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ABSTRAK 

 

SITI MAESAROH. NIM 2411907628. Pengaruh Harga, Kualitas Produk, Promosi, 

Dan Citra MerekTerhadap Keputusan Pembelian Tas Carrier di Eiger Store Bogor. 

 

Lahirnya fenomena baru di masyarakat Indonesia yaitu berkegiatan dialam terbuka / 

dialam bebas atau outdoor, hal ini menjadikan perusahaan yang bergerak dibidang outdoor 

lebih berkreatif lagi dalam berinovasi dan meningkatkan kualitas produk, harga, dan juga 

promosinya agar konsumen merasa puas saat berbelanja di toko. Seiring dengan 

berkembangnya zaman yang semakin modern ini menyebabkan banyaknya persaingan 

bisnis, termasuk bisnis retail, banyak perusahaan yang menjual perlengkapan-

perlengakapan outdoor untuk memenuhi gaya hidup, saat ini tidak hanya para pendaki 

saja yang minat untuk membeli barang outdoor tersebut, namun hampir setiap kalangan 

memiliki minat untuk membeli barang- barang outdoor. Banyaknya pesaing peralatan 

outdoor di Bogor yang menjual peralatan outdoor salah satunya carrier, membuat Eiger 

harus mampu bersaing dalam mendapatkan konsumen, semua hal harus benar- benar 

menjadi perhatian perusahaan untuk kepuasaan konsumen. 

Penelitian ini bertujuan untuk mengetahui pengaruh harga, kualitas produk, promosi dan 

citra merek terhadap keputusan pembelian produk merek Eiger. Teknik pengambilan 

sampel dalam penelitian ini menggunakan teknik accidental sampling dengan jumlah 

sampel sebanyak 100 responden. Dalam penelitian ini digunakan Teknik pengumpulan 

data berupa questioner (Kuesioner/Angket). Questioner disebut pula angket atau self 

administrated questioner adalah teknik pengumpulan data dengan cara mengirimkan suatu 

daftar pertanyaan kepada responden untuk diisi.  

Hasil uji regresi menunjukkan bahwa 11,10% faktor-faktor keputusan pembelian tas 

carrier di Eiger store Bogor dijelaskan oleh harga, kualitas produk, promosi dan citra 

merek sedangkan sisanya 88,90 dijelaskan oleh faktor lain yang tidak diteliti dalam 

penelitian ini. Sedangkan Uji F menunjukkan bahwa variabel independen yang terdiri dari 

harga, kualitas produk, promosi dan citra merek, secara simultan berpengaruh positif dan 

signifikan terhadap keputusan pembelian tas carrier di Eiger store Bogor dengan hasil 

analisis Fhitung (4,103) Ftabel > (2,20). Hasil Uji t menunjukkan variabel harga hasil 

analisis thitung (2,298), dimana ttabel (1,985) maka secara parsial variabel harga 

berpengaruh secara signifikan terhadap keputusan pembelian sedangkan variabel kualitas 

produk menunjukkan hasil thitung (1,407), variabel promosi menunjukkan hasil thitung 

(0.399), citra merek (1,512), dimana ttabel (1,985) maka secara parsial variabel tersebut 

tidak berpengaruh secara signifikan terhadap keputusan pembelian tas carrier di Eiger 

store Bogor. Bisa dijelaskan bahwa variabel yang paling dominan mempengaruhi 

keputusan pembelian tas carrier di Eiger Store Bogor adalah variable harga. 

 

Kata kunci: harga, kualitas produk, promosi, Citra Merek, keputusan pembelian. 
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ABSTRACT 

  

SITI MAESAROH. NIM 2411907628. The Influence of Price, Product Quality 

Promotion, and Brand Image on Product Purchase Decisions Eiger Store Bogor City.  

 

The birth of a new phenomenon in Indonesian society, namely activities in the 

open/outdoors or outdoor, this has made companies engaged in the outdoor sector even 

more creative in innovating and improving product quality, prices, and also promotions 

so that consumers feel satisfied when shopping at stores. Along with the development of 

this increasingly modern era, it has caused a lot of business competition, including the 

retail business, many companies sell outdoor equipment to fulfill lifestyles. Currently, not 

only climbers are interested in buying these outdoor goods, but almost every group has 

their own. interest in buying outdoor goods. The large number of outdoor equipment 

competitors in Bogor who sell outdoor equipment, one of which is a carrier, makes Eiger 

must be able to compete in getting consumers, all things must really be the company's 

concern for consumer satisfaction. 

This study aims to determine the effect of price, product quality, promotion and brand 

image brand image, on purchasing decisions of Eiger brand products. The sampling 

technique in this study used a accidental sampling technique with a total sample of 100 

respondents. In this study used data collection techniques in the form of a questionnaire 

(questionnaire/questionnaire). Questionnaires, also called questionnaires or self-

administrated questionnaires, are data collection techniques by sending a list of questions 

to respondents to fill out. 

The results of the regression test showed that 11.10% of the factors in the decision to 

purchase carrier bags at the Eiger store Bogor were explained by price, product quality, 

promotion and brand image while the remaining 88.90 were explained by other factors 

not examined in this study. While the F test shows that the independent variables 

consisting of price, product quality, promotion and brand image, simultaneously have a 

positive and significant effect on the decision to purchase carrier bags at the Eiger store 

Bogor with the results of the analysis Fcount (4.103) Ftable (2.20). The results of the t 

test show that the price variable results from tcount analysis (2.298), where ttable (1.985) 

partially, the price variable has a significant effect on purchasing decisions while the 

product quality variable shows tcount results (1.407), promotion variables show tcount 

results (0.399), image brand (1.512), where ttable (1.985) partially this variable does not 

significantly influence the decision to purchase a carrier bag at the Eiger store Bogor. It 

can be explained that the most dominant variable influencing the decision to purchase a 

carrier bag at the Eiger Store Bogor is the price variable. 

 

Keywords: Price, Product Quality, Promotion, Brand Image, Purchase Decision 
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