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ABSTRAK 

Muhammad Farhan Daris, 2110412310027, 2025. Pengaruh Brand Image 

dan Cita Rasa terhadap Keputusan Pembelian Susu Ultra High Temperature 

Frisian Flag di Kota Banjarmasin, di bimbing oleh Rizki Muslim Hidayat. 

Penelitian ini bertujuan untuk mengetahui dan menguji Pengaruh Brand 

Image dan Cita Rasa terhadap Keputusan Pembelian Susu Ultra High Temperature 

Frisian Flag di Kota Banjarmasin, baik secara parsial maupun simultan. 

Pendekatan yang digunakan adalah kuantitatif dengan desain penelitian 

explanatory research. Sampel penelitian sebanyak 100 responden dipilih melalui 

teknik accidental sampling. Data dikumpulkan melalui kuesioner dan dianalisis 

menggunakan regresi linier berganda. 

Hasil penelitian menunjukkan bahwa Brand Image berpengaruh signifikan 

secara parsial terhadap Keputusan Pembelian, begitu pula dengan Cita Rasa. Secara 

parsial, kedua variabel tersebut berpengaruh signifikan secara simultan terhadap 

Keputusan Pembelian Susu Ultra High Temperature Frisian Flag di Kota 

Banjarmasin. 

 

Kata Kunci: Brand Image, Cita Rasa, Keputusan Pembelian 
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ABSTRACT 

Muhammad Farhan Daris, 2110412310027, 2025. The Influence of Brand 

Image and Taste on the Purchase Decision of Frisian Flag Ultra High Temperature 

Milk in Banjarmasin City, supervised by Rizki Muslim Hidayat. 

This study aims to determine and examine the influence of brand image and 

taste on the purchase decision of Frisian Flag Ultra High Temperature Milk in 

Banjarmasin City, both partially and simultaneously. The approach used is 

quantitative with an explanatory research design. A sample of 100 respondents was 

selected using accidental sampling. Data were collected through questionnaires 

and analyzed using multiple linear regression with the help of SPSS version 26. 

The results showed that Brand Image had a significant partial effect on 

Purchase Decision, as did Taste. Partially, both variables had a significant 

simultaneous effect on the Purchase Decision of Frisian Flag Ultra High 

Temperature Milk in Banjarmasin City. 

 

Keywords: Brand Image, Taste, Purchase Decision 
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