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ABSTRAK

Jessica Nugroho, S.T:
Tesis
Pengaruh Persepsi Harga, Atribut Produk, Kesan Kualitas dan Citra
Merek Terhadap Keputusan Perpindahan Merek Pada Shampoo Sunsilk
di Surabaya

Shampoo merupakan salah satu kategori produk dengan tingkat persaingan
yang sangat ketat. Persaingan di kategori ini diperkirakan tidak akan pernah
berakhir, mengingat produk ini termasuk yang dibutuhkan semua orang, tanpa
terkecuali. Penelitian ini akan membahas tentang pengaruh persepsi harga, atribut
produk, kesan kualitas dan citra merek terhadap keputusan perpindahan merek
pada shampoo Sunsilk di Surabaya. Pengambilan data diperoleh dari kuesioner
dan pengolahannya berupa analisis regresi berganda.

Berdasarkan kajian pustaka yang dilakukan, peneliti merumuskan suatu
hipotesis yang menunjukan hubungan antara variabel atribut produk dan persepsi
harga terhadap variabel kesan kualitas dan variabel citra merek dan kesan kualitas
terhadap perpindahan merek. Analisis dengan menggunakan analisis regresi
berganda didapatkan suatu rumusan yang menunjukan hubungan pengaruh antara
variabel bebas dan variabel terikat. Hasil yang diperoleh yaitu variabel atribut
produk dan persepsi harga berpengaruh terhadap kesan kualitas, dan variabel
kesan kualitas berpengaruh terhadap perpindahan merek. Hasil penelitian juga
menunjukan bahwa variabel citra merek tidak berpengaruh pada perpindahan
merek. Hal ini disebabkan karena konsumen Sunsilk lebih mengutamakan sisi
manfaat atau fungsi shampoo daripada melihat citra merek produk tersebut.

Kata kunci :

Persepsi Harga, Atribut Produk, Kesan Kualitas, Citra Merek,
Perpindahan Merek, Shampoo
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ABSTRACT

Jessica Nugroho, S.T:
Thesis
Influence Perceptions of Price, Product Attributes, Perceived Quality and
Brand Imge to the Brand Switching Decision on Shampoo Sunsilk in
Surabaya

Shampoo is one category of products with the level of competition is
very tight. Competition in this category is estimated will never end, considering it
includes the necessary products to everyone, without exception. This study
discusses the influence of perceptions of price, product attributes, perceived
quality and brand image to the Brand Switching decision on shampoo Sunsilk in
Surabaya. Retrieving data obtained from questionnaires and processing of
multiple regression analysis.

Based on literature review conducted, the researcher formulates a
hypothesis that shows the relationship between variables perceptions of price and
product attributes to perceived quality and the relationship between variable brand
images and perceived quality to brand switching. Multiple regression analysis
found a formula which show the relationship between the influence of
independent variables and dependent variables. The result is the consumer Sunsilk
has the effect of the variable product attributes and perceptions of price effect to
perceived quality and perceived quality effect to brand switching. The result also
shows that the variable brand images no effect to brand switching. This is because
consumers prefer the side benefit Sunsilk or function of shampoo than to see the
product brand image.

Key words:

Perceptions of Price, Product Attributes, Perceived Quality, Brand Imge,
Brand Switching, Shampoo
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