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ABSTRACT

Deryanti, 302151109, The Influence of Public Relations, Advertising and
Brand Image on Motorcyle Purchase Decision at CV. Suzuki Service Centre
Pangkalpinang

The phenomenon that public relations, advertising and brand imange can
affect purchase decision is what motivated this study. The purpose of this study was
to investigate and analyse the effects of public relation, advertising, and brand
image on motorcycle purchase decision a Cv. Suzuki Service Centre
Pangkalpinang. This is quantitative descriptive study with a sample od 186
respondents, to sample the population of the study, proportionate stratified random
sampling technique was used. The independent variable in this study were public
relation, advertising and brand image, while the dependent variable was purchase
decision. The instrument testing was conducted using tests of validity and
reliability, and the data analysis was conducted using multiple linear regression
analysis with T test, F test, and coefficient of determination. The analysis result for
the independent variable were X1: T > T (4.289>19730and g =0.000

CoumnE rabis
<0.05), X2: T.,.... > Toup, (15.814>1.9730 and z = 0.000 < 0.05), and X3 T,

> T.asie (3813 >1.9730 and @ = 0.000 < 0.05). therefore it can be concluded that
each of the independent variable has a positive and significant effect on the
dependent variable. The result of the F test was fcount (861.924) > fianie (2,65), and
the significane value was. 0.00 < 0.05 which means that public relation, advertising,
and brand image simultaneously affected purchase decision significantly. The result
of coefficient of determination (R? showed that the variable public relation,
advertising and brand image influenced purchase decision at 82.2%

Keywords. Public Relation, Advertising, Brand I mage, and Purchase decision
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ABSTRAK

Deryanti, 3021511019. Pengaruh Public Relations, Advertising, dan Brand
Image terhadap Keputusan Pembelian motor di CV. Suzuki Service Centre
Pangkalpinang.

fenomena yang menunjukan bahwa Public Relations, Advertising, dan
Brand Image dapat mempengaruhi Keputusan Pembelian. Tujuan penelitian adalah
untuk mengetahui dan menganalisis tentang pengaruh Public Relations,
Advertising, dan Brand Image terhadap Keputusan Pembelian motor di CV. Suzuki
Service Centre Pangkalpinang. Penelitian ini menggunakan deskriptif kuantitatif
dengan jumlah sampel 186 responden, dan metode pengambilan sampelnya
menggunakan Proportionate Sratified Rendom Sampling. penelitian ini variabel
independennya terdiri dari Public Relation, Advertisng dan Brand Image,
sedangkan variabel dependen adalah Keputusan Pembelian. Pengujian instrumen
menggunakan validitas dan realibilitas, metode analisis data menggunakan analisis
regresi linier berganda, uji T, uji F, dan koefisien determinasi. Hasil penelitian
variabel independen masing — masing diperoleh (X1 Ty ny > T, (4.289 >

cabsl
o > Teape (15.814>1.9730 dan nilai

p = 0.000 < 0.05) dan (X3 diperolen T, > Tnp.; (3.813>1.9730 dan nilai p =
0.000 < 0.05) sehingga dapat disimpulkan masing — masing variabel independen
berpengaruh positif dansignifikan terhadap dependen. Hasil uji F fhitung (861.924) >
ftabe (2,65), dan nilai signifikansi adalah 0,000 < 0,05 yang berarti variabel Public
Relation, Advertising dan Brand Image secara simultan mempengaruhi variabel
Keputusan Pembelian secara signifikan. Hasil andisis koefisien determinasi (R?)
menunjukan variabel Public Relation, Advertising dan Brand Image mempengaruhi
variabel minat beli sebesar 82.2%.

Kata Kunci: Public Relation, Advertising, Brand Image, dan Keputusan

Pembelian
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