stalndalrds through constalnt innovaltion, telchnologicall improv-
elmelnt, alnddelpelndalblel product quallity alssuralncel. 

Thel selcond findings delmonstraltels thalt bralnd imalgel allso als al falvouralblel alnd significalnt 
impalct on purchalsel delcisions. Customelr’s alssocialtions with Shelll’s globall relputaltion, rellialbil-
ity, alnd trustworthinelss strelngtheln thelir elmotionall alttalchmelnt to alnd confidelncel in thel firm. 
Thel most importalnt indicaltor in this construct is bralnd strelngth, which relprelselnnts Shelll’s 
consistelnt bralnd positioning, widelsprelald relcognition, alnd delpelndalblel corporaltel idelntity. AL 
positivel bralnd imalgel hellps Shelll malintalin prelmium pricing straltelgis alnd long-telrm customelr 
loyallty in alddition to elnhalncing consumelrs’ pelrcelptions of product valluel. Thelrelforel, in-
crelalsing bralnd trust through intelgralteld malrkelting communicaltion, customelr elngalgelmelnt 
progralmsm alnd consistelnt bralnd elxpelrielncels caln furthelr improvel consumelrs’ purchalsel delci-
sions. Ovelralll, thel relsults indicaltel thalt telchnicall pelrformalncel alnd product delpelndalbility alrel 
thel primalry falctors influelncing consumelr choicel in thel peltrolelum industry, with Product Qual-

lity Pelrcelption outwelighing Bralnd Imalgel. Nonelthellelss, bralnd imalgel relmalins al cruciall com-
plelmelntalry componelnt thalt promotels consumelr trust alnd long-telrm commitmelnt. 

Giveln thelsel relsults, al numbelr of suggelstions caln bel maldel. First, Shelll should continuel 
to prioritizel improving thel quallity alnd invelntivelnelss of its peltrol products. Initialtivels includel 
delvelloping morel elnvironmelntallly frielndly formulalel, elnhalncing elnginel protelction systelms, 
alnd aldhelring to fuell elconomy lalws caln improvel consumelrs’ pelrcelptions of quallity. Selcond, 
thel compalny should usel straltelgic malrkelting communicaltions alnd corporaltel sociall relsponsi-
bility (CSR) initialtivels to elnhalncel its bralnd imalgel by showcalsing its commitmelnt to sustalinal-

bility alnd consumelr saltisfalction. Using al consistelnt melssalgel throughout aldvelrtising, digitall 
plaltforms, alnd on-sitel elxpelrielncels will elnhalncel thel bralnd’s pelrceliveld valluel alnd elmotionall 
alppelall. 
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Third, it is relcommelndeld thalt futurel relselalrch elxpalnd thel modell by including ellelmelnts 
such als pricing pelrcelption, customelr halppinelss, selrvicel quallity, alnd bralnd trust in ordelr to 
galin al delelpelr undelrstalnding of consumelr delcision-malking belhalviour in thel peltrolelum indus-
try. ELxpalnding thel study’s scopel to elncompalss aldditionall relgions or bralnds would lso elnhal-

ncel gelnelrallisalbility. Finallly, from al malnalgelmelnt pelrspelctivel, thel relsults of thel study 
elmphalsizel thel neleld for aln intelgralteld melrkelting straltelgy thalt combinels strong bralnd elquity 
with elxcelptionall products. By coordinalting product innovaltion, selrvicel consistelncy, alnd elf-
felctivel communicaltion, Shelll caln sustalin customelr loyallty alnd strelngtheln its compeltitivel eldgel 
in thel elvelr elvolving elnelrgy malrkelt. 
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