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BRIDESTORY TERHADAP PURCHASE INTENTION 
 

Fajar Maulana Triawinata 

 

ABSTRAK 

Brand image memiliki salah satu fungsi sebagai pintu masuk pasar. Perusahaan 
dengan citra merek yang kuat akan memiliki keuntungan lebih dikenal 
dibandingkan yang lemah (Kahle & Kim, 2006). Keuntungan yang didapatkan bisa 
dari segala aspek namun yang pasti adalah niat beli konsumen hingga pembelian. 
Melihat fenomena tersebut, penelitian ini bertujuan untuk menganalisa pengaruh 
elemen-elemen brand image online wedding marketplace Bridestory yang terdiri 
dari brand identity, brand personality, brand association, brand attitude and 
behavior, dan brand benefit and competence terhadap purchase intention. 
Penelitian kuantitatif ini menggunakan metode survei yaitu menyebarkan kuesioner 
Skala Likert melalui google forms kepada 100 anggota Komunitas Hijab XYZ 
Jabodetabek usia 20-28 yang mengetahui Bridestory, baik yang akan 
mempersiapkan maupun dalam proses persiapan pernikahan. Teknik yang 
digunakan yaitu simple random sampling dengan metode eksplanatif serta 
menggunakan teknik analisis data analisis regresi linier. Hasil penelitian 
menyatakan bahwa brand image berpengaruh positif dan signifikan dengan nilai 
34,9% terhadap purchase intention. Kemudian, kelima elemen brand image yang 
terdiri dari brand identity, brand personality, brand association, brand attitude and 
behavior, dan brand benefit and competence secara bersama-sama berpengaruh 
positif dan signifikan terhadap purchase intention dengan nilai 43%. Brand benefit 
and competence adalah satu-satunya elemen yang berpengaruh positif dan 
signifikan terhadap purchase intention. 

Kata kunci: brand image, online wedding marketplace, purchase intention  
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THE EFFECT OF BRAND IMAGE OF ONLINE WEDDING 

MARKETPLACE ‘BRIDESTORY’ TOWARD PURCHASE INTENTION 
 

Fajar Maulana Triawinata 

 

ABSTRACT 

 
Brand image has a function as market entry. Basically, an organization with strong 
brand image will have the advantage of being more famous than the weak one 
(Kahle & Kim, 2006). The benefits that companies get such as purchase intention 
and sales. Therefore, this study aims to analyse the effect of Bridestory’s brand 
image elements, which consists of brand identity; brand personality; brand 
association; brand attitude and behaviour; also brand benefit and competence 
toward purchase intention. This research is conducted by survey method that is 
distributing Likert Scale Questionnaire through google forms to 100 members of 
Komunitas Hijab XYZ Jabodetabek around 20-28 years old who know Bridestory, 
whether to prepare or who are in the marriage preparation process. This research 
use simple random sampling technique with explanative method and linear 
regression analysis technique. The result prove that brand image have positive 
effect and significant with value 34,9% toward purchase intention. Then, brand 
identity, brand personality, brand association, brand attitude and behaviour, also 
brand benefit and competence simultaneously have a positive and significant 
impact on purchase intention for about 43% toward purchase intention, Brand 
benefit and competence is the only element that has a positive and significant 
impact on purchase intention. 
 
Keywords: brand image, online wedding marketplace, purchase intention 
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