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INTISARI

Merek merupakan atribut produk yang dapat membedakan diri dengan
para pesaing sehingga pemasar perlu membangun kekuatan merek agar
dapat memenangkan persaingan, dan akhirnya dapat menjadi aset
perusahaan. Oleh karena itu, penelitian ini bertujuan untuk menguji dan
menganalisis pengaruh brand image pada minat beli konsumen (studi kasus:
merek Starbucks Kafe).

Penelitian ini dilakukan di kota Bandung dengan menggunakan 210
responden. Penelitian ini bersifat deskriptif dengan metode survei
(kuesioner) yang berisi pertanyaan; profile responden (nama, usia, gender,
tingkat pendapatan/penghasilan, pernah mengkonsumsi  Starbucks dan
tempat Starbuks yang dikunjungi sebagal karakteristik responden); dan 2
(dua) variabel brand image (Kim & Kim, 2004) dan minat beli konsumen
(Dodds, et al., 1991; Brady, et al., 2002; & Prianka, 2007). Metode analisis
yang digunakan adalah metode regresi sederhana yang menggunakan SPSS
versi 11.5.

Berdasarkan hasil pengujian hipotesis, peneliti menyimpulkan bahwa
brand image Starbucks tidak memberikan pengaruh pada minat beli
konsumen yang dikarenakan oleh kurangnya membangun brand relationship
dengan para konsumen.

Kata-kata kunci: brand image dan minat beli konsumen.

Brand is an product attribute which can self distinguish with competitor, so
marketer need to build brand equity that can win competition, and at last can be
the company assets. That is why this research is to develope an experiment and
anayse the effect of brand image upon purchases intention (Case study: Starbucks
Cafe brand)

This research conduct in Bandung by using 210 sample. The characteristic
of this research is descriptive with survey method (questioner). Characteristic
sample are name, age, gender, salary, are they aready had try consume Starbucks
and the Starbucks place; 2 (two) variable brand image Kim & Kim, 2004) and
purchases intention (Dodds, et al., 1991; Brady, et al., 2002; & Prianka, 2007).
The analyse method is simple regression by using SPSS 11.5 version.

The conclusion based on hypothesis experiment, that Starbucks brand
image does not have effect on purchases intention because of less barnd
relationship with consumer.
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ABSTRACT

Brand is an product attribute which can self distinguish with competitor, so
marketer need to build brand equity that can win competition, and at last can be
the company assets. That is why this research is to develope an experiment and
anayse the effect of brand image upon purchases intention (Case study: Starbucks
Cafe brand)

This research conduct in Bandung by using 210 sample. The characteristic
of this research is descriptive with survey method (questioner). Which question
about name, age, gender, salary, are they already had try consume Starbucks and
the Starbucks place; 2 (two) variable brand image Kim & Kim, 2004) and
purchases intention (Dodds, et al., 1991; Brady, et al., 2002; & Prianka, 2007).
The analyse method is simple regression by using SPSS 11.5 version.

The conclusion based on hypothesis experiment is that Starbucks brand
image does not have effect on purchases intention because of less brand
relationship with consumer.

Keywords: brand image and purchase intention.



