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THE INFLUENCE OF BRAND REPUTATION, PRODUCT ATTRIBUTES AND
PERCEIVED VALUE ON THE PURCHASE DECISION PROCESS DELIWAFA
STORE MALANG

Putri Anatasya*!, Eko Handayanto?, Chalimatuz Sa’diyah?
3Management Department, Universitas Muhammadiyah Malang, Indonesia
E-mail: putriantasyal 99@gmail.com

ABSTRACT

This research aims to determine the influence of brand reputation,
productattributes and customer value on purchasing decisions process at the
Deliwafa Malang store. The research sample was 396 respondents, management
students at Muhammadiyah University in Malang who had purchased Deliwafa
Malang products. The technique used is non-probability sampling and the sample
return technique is purposive sampling. The analysis tool used is SPSS v.22
software. The data analysis technique uses multiple linear regression analysis.
From the test results it can be concluded that: a) Brand reputation has a positive
and significant effect on the concept of purchasing decisions. b) Product attributes
have a positive and significant effect on the purchasing decision concept. c)
Perceived value has a positive and significant effect on the concept of purchasing
decisions. d) Perceived value has a dominant influence on the purchasing decision
concept. In the future, it is hoped that we will develop strategies and programs that
can improve and maintain the reputation of the Deliwafa Store Malang brand, be
able to develop products continuously to improve or add product attributes that are
considered positive by consumers. Innovation in product design, quality and
features, improving and expanding customer service programs to provide customers
with a positive experience.

Keywords: Brand reputation, product attributes, perceived value, purchasing
decision process
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ABSTRAKSI

Penelitian ini bertujuan dalam mengetahui pengaruh reputasi merek, atribut produk
dan nilai pelanggan terhadap proses keputusan pembelian deliwafa store malang.
Sampel penelitian sejumlah 396 responden, pada mahasiswa dan mahasiswi
manajemen universitas muhammadiyah malang yang pernah membeli produk
deliwafa store malang. Teknik yang digunakan yaitu teknik pengambilan non-
probabilty sampling dan teknik pengembalian sample yaitu purposive sampling.
Alat analisis yang digunakan yaitu sofiware SPSS v.22. Teknik analisis data
menggunakan analisis regresi linier berganda. Dari hasil pengujian dapat
disumpulkan bahwa : a) Reputasi merek berpengaruh positif dan signifikan
terhadap proses keputusan pembelian. b) Atribut Produk berpengaruh positif dan
signifikan terhadap proses keputusan pembelian. c¢) Nilai yang dirasakan
berpengaruh positif dan signifikan terhadap proses keputusan pembelian. d) Nilai
yang dirasakan berpengaruh dominan terhadap proses keputusan pembelian. Untuk
kedepannya diharapkan melakukan pengembangan strategi dan program yang dapat
meningkatkan dan menjaga reputasi merek Deliwafa Store Malang, mampu
mengembangkan produk secara terus-menerus untuk meningkatkan atau
menambabh atribut produk yang dinilai positif oleh konsumen. Inovasi dalam desain,
kualitas, dan fitur produk, meningkatkan dan memperluas program layanan
pelanggan untuk memberikan pengalaman yang positif kepada pelanggan.

Kata kunci : Reputasi merek, Atribut produk, Nilai yang dirasakan, Proses
keputusan pembelian
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