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ABSTRAK

Muhammad Salahuddin, 2020420310018, Pengaruh Brand Positioning dan
Brand Equity Terhadap Keputusan Pembelian Burger Bangor Kandangan, di bawah
bimbingan Saladin Ghalib

Salah satu restoran cepat saji yang merupakan produk lokal Indonesia
adalah Burger Bangor yang menjadi pilihan Burger masyarakat. Penelitian ini
menunjukkan pengaruh brand positioning dan brand equity terhadap keputusan
pembelian Burger Bangor Kandangan.

Lokasi penelitian yang dipilih adalah di Burger Bangor Kandangan. Total
sampel yang digunakan adalah sebanyak 80 responden. Kuesioner dipilih sebagai
instrumen penelitian guna mengumpulkan data dan analisis regresi linear berganda
yang digunakan untuk pengujian hipotesis.

Hasil penelitian menunjukkan bahwa Brand positioning berpengaruh
signifikan terhadap keputusan pembelian konsumen. Brand equity berpengaruh
signifikan terhadap keputusan pembelian konsumen. Brand Positioning dan Brand
Equity memiliki pengaruh yang signifikan secara simultan terhadap keputusan
pembelian Burger Bangor Kandangan.

Kata kunci: Brand Positioning, Brand Equity, Keputusan Pembelian



ABSTRACT

Muhammad Salahuddin, 2020420310018, The Influence of Brand
Positioning and Brand Equity on Purchase Decisions for Burger Bangor
Kandangan, under the guidance of Saladin Ghalib

One of the fast food restaurants which is a local Indonesian product is
Burger Bangor which is the people's burger choice. This research shows the
influence of brand positioning and brand equity on purchasing decisions for the
Bangor Kandangan Burger.

The research location chosen was Burger Bangor Kandangan. The total
sample used was 80 respondents. A questionnaire was chosen as a research
instrument to collect data and multiple linear regression analysis was used for
hypothesis testing.

This research results show that brand positioning has a significant effect on
consumer purchasing decisions. Brand equity has a significant influence on
consumer purchasing decisions. Brand Positioning and Brand Equity have a
significant influence simultaneously on purchasing decisions for the Bangor
Kandangan Burger.

Keywords: Brand Positioning, Brand Equity, Purchasing Decision
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