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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh citra merek,desain
produk dan promosi terhadap keputusan pembelian produk Emina di Kota Batam.
Populasi dalam penelitian ini adalah Konsumen yang pernah menggunakan produk
Emina di Kota Batam. Teknik pengambilan sampel menggunakan rumus Lemeshow
dengan jumlah responden sebanyak 384 responden dengan menggunakan teknik
purposive sampling. Data dikumpulkan melalui penyebaran koesioner kepada
responden, data di uji menggunakan aplikasi SPSS versi 27, terdiri dari uji kualitas
data, uji asumsi klasik, uji pengaruh dan uji hipotesis. Dalam menguji hubungan
antar variabel digunakan analisis regresi linear berganda. Hasil analisis regresi
menghasilkan variabel citra merek berkontribusi sebesar 41,6%, desain produk
berkontribusi 22,2% dan promosi berkontribusi sebesar 31,1%. Hasil analisis
koefisien determinasi (R?) variabel citra merek, desain produk dan promosi
menjelaskan 48,1% terhadap keputusan pembelian. Hasil uji t menjelaskan bahwa
citra merek, desain produk dan promosi secara parsial berpengaruh positif dan
signifikan terhadap keputusan pembelian. uji f menghasilkan nilai f hitung sebesar
119.178, sehingga disimpulkan bahwa variabel citra merek, desain produk dan
promosi secara simultan berpengaruh positif dan signifikan terhadap keputusan
pembelian.

Kata Kunci: Citra Merek, Desain Produk, Promosi, Keputusan Pembelian.



ABSTRACT

This study aims to analyze the influence of brand image, product design and
promotion on the purchase decision of Emina products in Batam City. The
population in this study is consumers who have used Emina products in Batam City.
The sampling technique used the Lemeshow formula with a total of 384 respondents
using the purposive sampling technique. Data was collected through the
distribution of questionnaires to respondents, the data was tested using the SPSS
version 27 application, consisting of data quality tests, classical assumption tests,
influence tests and hypothesis tests. In testing the relationship between variables,
multiple linear regression analysis is used. The results of regression analysis
resulted in brand image variables contributing 41.6%, product design contributing
22.2% and promotion contributing 31.1%. The results of the determination
coefficient (R2) analysis of brand image, product design and promotion variables
explained 48.1% of the purchase decision. The results of the t-test explain that
brand image, product design and promotion partially have a positive and
significant effect on purchase decisions. The F test produced a calculated F value
of 119,178, so it was concluded that the variables of brand image, product design
and promotion simultaneously had a positive and significant effect on the decision.

Keywords: Brand Image, Product Design, Promotion, Purchase Decision
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