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PENGARUH SALES PROMOTION, BRAND IMAGE, DAN
PERCEIVED VALUE TERHADAP KEPUTUSAN
PENGGUNAAN MELALUI WORD OF MOUTH

KARTU KREDIT BANK MEGA
DI SURABAYA

ABSTRAK

Pada era modern saat ini, beberapa bank mulai mengeluarkan kartu
kreditnya. Hal ini dillakukan karena pengguna kartu kredit yang semakin
berkembang pesat. pengguna Kkartu kredit lebih memilih untuk
menggunakan Kkartu kredit yang memiliki banyak keuntungan yang sesuai
dengan kebiasaan dari pengguna. Bank Mega menggunakan strategi terkait
variabel sales promotion, perceived value dan word of mouth terhadap
keputusaan penggunaan kartu kredit serta brand image terhadap keputusan
penggunaan kartu kredit melalui word of mouth.

Penelitian ini bertujuan untuk mengetahui pengaruh sales
promotion,brand image dan perceived value terhadap keputusan
penggunaan melalui word of mouth kartu kredit Bank Mega di Surabaya.
Penelitian ini menggunakan penelitian kausal. Teknik pengambilan sampel
menggunakan teknik pengambilan secara tak acak (nonprobability
sampling). Sampel yang digunakan sebesar 120 responden pengguna kartu
kredit Bank Mega di Surabaya. Alat pengumpulan data yang digunakan
adalah kuesioner. Teknik analisis data yang digunakan adalah Structural
Equation Model dengan menggunakan program LISREL 8.8

Hasil penelitian ini menyatakan bahwa sales promotion berpengaruh
secara signifikan terhadap keputusan penggunaan, brand image
berpengaruh secara signifikan terhadap word of mouth , perceived value
berpengaruh secara signifikan terhadap keputusan penggunaan dan word of
mouth tidak berpangaruh secara signifikan terhadap keputusan
penggunaan..

Kata Kunci: Sales Promotion, Brand Image, Perceived Value, Keputusan
Pengunaan, Kartu Kredit
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The Influence Of Sales Promotion, Brand Image, and
Perceived Value On Decisions Use Through
Word Of Mouth Bank Mega
Credit Card In Surabaya

ABSTRACT

In this modern era. some banks start issuing credit cards. This is
done because credit card users are growing rapidly. credit card users
prefer to use credit cards that have many advantages to suit the user's
habits. Bank Mega using strategies related to sales promotion variables,
perceived value and word of mouth against the deception of credit card use
and brand image of the decision to use credit cards through word of mouth

This Research Aims To Determine The Influence Of Sales
Promotion, Brand Image, and Perceived Value, On Decisions Use Through
Word Of Mouth Credit Card Bank Mega In Surabaya. The sampling
technique uses the technique of non-random sampling (nonprobability
sampling). The sample used is 120 respondents of Bank Mega credit card
users in Surabaya Data analysis technique used is Structural Equation
Model by using LISREL 8.8 program.

The results of this study indicate that sales promotion significantly
influence on decisions use, brand image significantly influence on word of
mouth , perceived value significantly influence on decisions use , and word
of mouth does not significantly affect on decisions use.

Keyword: sales promotion, brand image ,perceived value,word of mouth
on decisions use , credit cards
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