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ABSTRAK

Persaingan ketat antara merek lokal dan internasional di industri fashion Indonesia,
yang mempengaruhi minat beli konsumen terhadap produk lokal. Penelitian ini
bertujuan untuk menganalisis pengaruh desain produk dan kualitas produk terhadap
minat beli konsumen dengan citra merek sebagai variabel intervening. Penelitian
ini menggunakan metode kuantitatif dengan teknik survei kuesioner dan melibatkan
180 responden yang merupakan konsumen Erigo di Kota Malang. Data dianalisis
menggunakan teknik Structural Equation Modeling (SEM) dengan pendekatan
Partial Least Square (PLS) menggunakan software SmartPLS 4. Hasil penelitian
menunjukkan bahwa desain produk dan kualitas produk berpengaruh positif dan
signifikan terhadap minat beli secara langsung maupun melalui citra merek. Selain
itu, citra merek juga berpengaruh positif dan signifikan terhadap minat beli, serta
mampu memediasi secara signifikan hubungan desain produk dan kualitas produk
dengan minat beli konsumen. Kesimpulan dari penelitian ini menegaskan
pentingnya desain produk dan kualitas produk yang menarik serta citra merek yang
kuat dalam meningkatkan minat beli konsumen.

Kata Kunci : Desain Produk, Kualitas Produk, Citra Merek, Minat Beli.
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THE INFLUENCE OF PRODUCT DESIGN AND PRODUCT QUALITY
ON PURCHASE INTEREST WITH BRAND IMAGE
AS AN INTERVENING VARIABLE
(A Study on Erigo Consumers in Malang City)

Ahmad Dzulfikar Alfaruqi
Management Study Program
Faculty of Economics and Business
Universitas Muhammadiyah Malang
Email: dzulfikaral4@gmail.com

ABSTRACT

The intense competition between local and international brands in Indonesia’s
fashion industry influenced consumer purchase interest toward local products. This
study aimed to analyze the effect of product design and product quality on purchase
interest, with brand image as an intervening variable. A quantitative method was
employed using a questionnaire survey, involving 180 respondents who were Erigo
consumers-in Malang City. The data were analyzed using Structural Equation
Modeling (SEM) with the Partial Least Square (PLS) approach through SmartPLS
4 software. The results showed that product design and product quality had a
positive and significant effect on purchase interest, both directly and indirectly
through brand image. Furthermore, brand image had a positive and significant
influence on purchase interest and significantly mediated the relationship between
product design, product quality, and purchase interest. The conclusion of this study
emphasized the importance of attractive product design, high product quality, and
a strong brand image in increasing consumer purchase interest.

Keywords : Product Design, Product Quality, Brand Image, Purchase Interest.
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