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ABSTRACT 

This study aims to determine the effect of customer delight, brand image and 

product innovation on consumer purchasing decisions on erigo brand products in 

Surabaya. This type of research is quantitative research. The population is all 

customers of Erigo brand products in Surabaya. The number of samples taken is 100 

respondents who are taken incidentally. The sampling technique used is the basic 

probability sampling technique, this technique is randomization or a coincidence. 

The data collection method used is a survey with a questionnaire instrument that is 

using a questionnaire. Test the instrument using Validity and Reliability Test. The 

data analysis technique used is multiple linear regression analysis with hypothesis 

testing using the F test and t test. 

 

Keywords : Customer delight, Brand image and product innovation, Purchase 

decision 
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ABSTRACT 

This study aims to determine the effect of customer satisfaction, brand image and 

product innovation on consumer purchasing on Erigo brand products in Surabaya. 

This type of research is quantitative research. The population is all customers of the 

Erigo brand in Surabaya. The number of samples taken is 100 respondents who are 

taken incidentally. The sampling technique used is the basic probability sampling 

technique, this technique is randomization or a coincidence. The data collection 

method used is a survey with a questionnaire instrument that is using a 

questionnaire. Test Instruments using Validity and Realibility tests. The data 

analysis technique used is multiple linear regression analysis with hypothesis testing 

using the F test and T test. Based on the research results obtained from multiple 

linear regression analysis, 

 

Keywords : Customer delight, Brand image and Product innovation, Purchasing 

decisions  
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SUMMARY 

 

THE EFFECT OF CUSTOMER DELIGHT, BRAND IMAGE, AND 

PRODUCT INNOVATION ON THE PURCHASE DECISION OF THE 

ERIGO BRAND IN THE CITY OF SURABAYA 

 

 

The problem studied is whether there is influence of customer delight, brand 

image, product innovation partially or simultaneously on purchasing decisions. This 

study aims to determine the effect of customer delight, brand image, product 

innovation partially or simultaneously on purchasing decisions. The hypothesis in 

this research is Customer Delight whether it has a significant effect on purchasing 

decisions for the Erigo brand in the city of Surabaya, whether the brand image has a 

significant effect on purchasing decisions for the Erigo brand in the city of 

Surabaya, product innovation has a significant effect on purchasing decisions for the 

Erigo brand in the city of Surabaya and whether customer delight, image Brand, 

Product Innovation simultaneously has a significant effect on purchasing decisions 

for the Erigo brand in the city of Surabaya. The population used in this study were 

all customers who bought the local brand Erigo in the city of Surabaya by using a 

sample determination technique, namely probability sampling. The basis of 

probability sampling is randomization or coincidence, so it is also known as random 

sampling. The number of samples required for this study were 100 respondents. The 

data collection method used is the distribution of questionnaires (questionnaires). 

The data analysis technique used is validity test, reliability test, and multiple linear 

regression analysis. The hypothesis test used is the t test and F test. The data 

analysis in this study uses the help of SPSS version 26. Based on the research results 

obtained from multiple linear regression analysis are so it is also known as random 

sampling. The number of samples required for this study were 100 respondents. The 

data collection method used is the distribution of questionnaires (questionnaires). 

The data analysis technique used is validity test, reliability test, and multiple linear 

regression analysis. The hypothesis test used is the t test and F test. The data 

analysis in this study uses the help of SPSS version 26. Based on the research results 

obtained from multiple linear regression analysis are so it is also known as random 

sampling. The number of samples required for this study were 100 respondents. The 

data collection method used is the distribution of questionnaires (questionnaires). 

The data analysis technique used is validity test, reliability test, and multiple linear 

regression analysis. The hypothesis test used is the t test and F test. The data 

analysis in this study uses the help of SPSS version 26. Based on the research results 
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obtained from multiple linear regression analysis areY = 5.547 + 0.204(X1) + 

0.506(X2) + 0.093(X3). The results of the t-test hypothesis show that the Customer 

Delight variable partially has an influence on purchasing decisions, it can be seen 

from the sig value of 0.013 <0.005 and the value of️️2,533 >table 1.660. Partially 

brand image also has a significant influence on purchasing decisions, it can be seen 

from the value of sig 0.000 < 0.005 and the value of️️4,292 >𝑡 𝑡𝑎𝑏𝑒𝑙1,660. So the 

two variables have the same significant effect on purchasing decisions, but on the 

other hand the third variable, namely product innovation, is not significant on 

purchasing decisions for the Erigo brand in the city of Surabaya with a sig value of 

0.039> 0.005 with a t value of 1.022> t table 1.660. The results of the F-test 

hypothesis show that customer delight, brand image, product innovation 

simultaneously have a significant influence on purchasing decisions, the results 

obtained are sig. 0.000 < 0.005 and Fcount 78.973 > F table 2.699. Which means 

that H3 is accepted and the variables X1, X2 and X3 have a simultaneous and 

significant effect on the variable Y 

 

The conclusions in this study indicate that customer delight, brand image 

have a significant and accepted effect but not for product innovation variables which 

are not significant for purchasing decisions for the Erigo brand in the city of 

Surabaya. Meanwhile, the simultaneous variables of Customer delight, brand image 

and product innovation have a simultaneous influence on purchasing decisions for 

the Erigo brand in the city of Surabaya. 
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SUMMARY 

THE INFLUENCE OF CUSTOMER DELIGHT, BRAND IMAGE, AND 

PRODUCT INNOVATION ON THE PURCHASE DECISION ON ERIGO 

BRAND IN THE CITY OF SURABAYA 

The problem studied is weather there is influence of customer delight, brand 

image, product innovation partially or simultaneously on purchasing decisions. This 

study aims to determine the effect of customer delight, brand image, product 

innovation partially or simultaneously on purchasing decisions. The hypothesis in 

this study is customer delight whether it has a significant effect on purchasing 

decisions for the Erigo brand In the city of Surabaya, whether brand image has a 

significant effect on purchasing decisions for the Erigo in the city for Surabaya, 

product innovation has a significant effect on purchasing decisions for the Erigo 

bramd in the city of Surabaya and whether Customer delight, Brand image, Product 

innovation simultaneously has a significant effect on purchasing decisions for the 

Erigo brand in the city of Surabaya. The populations used in this study were all 

customers who bought the local brand Erigo in the city of Surabaya by using a 

sample determination technique, namely probability sampling. The basic of 

probability sampling is randomizations or coincidence, so it is also known as 

random sampling. The number of samples needed for this study were 100 

respondents. The data collection method used is the distribution of a querynaire. The 

data analysis technique used is validity test, reliability test, and multiple linear 

regression analysis. The hypothesis test used is the T test and F test. Data analysis in 

this study uses the help of SPSS version 26, Based on the results of the study 

obtained from multiple linear regression analysis is Y = 5.547 + 0.204 (X1) + 0.506 

(X2)+ 0, 093 (X3) the results of the t-test hypothesis show that the customer delight 

variable partially has an influence on purchasing decisions, it can be seen from the 

sig value of 0.013 < 0.005 and the value of 2.533 > table 1.660. Partially Brand 

image lasso has a significant influence on purchasing decisions, it can be seen from 

the sig value of 0.000, 0.005 and the value of 4.292 . 1,660. So the two variables 

have the same significant effect on purchasing decisions, but on the other hand the 

third variable, namely Product innovation, is not significant on purchasing decisions 

for the Erigo brand in the city of Surabaya with a sig value of 0.0039 > 0.005 with at 

value of 1.022 > t table 1.660. The results of the F test hypothesis show that 

customer delight, brand image, product innovation simultaneously have a significant 

influence on purchasing decisions, the results obtained are sig 0.000 < 0.005 and 

Fcount 78.973 > F table 2.699. Which means that H3 is accepted and the variables 

X1, X2, X3 have a simultaneous and significant effect on the variable Y 
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The conclusions in this study indicate that customer delight, brand image, have a 

significant and accepted effect but not for product innovation variables which are 

not significant for purchasing decisions for the Erigo brand in the city of Surabaya. 

Meanwhile, for the simultaneous varoiables of customer delight, brand image and 

product innovation have a simultaneous influence on purchasing decisions Erigo 

brand in Surabaya 
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