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MOTTO

“Berani untuk jadi benar walaupun sendirian, karena yang banyak belum tentu benar”

“Tidak perlu menjadi cerdas; jadilah sedikit lebih bijaksana daripada orang lain,
secara merata, untuk waktu yang sangat lama”

-charlie munger-

“Don’t wait for the perfect moment, take the moment and make it perfect”

“invest in as much of yourself as you can, you are own biggest asset by far”

-warren buffett-
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INTISARI

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas persepsian,
daya tarik promosi dan brand ambassador terhadap keputusan pembelian dan citra
merek serta hubungan langsung dan tidak langsung antara kualitas persepsian, daya
tarik promosi dan brand ambassador terhadap keputusan pembelian yang dimediasi
oleh citra merek. Subjek pada penelitian ini adalah pembeli dan pengguna produk tas
Eiger di Daerah Istimewa Yogyakarta subjek dengan jumlah sampel 158. Metodologi
penelitian dengan teknik purposive sampling dengan metode Structural Equation
Modelling yang diolah menggunakan program AMOS 21.0.

Hasil penelitian ini menunjukkan bahwa kualitas persepsian dan brand
ambassador berpengaruh terhadap citra merek. Daya tarik promosi tidak berpengaruh
terhadap citra merek. Kualitas persepsian, daya tarik promosi dan citra merek
berpengaruh terhadap keputusan pembelian. Brand ambassador tidak berpengaruh
terhadap keputusan pembelian. Citra merek mampu memediasi brand ambassador
dengan keputusan pembelian. Citra merek tidak dapat memediasi kualitas persepsian
dan daya tarik promosi dengan keputusan pembelian.

Kata kunci: kualitas persepsian, daya tarik promosi, brand ambassador, citra merek,

dan keputusan pembelian
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ABSTRAK

This research aims to analyze the effect of perceived quality, promotional
attractiveness and brand ambassador on purchasing decisions and brand image as
well as direct and indirect relationships between perceived quality, promotional
attractiveness and brand ambassador on purchasing decisions mediated by brand
image. The subjects in this study were buyers and users of Eiger bag products in
Special Region of Yogyakarta with total sample 158. The research methodology with
purposive sampling technique use Structural Equation Modeling method which was
processed using the AMOS 21.0 program.

The results of this research indicate that perceived quality and brand
ambassador have significant effect on brand image. The promotional attractiveness
does not significant effect on brand image. Perceived quality, promotion appeal and
brand image influence purchasing decisions. Brand ambassador do not have
significant effect on purchasing decisions. Brand image is able to mediate brand
ambassador with purchasing decisions. Brand image cannot mediate perceived
quality and promotion appeal with purchasing decisions.

Keywords: perceived quality, promotional attractiveness, brand ambassadors, brand
image, and purchasing decisions
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