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ABSTRAK

Tujuan dari penelitian ini yaitu untuk mendeskripsikan tanggapan konsumen
tentang brand image, keputusan menggunakan jasa, dan kelompok referensi,
mengetahui  pengaruh brand image terhadap keputusan menggunakan jasa,
pengaruh kelompok referensi terhadap keputusan menggunakan jasa dan pengaruh
brand image terhadap keputusan menggunakan jasa dengan kelompok referensi
sebagai variabel moderasi. Jenis penelitian yang digunakan yaitu menggunakan
pendekatan kuantitatif dengan populasi yaitu konsumen jasa Mr. Bi Barbershop
dengan menggunakan teknik purposive sampling maka jumlah sampel ditetapkan
sebanyak 100 pelanggan. Teknik analisis data menggunakan analisis regresi
moderasi. Hasil penelitian menunjukkan bahwa brand image masuk dalam kriteria
baik, kelompok referensi mendukung dan keputusan menggunakan jasa yakin.
Brand image berpengaruh positif signifikan terhadap keputusan menggunakan jasa.
Kelompok referensi berpengaruh  positif -~ signifikan terhadap keputusan
menggunakan jasa. Kelompok referensi terbukti mampu memoderasi dalam
pengaruh antara brand image dengan keputusan menggunakan jasa Mr Bi
barbershop. diharapkan Mr. Bi Barbershop memperbanyak kegiatan promosi
secara kontinu juga kegiatan pemasaranya demi meningkatkan branding perusahaan

Kata Kunci: Brand Image, Kelompok Referensi Dan Keputusan Menggunakan
Jasa
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THE INFLUENCE OF BRAND IMAGE ON THE DECISION TO USE
BARBERSHOP SERVICES WITH REFERENCE GROUP AS A
MODERATION VARIABLE
(Survey of Mr. Bi Barbershop Dau Malang Consumers)
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ABSTRACT

The aim of this research is to describe consumer responses regarding brand
image, decisions to use services, and reference groups, to determine the influence
of brand image on decisions to use services, the influence of reference groups on
decisions to use services and the influence of brand image on decisions to use
services with reference groups as variables. moderation. The type of research used
Is using a quantitative approach with the population, namely consumers of Mr. Bi
Barbershop uses a purposive sampling technique, the sample size is set at 100
customers. The data analysis technique uses moderated regression analysis. The
research results show that the brand image is included in the good criteria, the
reference group supports it and the decision to use the service is confident. Brand
image has a significant positive effect on the decision to use services. The reference
group has a significant positive effect on the decision to use services. The reference
group is proven to be able to moderate the influence between brand image and the
decision to use the services of Mr Bi barbershop. expected Mr. Bi Barbershop
continuously increases promotional activities as well as marketing activities in
order to improve company branding

Keywords: Brand Image, Reference Group and Decision to Use Services
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