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ABSTRAK 

LEONARDO SIGIT PRANATA, 1442010020, PENGARUH CITRA MEREK 

(BRAND IMAGE) TERHADAP KEPUTUSAN KONSUMEN MEMBELI 

SEPATU CONVERSE (Studi Kasus Pada Mahasiswa Administrasi Bisnis FISIP 

UPN “Veteran” Jawa Timur) 2018. 

Pembimbing : Budi Prabowo S.Sos, MM 

Persaingan bisnis di era globalisasi saat ini sangatlah ketat, terutama pada perusahaan 

sejenis. Industri yang berkembang saat ini adalah sepatu sneakers. Penelitian ini 

bertujuan untuk mengetahui dan menganalisis pengaruh citra merek (brand image) 

yang terdiri dari kekuatan asosiasi merek, kekuatan asosiasi merek, dan keunikan 

asosiasi merek terhadap keputusan konsumen membeli sepatu Converse. 

Populasi yang digunakan dalam penelitian ini adalah mahasiswa administrasi bisnis 

FISIP UPN “Veteran” Jawa Timur sebagai pembeli dan pengguna sepatu Converse. 

Sampel pada penelitian ini sebanyak 81 responden. Teknik penarikan sampel 

menggunakan teknik Stratifikasi Proportionate Random Sampling. Metode analisis 

data yang digunakan adalah analisis kuantitatif, yaitu uji validitas dan uji reliabilitas, 

uji asumsi klasik, analisis regresi linier berganda, koefisien determinasi, uji F dan uji t. 

Berdasarkan hasil analisis regresi linier berganda dapat diketahui bahwa secara 

simultan variabel bebas yang diteliti memiliki pengaruh yang signifikan terhadap 

variabel keputusan pembelian. Secara parsial menunjukkan variabel keunggulan 

asosiasi merek, kekuatan asosiasi merek dan keunikan asosiasi merek memiliki 

pengaruh yang signifikan terhadap variabel keputusan pembelian. 

Variabel kekuatan asosiasi merek memiliki pengaruh paling signifikan terhadap 

keputusan pembelian, sedangkan variabel keunikan asosiasi merek yang paling kecil 

berpengaruh signifikan terhadap keputusan pembelian.  

 

Kata Kunci : Keunggulan Asosiasi Merek, Kekuatan Asosiasi Merek, Keunikan 

Asosiasi Merek, dan Keputusan Pembelian 
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ABSTRACT 

LEONARDO SIGIT PRANATA, 1442010020, THE INFLUENCE OF THE 

IMAGES OF THE BRAND (BRAND IMAGE) AGAINST THE CONSUMER 

DECISION OF BUYING SHOES CONVERSE (Case Studies Of Business 

Administration And POLITICAL SCIENCE Student At UPN "Veteran" Of East 

Java) 2018. 

Lecture : Budi Prabowo S.Sos, MM 

Business competition in the current era of globalization is very tight, especially in the 

company of its kind. The industry is currently growing shoes sneakers. This research 

aims to find out and analyze the influence of the image of the brand (brand image) 

which consists of the power of the brand, the strength of Association of the Association 

of the brand, and the uniqueness of the brand Association against consumer purchasing 

decision shoes Converse. 

The population used in this study are students of business administration and Political 

Science of UPN "Veteran" of East Java as a buyer and user of Converse Shoes. The 

samples on this research as much as 81 respondents. Sample withdrawal technique 

using the technique of Stratification Proportionate Random Sampling. Methods of data 

analysis used is quantitative analysis, namely, test validity and reliability tests, test the 

assumptions of classical, linear regression analysis, the determination coefficient, 

multiple trials F and t-test. 

Based on multiple linear regression analysis results can be known that free variables 

are simultaneously examined have significant influence towards the purchase decision 

variables. Partially variable shows the superiority of brand association, strength of 

brand association and the uniqueness of the brand associations have significant 

influence towards the purchase decision variables. 

Variable power Association brand has the most significant influence towards 

purchasing decisions, while the uniqueness of the brand association variable least 

significant effect against the purchasing decision.  

 

Keywords: Brand Association Excellence, Strength of Brand Association, The 

Uniqueness of the Brand Associations, and Purchasing Decisions 


