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ABSTRAK 
 

  

Di dalam dunia pemasaran sekarang ini terdapat anggapan bahwa brand adalah 

suatu intagible asset yang paling utama dalam suatu perusahaan. Dan PT. Astra 

Honda Motor sebagai perusahaan manufaktur sepeda motor pertama dan terbesar 

di Indonesia selalu berusaha menjadi pemimpin penjualan motor. Salah satu cara 

dari PT. Astra Honda Motor adalah dengan mengimplementasikan mereknya. 

Berkenaan dengan hal tersebut, maka penelitian ini mencoba untuk 

mengidentifikasi variabel yang mempengaruhi niat beli terhadap motor Honda. 

Adapun variabel yang digunakan meliputi corporate image, user image, dan 

product image. Dari penelitian diketahui besarnya korelasi pearson antara brand 

image dengan niat beli konsumen terhadap motor Honda adalah 0,796, kemudian 

didapat besaran koefisien determinasi sebesar 66,30% yang artinya 66,30% dari 

niat beli konsumen dipengaruhi oleh brand image, sisanya 33,70% mempunyai 

arti tingkat niat beli konsumen dipengaruhi oleh variabel-variabel lain. Metode 

penelitian yang digunakan penulis adalah metode deskriptif dan verifikatif, tipe 

penelitian ini adalah penelitian eksplanatori. Unit analisis penelitian ini adalah 

individual yaitu para pengguna motor Honda di Bandung. 
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ABSTRACK 

 
 

In the world of this current marketing was gotten by the view that brand was some 

intangible assets that were most important in a company. And PT. Astra Honda 

Motor as the manufacture company of the first and biggest motorcycle in 

Indonesian, they always tried to become the leader on sales of the motorcycle. 

One of the methods from PT. Astra Honda Motor was with implementation his 

brand. As for the variable that was used covered corporate image, user e image, 

and product image. From the research was known by the correlation size Pearson 

between brand image and the intention of buying the consumer against the Honda 

motorcycle was 0.796, afterwards was gotten the mulberry of the determination 

coefficient of 66.30% that meaning that 66,30% of the intention bought the 

consumer was influenced by brand  image, 33.70% had the meaning of the level 

of the intention of buying the consumer was influenced by other variables other. 

The research method that was used by the writer was the descriptive method and 

verifikatif, the type of this research was the research explanatory. The analysis 

unit of this research was individual that is the users of the Honda motorcycle in 

Bandung. 
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