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PENGARUH BRAND IMAGE : STRENGTH OF BRAND ASSOCIATIONS, 

FAVORABILTY OF BRAND ASSOCIATIONS , UNIQUENESS OF BRAND 

ASSOCIATIONS MEIKARTA TERHADAP 

 KEPUTUSAN PEMBELIAN 

 

NABILAH YUSUF SA’ARI 
 

 

ABSTRAK 

 

Meikarta adalah nama sebuah kota “Jakarta Baru” di daerah Cikarang 

berskala internasional. Sebuah inovasi terbaru daripada Lippo Group. Proyek 

kota baru Meikarta adalah proyek Lippo Group terbesar yang pernah dikerjakan 

dalam 67 tahun sejarah berdirinya group Lippo Group.Tujuan yang ingin dicapai 

dalam penelitian ini adalah untuk mengetahui  pengaruh brand image : strength 

of brand associations , favorability of brand associations , uniqueness of brand 

associations  terhadap keputusan pembelian .Metode pengambilan sampel 

menggunakan metode probability sampling dengan teknik Cluster Random 

Sampling. Jumlah sampel dalam penelitian ini berjumlah 50 responden yaitu 

pembeli yang mengurus PPPU yang harinya telah ditentukan.Hasil temuan dalam 

penelitian ini adalah variabel strength of brand associations (X1) pada uji t 0.137  

& uniqueness of brand associations  (X3) pada uji t 0.385 (X1) dan (X2) 

berpengaruh positif dan signifikan terhadap variabel keputusan pembelian (Y), 

sedangkan favorability of brand associations (X2) pada uji t 0.028  tidak 

berpengaruh signifikan terhadap keputusan pembelian (Y). Berdasarkan uji F 

menghasilkan nilai Fhitung sebesar 39,775 dalam persamaan regresi berganda 

yang digunakan strength of brand associations(X1), favorability of brand 

associations (X2), uniqueness of brand associations(X3), secara simultan atau 

serentak dapat berpengaruh terhadap variabel dependen dalam hal ini adalah 

keputusan pembelian (Y). Dari hasil penelitian sebagian besar indikator-indikator 

pendukung brand image  sudah memiliki nilai yang baik, untuk mempengaruhi 

keputusan pembeli hanya ada beberapa pernyataan yang harus disempurnakan 

atau ditambah untuk meningkatkan terhadap keputusan pembelian.  

 

 

 

 

  

Kata kunci: Brand Image, Strength of Brand Associations, Favorability of Brand 

Associations , Uniqueness of Brand Associations,Keputusan Pembelian, Meikarta.
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THE INFLUENCE OF BRAND IMAGE : STRENGTH OF BRAND 

ASSOCIATIONS, FAVORABILITY OF BRAND ASSOCIATIONS , 

UNIQUENESS BRAND ASSOCIATIONS ON 

 BUYING DECISION 

 

 

NABILAH YUSUF SA’ARI 
 

 

ABSTRACT 

 

Meikarta is the name of a city "New Jakarta" in the Cikarang area of 

international scale. A recent innovation from the Lippo Group. The new city 

project Meikarta is the largest Lippo Group project ever is undertaken in the 67-

year history of the establishment of the Lippo Group group. The objective of this 

research is to know the effect of brand image: strength of brand associations, 

favorability of brand associations, uniqueness of brand associations buying 

decision. Sampling method using probability sampling method with Cluster 

Random Sampling technique. The number of samples in this study amounted to 50 

respondents which is the buyers who process PPPU by the day was 

determined.The result of this research is strength of brand associations (X1) on t 

test is 0.137 & uniqueness of brand associations (X3) on t test is 0.385 (X1) and 

(X2) have positive and significant effect on purchasing decision variable (Y), 

while the favorability of brand associations (X2) in t test is 0.028 has no 

significant effect on buying decision (Y). Based on F test, the value of F calculate 

is  39,775 in multiple regression equation used strength of brand associations 

(X1), favorability of brand associations (X2), uniqueness of brand associations 

(X3), simultaneously or simultaneously can affect the dependent variable in this 

case is the buying decision (Y). From the results of research most of the indicators 

supporting the brand image already has good value, to influence the  decision 

there are only a few statements that must be improved or added to improve the 

buying decision. 
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