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PENGARUH BRAND IMAGE DAN PROMOSI TERHADAP

MINAT BELI KONSUMEN PADA PSYCONE

ABSTRAK

Perkembangan dan persaingan bisnis terutama dibidang makanan dan

minuman berkembang dengan sangat pesat dalam beberapa tahun

terakhir. Hal tersebut mengharuskan bisnis baru untuk meningkatkan

brand image dan promosi bisnis agar mampu meningkatkan minat beli

konsumen. Banyak perusahaan yang menyadari bahwa brand image dan

promosi merupakan hal penting untuk meningkatkan minat beli

konsumen. Penelitian ini dilakukan untuk mengetahui apakah brand

image dan promosi berpengaruh terhadap minat beli konsumen pada

produk Psycone. Penelitian ini menggunakan 123 responden dimana

data diperoleh dari kuesioner yang disebarkan secara online melalui

google form. Data tersebut kemudian diolah menggunakan software

SPSS (Statistical Package for the Social Sciences). Hasil pengolahan SPSS

menunjukkan bahwa brand image dan promosi berpengaruh secara

terhadap kepuasan konsumen. Melalui penelitian ini diharapkan bahwa

Psycone dapat mempertahankan brand image dan strategi promosi

perusahaan agar dapat meningkatkan minat beli konsumen.

Kata Kunci : Brand Image, Promosi, Minat Beli Konsumen, Psycone
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THE INFLUENCE OF BRAND IMAGE AND PROMOTION

TOWARD CONSUMER PURCHASING INTENTION IN

PSYCONE

ABSTRACT

Business development and competition, especially in the food and beverage sector, has

grown very rapidly in recent years. This requires new businesses to improve their

brand image and promotions in order to increase consumer purchasing intention.

Many companies realize that brand image and promotion are crucial to increase

consumer purchasing intention. This study was conducted to determine whether

brand image and promotion affect consumer purchasing intention in Psycone products.

This study used 123 respondents where the data were obtained from questionnaires

distributed online via google form. The data is then processed using SPSS

(Statistical Package for the Social Sciences) software. The results of SPSS processing

show that brand image and promotion have a significant effect on customer

purchasing intention. Through this research, it is expected that Psycone can

maintain the company's brand image and promotional strategies in order to increase

consumer purchasing intention.

Keywords: Brand Image, Promotion, Consumer Purchasing Intention, Psycone


