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ABSTRAK 
 

SOLAHUDIN. NIM 2411807048. Pengaruh Promosi Dan Citra Merek Terhadap 

Keputusan Pembelian Fashion Homyped Man Di Departemen Store Ramayana 

Tajur Bogor. 

 

 

Perkembangan bisnis seiring dengan berkembangnya zaman, dunia bisnis kian 

berkembang dan persaingan pun semakin ketat. Berbagai cara dilakukan para pelaku 

bisnis untuk mendapatkan laba dan menarik minat konsumen agar tidak tersingkir oleh 

kompetitor baru yang bermunculan. Agar mampu bersaing dipasar global para pelaku 

bisnis harus lebih memaksimalkan kinerja perusahaannya. Maka dari itu perusahaan 

harus lebih memahami berbagai kebutuhan, keinginan serta permintaan konsumen, 

dengan mengetahui berbagai kebutuhan dan keinginan konsumen maka perusahaan akan 

merancang strategi pemasaran untuk memenuhi kebutuhan tersebut yang akan 

mengakibatkan terciptanya keuntungan yang sebanyk-banyaknya bagi perusahaan. 

Tujuan dari penelitian ini adalah untuk mengetahui dan menganalisis apakah secara 

simultan dan parsial promosi dan citra merek berpengaruh signifikan terhadap keputusan 

pembelian produk fashion Homypad Man di Departemen Store Ramayana Tajur Bogor. 

Jenis penelitian yang digunakan adalah penelitian survei dengan metode penelitian 

berupa pengumpulan data menggunakan kuesioner. Model analisis data yang digunakan 

adalah analisis regresi linier berganda. Pemilihan sampel dilakukan dengan cara 

purposive sampling. Adapun sampel tersebut berjumlah 97 responden, dengan 

menggunakan analisis regresi linier berganda.  

Hasil uji regresi menunjukkan bahwa 44,1% faktor-faktor keputusan membeli dapat 

dijelaskan oleh promosi dan citra merek, sedangkan sisanya 55,9% dijelaskan oleh 

faktor lain yang tidak diteliti dalam penelitian ini. Sedangkan hasil uji F menunjukkan 

bahwa secara simultan variabel promosi dan citra merek berpengaruh signifikan 

terhadap keputusan pembelian dengan hasil analisis yaitu nilai Fhitung (38,922) > Ftabel 

(3,09). Hasil uji t menunjukkan bahwa variabel promosi menunjukkan hasil analisis 

thitung (3,010), dan citra merek menunjukkan hasil analisis thitung (4,764), dimana  ttabel  

(1,985), maka secara parsial kedua variabel tersebut berpengaruh signifikan terhadap 

keputusan pembelian fashion Homypad Man di Departemen Store Ramayana Tajur 

Bogor. Variabel yang paling dominan mempengaruhi keputusan pembelian fashion 

Homypad Man di Departemen Store Ramayana Tajur Bogor adalah variabel citra merek. 

Kata kunci : promosi, citra merek, keputusan pembelian. 
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ABSTRACT 
 

SOLAHUDIN. NIM 2411807048. The Influence of Promotion and Brand Image on 

Purchase Decisions for Homyped Man Fashion at the Ramayana Tajur Department 

Store Bogor. 

 

 

Business development along with the times, the business world is growing and the 

competition is getting tougher. Various ways are carried out by business people to make 

a profit and attract consumers so as not to be knocked out by new competitors that have 

sprung up. In order to be able to compete in the global market, business people must 

maximize their company's performance. Therefore the company must better understand 

the various needs, desires and demands of consumers, by knowing the various needs and 

desires of consumers, the company will design a marketing strategy to meet these needs 

which will result in the creation of as much profit as possible for the company. 

The purpose of this study was to determine and analyze whether simultaneously and 

partially promotion and brand image had a significant effect on purchasing decisions 

for Homypad Man fashion products at the Ramayana Tajur Department Store, Bogor. 

The type of research used is survey research with research methods in the form of data 

collection using questionnaires. The data analysis model used is multiple linear 

regression analysis. Sample selection was done by purposive sampling. The sample 

amounted to 97 respondents, using multiple linear regression analysis.  

The results of the regression test showed that 44.1% of buying decision factors could be 

explained by promotion and brand image, while the remaining 55.9% was explained by 

other factors not examined in this study. While the results of the F test show that 

simultaneously the promotion and brand image variables have a significant effect on 

purchasing decisions with the analysis results that the value of Fcount (38.922) > Ftable 

(3.09). The results of the t-test indicate that the promotion variable shows the results of 

the analysis tcount (3.010), and brand image shows the results of the analysis tcount 

(4.764), where ttable (1.985), then partially these two variables have a significant effect 

on purchasing decisions for Homypad Man fashion in the Department of Store 

Ramayana Tajur Bogor. The most dominant variable influencing the purchasing 

decision of Homypad Man fashion at the Ramayana Tajur Bogor Department Store is 

the brand image variable. 

Keywords: promotion, brand image, purchase decision. 
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karena berkat rahmat, taufik, hidayah serta inayah-Nya, penulis dapat menyelesaikan 
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