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ABSTRAKSI 

Tujuan dari penelitian ini adalah untuk mengetahui pengaruh dari Daya Tarik 

Iklan, Brand  Image, dan Kualitas Produk terhadap Kepuasan Konsumen dengan 

Purchase Decision sebagai variabel intervening. Jumlah sampel yaitu 115 

responden.Metode pengumpulan data pada penelitian yaitu kuesioner. Metode 

analisis penelitian menggunakan SEM (Sructural Equation Modelling) dengan 

program IBM AMOS 24. Hasil dari penelitian ini membuktikan bahwa daya tarik 

iklan berpengaruh positif dan signifikan terhadap purchase decision, brand image 

berpengaruh positif dan signifikan terhadap purchase decision, kualitas produk 

tidak berpengaruh terhadap purchase decision, daya tarik iklan tidak berpengaruh 

terhadap kepuasan konsumen, brand image berpengaruh terhadap kepuasan 

konsumen, kualitas produk berpengaruh terhadap kepuasan konsumen, purchase 

decision berpengaruh terhadap kepuasan konsumen, daya tarik iklan tidak 

berpengaruh terhadap kepuasan konsumen melalui purchase decision, brand 

image tidak berpengaruh terhadap kepuasan konsumen melalui purchase decision, 

dan kualitas produk tidak berpengaruh terhadap kepuasan konsumen melalui 

purchase decision. 

Kata kunci: daya tarik iklan, brand image, kualitas produk, purchase 

decision, kepuasan konsumen 
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ABSTRACTION 

The purposive of this study was to determine the effect of advertising 

attractiveness, brand image, and product quality on consumer satisfaction with 

purchasing decisions as an intervening variable. The sample size is 115 

respondents. The data collection method in the research is a questionnaire. The 

research analysis method uses SEM (Structural Equation Modelling) with IBM 

AMOS 24 program. The results of this research prove that advertising 

attractiveness has a positive and significant effect on purchase decision, brand 

image has a positive and significant effect on purchase decision, product quality 

has no effect on purchase decision, advertising attractiveness has no effect on 

consumer satisfaction, product quality has an effect on consumer satisfaction, 

advertising attractiveness has no effect on consumer satisfaction through 

purchase decision, and product quality has no effect on consumer satisfaction 

through purchase decision. 

Keywords:advertising attractiveness, brand image, product quality, purchase 

decision, consumer satisfaction 
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