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ABSTRACT 

 

 This research aims to determine the effect of brand image and product 

knowledge on purchase intention is moderated by the price discount on the user's 

smartphone. This research in collecting data using the simple random sampling 

technique where the sampling using experimental research which collecting participants 

in a room with a certain consideration. The number of participants in this study were 

124 participants. Data analysis was carried out to test the hypothesis using a two-way 

ANOVA.The results based on ANOVA test showed that brand image affect purchase 

intention, product knowledge no significant effect on purchase intention. Interaction of 

brand image and product knowledge to influence purchase intention is not significant 

while the price discount as moderation can not be tested because the only significant 

positive results, so the hypothesis can not be tested. 
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ABSTRAK 

 

 Penelitian ini bertujuan untuk mengetahui pengaruh brand image dan product 

knowledge terhadap purchase intention dimoderasi dengan price discount pada 

pengguna smartphone. Penelitian ini dalam mengumpulkan data menggunakan 

pengambilan sampel simple random sampling dimana tekniknya menggunakan 

experimental research yang menggumpulan partisipan didalam suatu ruangan dengan 

pertimbangan tertentu. Jumlah partisipan dalam penelitian ini sebanyak 124 partisipan. 

Analisis data dilakukan dengan uji hipotesis menggunakan two way anova. Hasil 

penelitian berdasarkan uji anova menunjukan bahwa brand image berpengaruh terhadap 

purchase intention sedangkan product knowledge tidak berpengaruh signifikan terhadap 

purchase intention. Interaksi brand image dan product knowledge terhadap purchase 

intention tidak berpengaruh signifikan dengan sedangkan price discount sebagai 

moderasi tidak dapat diuji karena hasil signifikan hanya saja positif, sehingga hipotesis 

tidak dapat diuji. 

 

Kata kunci : Brand image, product knowledge, price discount dan purchase intention 
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