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ABSTRAK

Dengan berkembangnya ilmu pengetahuan dan teknologi modem. pola pikir
individu harus menciptakan kreativitas dalam hal promosi untuk menciptakan
loyalitas merek, citra merek, kepercayaan merek, dan kesadaran merek vang
dikenal masyarakat. Penelitian ini bertujuan untuk mengetahui bagaimana
pengaruh loyalitas merek, promosi, citra merek, kepercayaan merek dan
lkesadaran merek terhadap keputusan pembelian konsumen Herbalife di Pan.
Jumnlah sampel dalam peneliian m1 adalah 100 responden yang berdomisili di
Pati. Penentuan jumlah sampel menggunakan teknik purposive sampling. Data
dikunmpulkan melahn kuesioner yang disebar melalui Google Form. Penelinan im
menggunakan alat metode analisis data SPSS. Hasil penelitian menunjukkan
bahwa Loyalitas Merek berpengaruh negatif dan tidak signifikan terhadap
Keputusan Pembelian, Promosi berpengaruh negatif dan tidak signifikan terhadap
Keputusan Pembelian, Citra Merek berpengarub negatif dan tidak signifikan
terhadap Keputusan Pembelian. Kepercayaan Merek berpengaruh positif dan
signifikan terhadap Keputusan Pembelian, Kesadaran Merek berpengaruh posinf
dan signifikan terhadap Keputusan Pembelian.

Keywords : Brand Loyalty, Promosi, Brand Tmage, Brand Trust, Brand
Awareness, Keputusan Pembelian.
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ABSTRACT

With the development of modern science and technology, individual mindsets
must create creativity in terms of promotion to create brand lovalty, brand image,
brand trust and brand awareness that is known to the public. This research aims
to identify how brand loyvalty, promation, brand image, brand trust and brand
awareness influence the purchasing decisions of Herbalife consumers in Pati. The
number of samples in this study was 100 respondents whe live in Pati.
Determining the mumber of samples using purposive sampling technique. Data
was collected through a questionnaire distributed via Google Form. This research
uses the SPSS data analysis method tool, The results of this research show that
Brand Lovalty has a negative and insignificant effect on Purchasing Decisions,
Promotion has a negative and insignificant effect on Purchasing Decisions, Brand
Image has a negative and insignificant effect on Purchasing Decisions, Brand
Trust has a positive and significant effect on Purchasing Decisions, Brand
Awareness has an effect positive and significant en Purchasing Decisions.

Keywords : Brand Lovalty, Promotions, Brand Image, Brand Trust, Brand
Awareness, Purchase Decisions.
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