ABSTRACT

This study aims to analyze the influence factors of brand extensions (brand
knowledge, perceived quality and innovativeness) on consumer purchase intention
Taxi Max Cipaganti at Maranatha Christian University Bandung students. Having in
mind the influence of the five variables, the variable will be determined the most
dominant influence on purchase decisions.

For this study used probability sampling with purposive sampling. Data obtained by
distributing questionnaires to students majoring in management economics faculty of
Maranatha Christian University Bandung 60 responden.dan method used is multiple
regression analysis.

Based on multiple linear regression analysis it is known that the most influential
variables on consumer purchase intention is brand knowledge which has a
coefficient which has a value of 0873 or greater regression coefficient which
compared with other independent variables. Results of simultaneous hypothesis
testing (Test F) explains that the three factors that the independent variables jointly
influence on consumer purchase intentions. Adjusted R Square of 0695, which means
69.5% indicates that the brand extension factors (brand knowledge, and quality
perception inovativeness) may affect, while the remaining 30.5% is influenced by
other factors that are not known and are not included in this regression analysis.

Keywords: Expansion of the brand, brand knowledge, perceived quality,
innovativeness, consumer purchase intention.
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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh faktor-faktor perluasan merek
(brand knowledge, persepsi kualitas dan innovativeness) terhadap intensi pembelian
konsumen Taksi Max Cipaganti pada mahasiswa Universitas Kristen Maranatha
Bandung. Setelah diketahui besarnya pengaruh kelima variabel tersebut, akan
ditentukan variabel yang paling dominan berpengaruh terhadap keputusan
pembelian.

Untuk penelitian ini digunakan probabilitas sampling dengan cara purposive
sampling. Data diperoleh dengan menyebarkan kuesioner kepada mahasiswa fakultas
ekonomi jurusan manajemen Universitas Kristen Maranatha Bandung sebanyak 60
responden dan metode yang digunakan adalah analisis regresi berganda.

Berdasarkan analisis regresi linier berganda diketahui bahwa variabel yang paling
berpengaruh terhadap intensi pembelian konsumen adalah brand knowledge yang
memiliki koefisien 0.873 atau yang memiliki nilai koefisien regresi lebih besar
dibandingkan variabel bebas lainnya. Hasil pengujian hipotesis simultan (Uji F)
menjelaskan bahwa ketiga faktor yang menjadi variabel bebas secara bersama-sama
berpengaruh terhadap intensi pembelian konsumen. Nilai Adjusted R Square sebesar
0.695 yang berarti 69,5% menunjukkan bahwa faktor-faktor perluasan merek (brand
knowledge, persepsi kualitas dan inovativeness) dapat mempengaruhi, sedangkan
sisanya 30,5% dipengaruhi oleh faktor lain yang tidak diketahui dan tidak termasuk
dalam analisis regresi ini.

Kata-kata kunci: Perluasan merek, brand knowledge, persepsi kualitas,
innovativeness, intensi pembelian konsumen.

Universitas Kristen Maranatha



DAFTAR ISl

HALAMAN JUDUL......oiiiee s [
HALAMAN PENGESAHAN......ooii e i
SURAT PERNYATAAN KEASLIAN SKRIPSI......ccooiiiiieiiiiec e i

SURAT PERNYATAAN MENGADAKAN PENELITIAN TIDAK

MENGGUNAKAN PERUSAHAAN ...t iv
PERNYATAAN PUBLIKASI LAPORAN PENELITIAN ......ccoooveeieeeee e v
KATA PENGANTAR oottt e nnae e nae e Vi
ABSTRACT ettt s e e a e e e e nra e e e raeeareeeaans viil
ABSTRAK e e e e rae e IX
YA I 2 1 Y PRSP X
DAFTAR GAMBAR ...ttt srae e e nnae e Xiii
DAFTAR TABEL ...t Xiv
BAB | PENDAHULUAN ... .ot 1
1.1 Latar BelakKang ........ccocoiiiiiiiiieesee e 1
1.2 Perumusan Masalah...........ccccoiveiiieiiiie e 6
1.3 Tujuan Penelitian.........ccocuoieiiiiiieesiseseseeee e 6
1.4 Manfaat Penelitian........ccccviieerieie s 7

BAB Il KAJIAN PUSTAKA, RERANGKA PEMIKIRAN DAN
PENGEMBANGAN HIPOTESIS ..o 9

2.1 Kajian PUSTAKA........cceiiiieieiie e 9

Universitas Kristen Maranatha



2.1.1 Pengertian PEmasaran ...........ccceevereereereesieeseeseseesseeseesseesneans 9

2.1.2 Definisi Brand EXIENSION ........ccccoviiiiiiiiiicic e 10
2.1.3 Pengetahuan Merek (Brand Knowledge) .........cccovvvvviicninnnne 25
2.1.4 Definisi Persepsi Kualitas (Perceived Quality)...........c.ccoeeee. 25
2.1.5 Pengertian Inovasi (INNOVALIVENESS)...........cccvriveierierieieniennnns 28
2.1.6 Pengertian Intensi Pembelian ..o 28

2.2 RISEBLEMPIFIS .ot 30
2.3 Model dan Hipotesis Penelitian...........cccooviiiiinininiiiiciccce 30
2.3.1 Model PENElITIAN .......covviiiiiiieieeeee e 30
2.3.2 HIPOTESIS. ...ttt 32

2.4 Rerangka PEMIKITAN ........ooiiiiiiiiieieesee e 33
BAB 1l METODOLOGI PENELITIAN.....coiiiii e 34
3.1 Ruang Lingkup Penelitian...........ccooeieiininiieninieeeee e 34
3.2 Metode Penentuan Populasi dan Sampel ... 34
3.3 Metode Pengumpulan Data ...........ccceoerenenineniiinieeceeec e 34
3.4 Metode ANAlISIS Data.........cccviiiiiiiieieiese e 35
3.5 Metode ANaliSIS Data.........cccviiiiiieiiieese e 36
3.6 Operasional Variabel Penelitian............ccccoiiiiiiniiiiicecc e 39
BAB IV HASIL PENELITIAN DAN PEMBAHASAN.......ccoooiiiiieeee, 45
4.1 Hasil pengumpulan Data...........cccoviiiiiiiienenseeseseeee e 45
4.2 Hasil Pengujian Data dan Instrumen Penelitian ............cccccooceninnnne 47
4.2.1 Hasil Pengujian Validitas..........cccooriiiiiiiniiiceccce 47

Xi

Universitas Kristen Maranatha



4.2.2 Hasil Pengujian Reliabilitas ............ccccovevviievieie e, 50

4.2.2.1 Uji Reliabilitas Brand Knowledge..............ccoovvvinennne. 50

4.2.2.2 Uji Reliabilitas Persepsi Kualitas ..........cc.ccoovvvveiennne. 51

4.2.2.3 Uji Reliabilitas Innovativeness ............ccccvvvevvreennenn. 51

4.2.2.4 Uji reliabilitas Intensi Pembelian............ccocovvviiennn. 52

4.2.3 UjJi NOrMAaltas .......cccoveieieiiieiesieseseeeee e 52

4.2.4 Uji HeteroskedastisSitas. .........ccocvrvrirerieieenenesic s, 54

4.2.5 Uji MURIKONEHTITAS ......eeveeiiiiiicicceeecese e, 55

4.2.6 Uji AULOKOIEIASI .....ccoveviiiiiiiiicc e 56

4.3 Hasil Pengujian HIPOtESIS .......ccoiviiiiiiiiieieieee e 57

4.3.1 REQGIESSION ....eitiiiitiiiieieeie ettt bbbt 57

4.3.2 Analisis Regresi Linier Berganda ...........cccoceeeveienenininninennen, 61

BAB V SIMPULAN DAN SARAN ... s 62
5.1 SIMPUIAN ..o s 62

5.2 IMPIKAST ... s 63

5.3 Keterbatasan Penelitian ............coocoviiiiiiiiiiiieeee e 63

Su4 SATAN ...t 64
DAFTAR PUSTAKA Lttt 65

xii

Universitas Kristen Maranatha



DAFTAR GAMBAR

Gambar 2.1 Strategi MEIeK .........ccuiiiiiiierie e 21

Gambar 2.2 Mol PENEIITIAN .....vveeeeeeeee e 31

Xiii

Universitas Kristen Maranatha



DAFTAR TABEL

Tabel 1.1 Pertumbuhan Ekonomi Kota Bandung Periode 2008-2012................. 1
Tabel 1.2 Data Pengunjung Wisatawan ke Kota Bandung ...........c.cccecvevuervennnne. 2
Tabel 1.3 Data Pertumbuhan Penduduk Kota Bandung............c.ccoevveviniininnnnnne. 3
Tabel 2.1 Fungsi Merek Bagi KONSUMEN ..........coiiiiiiiiiinieienesseseseeee e 13
Tabel 2.2 Manfaat-manfaat Merek..........c.cooviiiiiiiiii e 16
Tabel 3.1 Pedoman Penilaian Tingkat Reliabilitas ............cc.ccoovviniininiiicien, 37
Tabel 3.2 SKala LIKEIT.......ccoiiiieieie e 38
Tabel 3.3 DOV Penelitian ........cccoiiiiiiiii i 40
Tabel 4.1 Karakteristik Responden Berdasarkan Jenis Kelamin ...........c.cccc....... 45
Tabel 4.2 Hasil Uji Validitas Variabel X1,X2 dan X3 ........cccccvvvviverivniernenennne 47
Tabel 4.3 Hasil Uji Validitas Y (Intensitas Pembelian)...........ccccoovovviiiiinnnnnn, 48
Tabel 4.4 Uji Reliabilitas Brand ...........ccccoooevieiiiieiiesn e 50
Tabel 4.5 Uji Reliabiltas PersepSi .......cccceiiriiiriiiiicieiesese e 51
Tabel 4.6 Uji Reliabilitas InOVatif...........c.cccooeiiiiiiieice e 51
Tabel 4.7 Uji Reliabilitas Intensitas Pembelian ............ccccooevviiviiincvcie e 52
Tabel 4.8 One-Sample Kolmogorov-SmirnoVv TeSt..........ccoevvrerenenininieieiee, 52
Tabel 4.9 Model SUMMANY ......ooiiiiiie e 55
Tabel 4.10 COrrelations .........ccveieieiieiese e 56
Tabel 4.11 Model SUMMQATYP ...........ccccoueiiiiieiieie et 57
Tabel 4.12 Variables Entered/Removed® ............ccccovvvviviieviieiiceceieeeeeeeee e 58
Tabel 4.13 Model SUMMAIY .....ocviiiiiieiei e 58
Tabel 4.14 ANOVAT ..ottt ettt en e, 58

Xiv

Universitas Kristen Maranatha



TaDEI 4,15 COBTICIBNTS .....eeeeee et eee et e et e et et e et e et e e et eseeeeee st eseeereesreeseeanes 60

XV

Universitas Kristen Maranatha



