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ABSTRACT

This research aims to analyze the influence of promotion,
brand image, purchase intention, and purchase decision. The object of
this study was the indihome consumer, and the specified number of
sempel was 185 respondents using a calculationmethod based on the
heir formula multiplied by 5. Sample withdrawal methods Purposive
sampling, data collection methods using questionnaires, and data
analysis using Partial Least Square (PLS). The results of the study are
known that promotion affects purchase decision, brand imaga affects
purchasedecision, promotion affects purchase intention, brand image
affects purchase intention, purchase intention affectspurchase decision,
purchase intention plays role in mediating brand image to purchase
decision,purchase intention plays role in mediating promotion to
purchase decision .

Keywords: Promotion, Brand Image, Purchase Intention, and Purchase
Decision
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ABSTRAK

Penelitian ini bertujuan menganalisis pengaruh promotion,
brand image, purchase intention, dan purchase decision. Objek
penelitian ini adalah konsumen indihome, dan jumlah sempel yang
ditentukan adalah 185 responden dengan menggunakan metode
perhitungan berdasarkan rumus heir yang dikalikan 5. Metode
penarikan sampel purposive sampling, metode pengumpulan data
menggunakan kusioner, dan analisis data menggunakan Partial Least
Square (PLS). Hasil penelitiandiketahui bahwa promotion berpengaruh
terhadap purchase decision, brand imaga berpengaruh terhadap
purchase decision, promotion berpengaruh terhadap purchase intention,
brand image berpengaruh terhadap purchase intention, purchase
intention berpengaruh terhadap purchase decision, purchase intention
berperan memediasibrand image terhadap purchase decision, purchase
intention berperan memediasi promotion terhadap purchase decision.

Kata kunci: Promotion, Brand Image, Purchase Intention, dan Purchase
Decision
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