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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh citra merek dan persepsi harga terhadap keputusan
pembelian dengan loyalitas pelanggan sebagai variabel intervening pada merek FEiger di kota
Samarinda. Adapun, alat analisis yang digunakan adalah aplikasi analisis SmartPLS. Populasi dalam
penelitian ini adalah pelanggan yang telah membeli produk merek Eiger,dimana jumlah sampel
sebanyak 100. Hasil PLS menunjukkan bahwa citra merek berpengaruh positif dan tidak signifikan
terhadap loyalitas pelanggan, persepsi harga berpengaruh positif dan signifikan terhadap loyalitas
pelanggan, citra merek berpengaruh positif dan signifikan terhadap keputusan pembelian, persepsi
harga berpengaruh negatif dan tidak signifikan terhadap keputusan pembelian, loyalitas pelanggan
berpengaruh positif dan signifikan terhadap keputusan pembelian, citra merek berpengaruh positif dan
tidak signifikan terhadap keputusan pembelian melalui loyalitas pelanggan dan persepsi harga
berpengaruh positif dan signifikan terhadap keputusan pembelian melalui loyalitas pelanggan.

Kata Kunci : Citra Merek, Persepsi Harga, Keputusan Pembelian, Loyalitas Pelanggan



ABSTRACT

This study aims to determine the effect of brand image and price perception on purchasing
decisions with customer loyalty as an intervening variable for the Eiger brand in Samarinda.
Meanwhile, the analytical tool used is the SmartPLS analysis application. The population in
this study were customers who had bought Eiger brand products, where the number of samples
was 100. The PLS results show that brand image has a positive and insignificant effect on
customer loyalty, perceived price has a positive and significant effect on customer loyalty,
brand image has a positive and significant effect on purchasing decisions, perceived price has
a negative and insignificant effect on purchasing decisions, customer loyalty has a positive and
significant effect on purchasing decisions, brand image has a positive and insignificant effect
on purchasing decisions through customer loyalty and perceived price has a positive and
significant effect on purchasing decisions through customer loyalty.

Keywords : Brand Image, Price Perception, Purchase Decision, Customer Loyalty
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