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ABSTRAK

PENGARUH BRAND POSITIONING DAN BRAND PERSONALITY
TERHADAP PURCHASE INTENTION PADA RESTORAN MIE GACOAN
CABANG MERR KOTA SURABAYA

Oleh:

Muhammad Yogi Zifari Mansur
20012010094

Penelitian ini dilakukan dengan tujuan untuk mengetahui pengaruh Brand
Positioning dan Brand Personality terhadap Purchase Intention di restoran Mie
Gacoan cabang Merr kota Surabaya. Dalam penelitian menggunakan jenis
penelitian kuantitatif dengan metode Partial Least Square (PLS) sebagai alat
analisis data. Teknik pengumpulan data dilakukan dengan kuesioner dan studi
pustaka. Teknik penentuan sampel yang digunakan adalah Purposive Sampling
dengan jumlah responden 90 orang yang mengetahui dan berminat terhadap produk
Mie Gacoan cabang Merr kota Surabaya. Hasil penelitian menunjukkan bahwa
Brand Positioning berpengaruh positif terhadap Purchase Intention, kemudian
Brand Personality juga berpengaruh positif terhadap Purchase Intention, temuan
penelitian menunjukkan adanya keterkaitan diantara ketiga variabel tersebut di
restoran Mie Gacoan cabang Merr kota Surabaya.

Kata kunci: Brand Positioning, Brand Personality, Purchase Intention
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ABSTRACT

PENGARUH BRAND POSITIONING DAN BRAND PERSONALITY
TERHADAP PURCHASE INTENTION PADA RESTORAN MIE GACOAN
CABANG MERR KOTA SURABAYA

Oleh:

Muhammad Yogi Zifari Mansur
20012010094

This study was conducted with the aim of knowing the effect of Brand Positioning
and Brand Personality on Purchase Intention at Mie Gacoan restaurant, Merr
branch, Surabaya city. The study used a type of quantitative research with the
Partial Least Square (PLS) method as a data analysis tool. The data collection
technique was carried out by questionnaire and literature study. The sampling
technique used was Purposive Sampling with a total of 90 respondents who knew
and were interested in Mie Gacoan products, Merr branch, Surabaya city. The
results showed that Brand Positioning has a positive effect on Purchase Intention,
then Brand Personality also has a positive effect on Purchase Intention, the
research findings show that there is a relationship between the three variables at
the Mie Gacoan restaurant, Merr branch, Surabaya city.

Keyword: Brand Positioning, Brand Personality, Purchase Intention
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