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RINGKASAN

Perkembangan jaman dan teknologi semakin berkembang,maka makin
banyak pula muncul perusahaan dalam bidang sepatu, salah satunya adalah sepatu
Nike. Persaingan yang semakin kompetitif ini menuntut setiap perusahaan untuk
memiliki strategi pemasaran yang kuat dalam memasarkan produk barang dan
jasanya sehingga dapat bertahan dalam persaingan bisnis. Tujuan penelitian ini
untuk mengetahui pengaruh brand image, persepsi harga, kualitas produk, dan
kualitas layanan secara parsial dan simultan terhadap keputusan pembelian sepatu
merek Nike di Centro Galaxy Mall Surabaya; serta mengetahui faktor yang paling
dominan terhadap keputusan pembelian sepatu merk Nike di Centro Galaxy Mall
Surabaya.

Jenis penelitian yang digunakan dalam penelitian ini adalah penelitian
kuantitatif. Populasi yang digunakan adalah seluruh konsumen yang telah membeli
sepatu merek NIKE di centro galaxy mall Surabaya, sedangkan sampel diambil
sebanyak 100 responden. Pengumpulan data dilakukan dengan menyebarkan
kuesioner. Analisis data yang digunakan dalam penelitian ini adalah analisis regresi
linear berganda (multiple regression).

Berdasarkan hasil analisis dapat ditarik kesimpulan bahwa: (1) brand image,
persepsi harga, kualitas produk, dan kualitas layanan berpengaruh positif dan
signifikan secara parsial terhadap keputusan pembelian sepatu merek Nike di Centro
Galaxy Mall Surabaya; (2) brand image, persepsi harga, kualitas produk, dan
kualitas layanan berpengaruh positif dan signifikan secara simultan terhadap
keputusan pembelian sepatu merek Nike di Centro Galaxy Mall Surabaya; (3)
variabel kualitas produk adalah variabel yang berpengaruh paling dominan terhadap
keputusan pembelian sepatu Nike di Centro Galaxy Mall Surabaya.

Kata Kunci : Brand image, Persepsi Harga, Kualitas Produk, Kualitas
Layanan, Keputusan Pembelian
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ABSTRACT

The development of the era and technology more rapidly, the more
emerging companies in the field of shoes, one of them is Nike shoes. This
increasingly competitive competition requires every company to have a strong
marketing strategy in marketing its products and services so as to survive in business
competition. The purpose of this study was to determine the influence of brand
image, price perception, product quality, and service quality partially and
simultaneously on purchasing decision of Nike brand shoes at Centro Galaxy Mall
Surabaya; and to know the most dominant factor on purchase decision of Nike brand
shoes at Centro Galaxy Mall Surabaya.

The type of research used in this study is quantitative research. Population
used is all consumers who have bought NIKE shoes in Centro Galaxy Mall
Surabaya, while the samples taken as many as 100 respondents. Data collection was
done by distributing questionnaires. Data analysis used in this research is multiple
regression analysis.

Based on the analysis result, it can be concluded that: (1) brand image, price
perception, product quality, and service quality have positive and significant
influence partially on purchase decision of Nike brand shoes at Centro Galaxy Mall
Surabaya; (2) brand image, price perception, product quality, and service quality
have positive and significant influence simultaneously on purchase decision of Nike
brand shoes at Centro Galaxy Mall Surabaya; (3) product quality is the most
dominant influence variable to on purchase decisions of Nike shoes at Centro
Galaxy Mall Surabaya.

Keywords : Brand Image, Price Perception, Product Quality, And Service
Quality, Purchase Decision
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