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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



 
 

v 
 

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



 
 

vi 
 

DAFTAR ISI 

 
LEMBAR PENGESAHAN ..................................................................................... i 

KATA PENGANTAR ............................................................................................ ii 

ABSTRAK ............................................................................................................. iv 

ABSTRACT ............................................................................................................... v 

DAFTAR ISI .......................................................................................................... vi 

DAFTAR TABEL ................................................................................................ viii 

DAFTAR GAMBAR ............................................................................................. ix 

DAFTAR LAMPIRAN ........................................................................................... x 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1. Latar Belakang .......................................................................................... 1 

1.2. Rumusan Masalah ..................................................................................... 6 

1.3. Tujuan Penelitian ...................................................................................... 6 

1.4. Manfaat Penelitian .................................................................................... 6 

BAB II TINJAUAN PUSTAKA ............................................................................. 9 

2.1. Landasan Teoritis ...................................................................................... 9 

2.1.1. Pemasaran ........................................................................................ 9 

2.1.2. Perilaku Konsumen ....................................................................... 11 

2.1.3. Brand Positioning .......................................................................... 13 

2.1.3.1. Pengertian Brand ............................................................. 13 

2.1.3.2. Manfaat dan Keuntungan Brand...................................... 14 

2.1.3.3. Pengertian Brand Positioning ......................................... 15 

2.1.3.4. Indikator Brand Positioning ............................................ 16 

2.1.4. Brand Equity .................................................................................. 17 

2.1.4.1. Pengertian Brand Equity ................................................. 17 

2.1.4.2. Indikator Brand Equity .................................................... 18 

2.1.5. Keputusan Pembelian .................................................................... 22 

2.1.5.1. Pengertian Keputusan Pembelian .................................... 22 

2.1.5.2. Tahapan-tahapan Keputusan Pembelian ......................... 23 

2.1.5.3. Faktor yang Mempengaruhi Keputusan Pembelian ........ 26 

2.1.5.4. Indikator Keputusan Pembelian ...................................... 28 

2.2. Tinjauan Penelitian Terdahulu ................................................................ 29 

2.3. Hipotesis dan Model Penelitian .............................................................. 37 

2.3.1 Hipotesis ............................................................................................. 37 

2.3.2 Model Penelitian ................................................................................. 38 

BAB III METODE PENELITIAN........................................................................ 37 

3.1. Pendekatan Penelitian ............................................................................. 37 

3.2. Desain Penelitian .................................................................................... 37 

3.3. Lokasi Penelitian ..................................................................................... 38 

3.4. Populasi, Sampling dan Sampel Penelitian ............................................. 38 

3.4.1. Populasi  ......................................................................................... 38 

3.4.2. Sampling ........................................................................................ 38 

3.4.3. Sampel Penelitian .......................................................................... 38 

3.5. Definisi Operasional Variabel ................................................................. 39 

3.6. Teknik Pengumpulan Data ...................................................................... 44 



 
 

vii 
 

3.7. Teknik Analisis Data............................................................................... 44 

BAB IV HASIL PENELITIAN ............................................................................ 49 

4.1. Profil Responden ..................................................................................... 54 

4.2. Hasil Deskriptif Variabel ........................................................................ 56 

4.3. Hasil Pengujian Hipotesis ....................................................................... 54 

BAB V PEMBAHASAN HASIL ......................................................................... 63 

5.1. Pembahasan............................................................................................. 63 

5.2. Implikasi Hasil Penelitian ....................................................................... 66 

5.2.1. Implikasi Teoritis........................................................................... 66 

5.2.2. Implikasi Praktis ............................................................................ 67 

5.3. Keterbatasan Penelitian ........................................................................... 68 

BAB VI PENUTUP .............................................................................................. 69 

6.1. Kesimpulan ............................................................................................. 69 

6.2. Saran ....................................................................................................... 69 

DAFTAR PUSTAKA ........................................................................................... 72 

LAMPIRAN .......................................................................................................... 76 
 



 
 

viii 
 

DAFTAR TABEL 
 

 

No.  Judul Hal. 

 

Tabel 2.1 Penelitian Terdahulu................................................................ 29 

Tabel 3.1 Operasionalisasi Variabel........................................................ 40 

Tabel 3.2 Skala Likert............................................................................. 41 

Tabel 3.3 Tingkat Uji Reliabilitas Berdasarkan Nilai Alpha.................. 44 

Tabel 4.1 Karakteristik Responden Berdasarkan Usia............................ 49 

Tabel 4.2 Karakteristik Responden Berdasarkan Jenis Kelamin............. 50 

Tabel 4.3 Karakteristik Responden Berdasarkan Pendidikan Terakhir... 50 

Tabel 4.4 Rekapitulasi jawaban responden variabel Brand Positioning 

(X1)........................................................................................ 

51 

Tabel 4.5 Rekapitulasi jawaban responden variabel Brand Equity (X2). 52 

Tabel 4.6 Rekapitulasi jawaban responden variabel Keputusan 

Pembelian (Y).......................................................................... 

53 

Tabel 4.7 Hasil Analisis Statistik Deskriptif........................................... 55 

Tabel 4.8 Hasil Uji Normalitas (Kolmogorov-Smirnov)......................... 57 

Tabel 4.9 Hasil Uji Multikolinearitas...................................................... 58 

Tabel 4.10 Hasil Uji Linearitas.................................................................. 59 

Tabel 4.11 Hasil Uji Heteroskedastisitas................................................... 60 

Tabel 4.12 Hasil Uji Statistik t................................................................... 61 

Tabel 4.13 Hasil Uji F (Simultan).............................................................. 62 

   

 
 

 

 

 

 

 

 

 

 

 



 
 

ix 
 

DAFTAR GAMBAR 
 

 

No.  Judul Hal. 

   

Gambar 2.1 Model Penelitian................................................................... 36 
 



 
 

x 
 

DAFTAR LAMPIRAN 

 

No.  Judul Hal. 

Lampiran 1 Karakteristik Responden........................................................ 76 

Lampiran 2 Frekuensi Jawaban Responden............................................... 77 

Lampiran 3 Hasil Uji Statistik Deskriptif.................................................. 82 

Lampiran 4 Hasil Uji Persyaratan Analisis................................................ 83 

Lampiran 5 Kuesioner Penelitian.............................................................. 86 

Lampiran 6 Data Input dari Google Form................................................. 88 

Lampiran 7 Data Input Profil Responden.................................................. 90 

Lampiran 8 Data Input Frekuensi dan Statistik Deskriptif........................ 92 

Lampiran 9 Data Input SPSS..................................................................... 98 

Lampiran 10 Foto 100 

 

 


	fa5db7ed5b3a751553e8cef9492bfd32c7fa73bd0d8d4e743dd8943ef410684f.pdf
	63b890cf9f1e36189a6cc12c76a4100a08df7104d00aa103152f8d0667bcc63b.pdf

	385f6562d56794701273b4ded47296bfb1dcc4f749b39e22580f5b74cc97801d.pdf
	385f6562d56794701273b4ded47296bfb1dcc4f749b39e22580f5b74cc97801d.pdf
	fa5db7ed5b3a751553e8cef9492bfd32c7fa73bd0d8d4e743dd8943ef410684f.pdf

