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Pengaruh Iklan Produk Parfum Axe Di Televisi Terhadap Keputusan Pembelian
Dan Loyalitas Merek Pada Konsumen Parfum Axe Di Kota Jember

Hanif Hadinata Utama

Jurusan Magister Manajemen, Fakultas Ekonomi, Universitas Jember

ABSTRAK

Penelitian ini bertujuan untuk mengetahui, membuktikan dan menganalisis
pengaruh (1) isi pesan terhadap keputusan pembelian, (2) isi pesan terhadap
loyalitas merek, (3) struktur pesan terhadap keputusan pembelian, (4) struktur
pesan terhadap loyalitas merek, (5) format pesan terhadap keputusan pembelian,
(6) format pesan terhadap loyalitas merek, (7) sumber pesan terhadap keputusan
pembelian, (8) sumber pesan terhadap loyalitas merek, dan (9) keputusan
pembelian terhadap loyalitas merek. Teknik analisis menggunakan analisis
structural equation modelling (SEM) dengan program AMOS 18. Rancangan
penelitian ini adalah explanatory research dan confirmatory research. Teknik
pengambilan sampel penelitian menggunakan purposive sampling dengan jumlah
responden sebanyak 121 responden. Hasil penelitian menunjukkan bahwa : (1) isi
pesan berpengaruh signifikan terhadap keputusan pembelian, (2) isi pesan
berpengaruh signifikan terhadap loyalitas merek, (3) struktur pesan berpengaruh
signifikan terhadap keputusan pembelian, (4) struktur pesan berpengaruh
signifikan terhadap loyalitas merek, (5) format pesan berpengaruh signifikan
terhadap keputusan pembelian, (6) format pesan berpengaruh signifikan terhadap
loyalitas merek, (7) sumber pesan berpengaruh signifikan terhadap keputusan
pembelian, (8) sumber pesan berpengaruh tidak signifikan terhadap loyalitas
merek, dan (9) keputusan pembelian berpengaruh signifikan terhadap loyalitas

merek.

Kata Kunci : isi pesan, struktur pesan, format pesan, sumber pesan, keputusan

pembelian, loyalitas merek.
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Influence Of Advertising Axe Perfume Products On Television On The Decision
To Purchase And Brand Loyalty Consumer Axe Perfume In The Jember City

Hanif Hadinata Utama

Master of Management, Economics Faculty, Jember University

ABSTRACT

This study aims to identify, prove and analyze the influence of (1) the message to
the buying decision, (2) the message of brand loyalty, (3) the structure of a
message to the buying decision, (4) the structure of a message to brand loyalty,
(5) format message to the buying decision, (6) message format of brand loyalty,
(7) the source of a message to the buying decision, (8) the source of a message to
brand loyalty, and (9) buying decision to purchase brand loyalty. Analysis
technique using structural equation modeling analysis (SEM) with AMOS 18
program. The design of this research is explanatory research and confirmatory
research. Sampling study using purposive sampling with the number of
respondents were 121 respondents. The results showed that: (1) the content of
messages significantly influence purchase decisions, (2) the content of messages
significantly influence brand loyalty, (3) the structure of messages significantly
influence purchase decisions, (4) the structure of messages significantly influence
brand loyalty, (5) format messages significantly influence purchase decisions, (6)
message format significant effect on brand loyalty, (7) the source of messages
significantly influence purchase decisions, (8) did not significantly affect the
message source for brand loyalty, and (9) buying decision significant effect on
brand loyalty.

Key words : the content of messages, message structure, message format, the

source of the message, making a purchase, brand loyalty.
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