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PENGARUH BRAND IMAGE DAN ADVERTSING TERHADAP
PURCHASE INTENTION MELALUI CONSUMER ATTITUDE
PADA APPETON WEIGHT GAIN DI SURABAYA

ABSTRAK

Pada era sekarang masalah berat badan bisa mempengaruhi penampilan dan
kepercayaan diri seseorang. Tentunya setiap orang ingin memiliki badan yang
ideal/proporsional dalam arti kata tidak terlalu kurus dan tidak terlalu gemuk. Susu
suplemen penambah berat badan merupakan salah satu alternatif yang banyak
dipilih dalam membantu untuk mengatasi masalah berat badan. Karena susu
merupakan formula lain untuk menggemuk kan badan, ini akan menjadi solusi
paling efektif yang dapat digunakan. Penelitian ini dilakukan untuk mengetahui
apakah Brand Image dan Advertising dapat berpengaruh besar pada customer
attitude serta purchase intention pada Appeton Weight Gain di Surabaya. Sampling
yang digunakan dalam penelitian ini adalah nonprobability sampling dan
pengambilan sampel adalah dengan menggunakan teknik purposive sampling.
Sampel berjumlah sebanyak 177 responden yaitu pria dan wanita, yang berusia 17
tahun keatas, pernah mendengar atau melihat produk Appeton Weight Gain dan
berdomisili di Surabaya. Data diperoleh dari kuisioner yang disebar secara offline.
Data tersebut kemudian dianalisis dengan teknik Structural Equation Modeling
(SEM).

Hasil pengujian menunjukan bahwa brand image mempunyai pengaruh
terhadap customer attitude, advertising mempunyai pengaruh terhadap consumer
Attitude dan customer attitude mempunyai pengaruh terhadap purchase intention.
Brand Image mempunyai pengaruh terhadap purchase intention melalui customer
attitude dan advertising mempunyai pengaruh terhadap purchase Intention melalui
customer attitude.

Dalam penelitian ini terdapat saran yang dapat diberikan peneliti yaitu agar
Apeton Weight Gain terus melakukan inovasi pada kemasan produk dan Appeton
Weight Gain diharapkan dapat memberikan iklan yang lebih menarik dan variatif
agar konsumen bisa tertarik. Selain itu juga bisa dengan memberikan promosi yang
menarik agar konsumen tertarik untuk membeli. Sebagai saran akademis
diharapkan penelitian berikutnya menggunakan variabel — variabel lain seperti
product quality, brand satisfaction, dan brand trust

Kata Kunci: Advertising, Brand Image, Customer Attitude, Purchase Intention.
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THE IMPACT OF BRAND IMAGE AND ADVERTISING ON PURCHASE
INTENTION THROUGH CONSUMER ATTITUDE IN APPETON
WEIGHT GAIN SURABAYA

ABSTRACT

In this era, weight problems can affect one's appearance and confidence. Of
courseeveryone wants to have an ideal / proportional body in the sense that the
word is not too thin and not too fat. Supplement weight gain milk is one alternative
that is widely chosen in helping to overcome weight problems. Because milk is
another formula for fattening the body, this will be the most effective solution that
can be used. This research was conducted to find out whether Brand Image and
Advertising can have a big influence on customer attitude and purchase intention
on Appeton Weight Gain in Surabaya. The sampling used in this research is
nonprobability sampling and sampling is using purposive sampling technique. A
sample of 177 respondents, men and women, aged 17 years and over, had heard or
seen Appeton Weight Gain products and were domiciled in Surabaya. Data
obtained from questionnaires distributed offline. The data is then analyzed using
the Structural Equation Modeling (SEM) technique.

The test results show that brand image has an influence on consumer
attitude, advertising has an influence on consumer attitude and consumer attitude
has an influence on purchase intention. Brand Image has an influence on purchase
intention through customer attitude and advertising has an influence on purchase
intention through customer attitude.

In this study there are suggestions that can be given by the researcher,
namely that Apeton Weight Gain continues to innovate on product packaging and
Appeton Weight Gain is expected to be able to provide more interesting and varied
advertisements so consumers can be interested. Besides that, you can also provide
attractive promotions so that consumers are interested in buying. As an academic
advice, it is expected that subsequent research uses other variables such as product
quality, brand satisfaction and brand trust

Keywords: Advertising, Brand Image, Customer Attitude, Purchase
Intention.
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