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ABSTRACT 

In relation to supermarkets, as is well known rivalry between the supermarket 

so tight. Both the supermarket business from outside or within the country competing 

to become the number one. Brand image to be one important measure brand 

performance today. Especially when the race was so tight brand, brand image is 

used as a way to survive in the long term. In this regard, the researchers wanted to 

try to identify variables that affect the interests of supermarkets to buy Yomart. The 

sub variables used include the recognition, reputation, affinity, and domain. The 

research method used by writer is a qualitative and quantitative methods. 

Based on the average respondent's answer, it was found that consumer 

perceptions about brand image Yomart Supermarket, is considered good (average = 

3.20). Based on the average respondent's answer, it is known that the high interest in 

consumer purchasing spelled out (mean = 3.13). Based on correlation analysis, 

hypothesis testing and analysis, determination coefficient, known supermarket brand 

relationships Yomart consumer purchase interest pertained to the strong relationship 

(rs = 0636) and (t count (8956)> t table (1.98). While the contribution provided by 

the Supermarket brand image Yomart to increasing consumer interest in buying at 

40.47% and the balance of 59.53% was contributed from other variables that are not 

investigated. 

Keywords: Brand Image, Intention to Purchase. 
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ABSTRAK 

Dalam kaitannya dengan pasar swalayan, seperti diketahui persaingan antara 

para pasar swalayan begitu ketat. Baik pelaku usaha pasar swalayan dari luar maupun 

dalam negeri berlomba-lomba menjadi yang nomor satu. Citra merek menjadi salah 

satu ukuran kinerja merek yang penting dewasa ini. Apalagi pada saat pertarungan 

merek sudah demikian ketatnya, brand image dipakai sebagai cara untuk bertahan 

dalam jangka panjang. Sehubungan dengan hal tersebut, maka peneliti ingin 

mencoba untuk mengidentifikasi variable yang mempengaruhi minat beli terhadap 

pasar swalayan Yomart. Adapun sub variable yang digunakan meliputi recognition, 

reputation, affinity, dan domain. Metode penelitian yang digunakan penulis adalah 

metode kualitatif dan kuantitatif.  

Berdasarkan rata-rata jawaban responden, diketahui bahwa persepsi konsumen 

mengenai citra merek Pasar Swalayan Yomart, dinilai sudah baik (rata-rata = 3.20). 

Berdasarkan rata-rata jawaban responden, diketahui bahwa minat beli konsumen 

terbilang tinggi (rata-rata = 3.13). Berdasarkan analisis korelasi, pengujian hipotesis 

dan analisis koefisien determinasi, diketahui hubungan citra merek pasar swalayan 

Yomart minat beli konsumen tergolong  kepada hubungan yang kuat (rs=0.636) dan 

(t hitung (8.956) > t tabel (1.98). Sedangkan kontribusi yang diberikan oleh citra 

merek Pasar Swalayan Yomart terhadap peningkatan minat beli konsumen sebesar  

40.47% dan sisanya sebesar 59.53% merupakan kontribusi dari variabel lain yang 

tidak diteliti. 

Kata Kunci: Brand Image, Minat Beli. 
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