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ABSTRAK 

Pengaruh Brand Image dan Kualitas Produk terhadap Keputusan Pembelian 

Produk Eiger di Surabaya 

Sultan Syarif  

Program Studi Administrasi Bisnis,Fakultas Ilmu Sosial,Budaya, dan Politik 

UPN “Veteran”Jawa Timur 

21042010093@student.upnjatim.ac.id 

 

Dalam era persaingan bisnis yang semakin ketat, perusahaan harus memiliki 

strategi yang tepat untuk menarik perhatian konsumen dan mempertahankan 

loyalitas mereka. Brand Image dan kualitas produk menjadi dua faktor utama yang 

dapat mempengaruhi keputusan pembelian konsumen. Penelitian ini bertujuan 

untuk mengetahui pengaruh Brand Image dan Kualitas Produk terhadap Keputusan 

Pembelian Produk Eiger di Surabaya. Jenis penelitian ini menggunakan pendekatan 

kuantitatif dengan teknik survei, dimana pengumpulan data dilakukan melalui 

penyebaran kuesioner kepada 156 responden yang pernah membeli produk Eiger di 

Surabaya. Metode analisis yang digunakan adalah regresi linear berganda.Hasil 

penelitian menunjukkan bahwa variabel Brand Image (X1) dan Kualitas Produk 

(X2) secara simultan berpengaruh signifikan terhadap Keputusan Pembelian (Y), 

dibuktikan dengan nilai F hitung sebesar 60,334 > F tabel 3,05 dan nilai signifikansi 

0,001 < 0,05. Secara parsial, Brand Image berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian dengan nilai Thitung sebesar 2,378 > Ttabel 1,975 

dan signifikansi 0,019 < 0,05. Sedangkan Kualitas Produk juga berpengaruh positif 

dan signifikan terhadap Keputusan Pembelian dengan nilai Thitung sebesar 8,003 

> Ttabel 1,975 dan signifikansi 0,001 < 0,05.Nilai koefisien korelasi (R2) sebesar 

0,664 menunjukkan hubungan yang cukup kuat antara variabel independen dan 

dependen. Sementara nilai koefisien determinasi (R²) sebesar 0,434 menunjukkan 

bahwa 43,4% variabel Keputusan Pembelian dapat dijelaskan oleh Brand Image 

dan Kualitas Produk, sedangkan sisanya sebesar 56,6% dipengaruhi oleh variabel 

lain di luar penelitian ini. Berdasarkan interpretasi Chin (1998), nilai R² sebesar 

0,434 dikategorikan sebagai pengaruh dalam tingkat sedang (moderat). 

Kata Kunci: Brand Image, Kualitas Produk, Keputusan Pembelian.  

mailto:21042010093@student.upnjatim.ac.id


 

xii 
 

ABSTRACT 

The Influence of Brand Image and Product Quality on Purchase Decisions of 

Eiger Products in Surabaya 

Sultan Syarif 

 

Business Administration Study Program, Faculty of Social, Cultural, and 

Political Sciences 

UPN "Veteran" East Java 

21042010093@student.upnjatim.ac.id 

In today's increasingly competitive business environment, companies must 

implement appropriate strategies to attract consumers and maintain their loyalty. 

Brand Image and Product Quality are two key factors that can influence consumer 

purchasing decisions. This study aims to determine the influence of Brand Image 

and Product Quality on the Purchase Decisions of Eiger products in Surabaya. The 

research adopts a quantitative approach using a survey technique, in which data 

were collected by distributing questionnaires to 156 respondents who had 

previously purchased Eiger products in Surabaya. The analysis method used is 

multiple linear regression.The results of the study show that the variables Brand 

Image (X1) and Product Quality (X2) simultaneously have a significant effect on 

Purchase Decision (Y), as evidenced by an F-value of 60.334, which is greater than 

the F-table value of 3.05, with a significance value of 0.001, which is less than 0.05. 

Partially, Brand Image has a positive and significant influence on Purchase 

Decision with a t-value of 2.378 > t-table value of 1.975 and a significance value 

of 0.019 < 0.05. Likewise, Product Quality has a positive and significant influence 

on Purchase Decision with a t-value of 8.003 > t-table value of 1.975 and a 

significance value of 0.001 < 0.05.The correlation coefficient (R) of 0.664 indicates 

a moderately strong relationship between the independent and dependent variables. 

Meanwhile, the coefficient of determination (R²) is 0.434, which means that 43.4% 

of the variation in Purchase Decision can be explained by Brand Image and Product 

Quality, while the remaining 56.6% is influenced by other variables outside the 

scope of this study. According to Chin (1998), an R² value of 0.434 is classified as 

having a moderate level of influence. 

Keywords: Brand Image, Product Quality, Purchase Decision.  
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