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Nu Green Tea merupakan produk minuman teh hijau dalam kemasan yang saat ini
banyak diminati konsumennya. Brand Nu Green Tea selama lima tahun berturut-turut
berhasil meraih penghargaan TOP Brand Award pada tahun 2008, 2009, 2010, 2011,
dan 2012 untuk kategori Ready To Drink Green Tea.

Nu Green Tea adalah pemain baru di kategori produk minuman teh dan sangat sukses
menerobos pasar industri minuman di Indonesia. Sekarang ini banyak konsumen yang
mencoba minuman teh untuk /ifestyle dan minuman kesehatan. Dimana saat ini minat
beli konsumen untuk kategori minuman teh hijau dalam kemasan cukup diminati pasar
di Indonesia.

Fenomena ini merupakan suatu hal yang menarik untuk diteliti. Sehingga dalam
penelitian ini melihat bagaimana pengaruh brand image Nu Green Tea terhadap minat
beli konsumen.

Metode penelitian kuantitatif digunakan dalam penelitian ini dimana dilakukan survei
terhadap 100 responden yang merupakan mahasiswa Universitas Kristen Maranatha di
kota Bandung. Berdasarkan hasil pengolahan dan analisis data ditemukan bahwa
terdapat hubungan positif antara brand image Nu Green Tea dengan minat beli
konsumen.

Hasil penelitian menunjukkan adanya pengaruh dari variabel brand image terhadap
minat beli konsumen. Sehingga dapat disimpulkan dengan meningkatnya variabel brand
image maka akan meningktakan variabel minat beli. Dari hasil penelitian juga diketahui
bahwa variabel brand image Nu Green Tea dan variabel minat beli konsumen berada
dalam kategori baik.

Kata kunci: Brand Image, Minat Beli
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ABSTRACT
THE INFLUENCE OF NU GREEN TEA BRAND IMAGE ON
CONSUMER BUYING INTENTION

By

Fabiandre Rizqilevi

NRP: 0652130

Nu Green Tea is ready to drink green tea product which attracts a lot of consumer this
time. Nu Green Tea brand had successes achieved TOP Brand Award for five years in a
row in year 2008, 2009, 2010, 2011, and 2012 on Ready To Drink Green Tea category.

Nu Green Tea is a new entrance player for drink tea product category and very
successful break trough the market of drink industry at Indonesia. Many consumers
trying to consume drink tea product for lifestyle and healthy drink now days. Consumers
buying intention for ready to drink green tea product is very attractive for Indonesia
market right now.

This phenomenon is very attractive for researched. So this research tries to see how the
influence of Nu Green Tea brand image on consumer buying intention.

A quantitative method wals used in this study, whether 100 student on Universitas
Kristen Maranatha in Bandung were surveyed. According to the results of data
processed and analyzed found that there are positive relationship between Nu Green
Tea brand image and consumer buying intention.

The results showed brand image variable had influence on consumer buying intention
variable. So it could be concluded that improvement on brand image variable also make
improvement on consumer buying intention variable. The results also showed Nu Green
Tea brand image variable and consumer buying intention variable were at good
categories.

Keywords: brand image, buying intention
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