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PENGARUH BRAND IMAGE, PERCEIVED QUALITY, DAN SALES 

PROMOTION TERHADAP PURCHASE DECISION DENGAN 

PURCHASE INTENTION SEBAGAI VARIABEL INTERVENING 

PADA STARBUCKS COFFEE DI SURABAYA 
   

 

ABSTRAK 

 

 

Dengan semakin tingginya persaingan bisnis maka perusahaan perlu 

meningkatkan kualitasnya agar konsumen memiliki keinginan untuk memilih 

produk tersebut. Dengan Brand Image, Perceived Quality, dan Sales Promotion 

dapat menimbulkan keinginan atau niat konsumen dalam membeli suatu produk. 

Perusahaan pun mulai menyadari jika merek, kualitas, dan promosi dapat 

meningkatkan niat beli pada konsumen. Salah satu perusahaan yang telah 

menerapkan hal tersebut adalah Starbucks Coffee. Penelitian ini dilakukan untuk 

mengetahui apakah Brand Image, Persepsi Kualitas, dan Promosi Penjualan dapat 

berpengaruh besar pada niat beli serta keputusan pembelian pada Starbucks Coffee 

di Surabaya. Penelitian ini menggunakan sampel sebesar 100 responden yang 

pernah mengkonsumsi Starbucks dan berdomisili di Surabaya. Data diperoleh dari 

kuisioner yang disebar secara online melalui Google form. Data tersebut kemudian 

dianalisis dengan teknik Structural Equation Modeling (SEM) menggunakan 

software LISREL 8. Hasil pengolahan menunjukan bahwa Perceived Quality dan 

Sales Promotion berpengaruh positif dan signifikan terhadap Purchase Intention. 

Sedangkan Brand Image, Perceived Quality, dan Sales Promotion tidak berdampak 

signifikan terhadap Purchase Decision. Diharapkan Starbucks Coffee dapat 

mempertahankan Brand Image yang sudah baik serta memberikan promo-promo 

yang menarik agar konsumen memiliki niat beli pada Starbucks Coffee. Selain itu, 

Starbucks Coffee juga perlu meningkatkan kualitas serta lebih bervariatif pada 

produknya agar konsumen lebih tertarik untuk melakukan pembelian. 

 

Kata Kunci : Brand Image, Perceived Quality, Sales Promotion, Purchase 

Intention, Purchase Decision. 
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THE EFFECT OF BRAND IMAGE, PERCEIVED QUALITY, AND SALES 

PROMOTION ON PURCHASE DECISION WITH PURCHASE INTENTION AS 

INTERVENING VARIABLES AT STARBUCKS COFFEE IN SURABAYA 
 

 

ABSTRACT 

 

With increasing business competition, companies need to improve their 

quality so that consumers have the desire to choose these products. With Brand 

Image, Perceived Quality, and Sales Promotion can cause consumer desire or 

intention in buying a product. The company also began to realize that brand, 

quality, and promotion could increase purchase intention for consumers. One 

company that has implemented this is Starbucks Coffee. This research was 

conducted to find out whether Brand Image, Perceived Quality, and Sales 

Promotion can have a big influence on Purchase Intention and Purchasing 

Decisions at Starbucks Coffee in Surabaya. This study uses a sample of 100 

respondents who have consumed Starbucks and are domiciled in Surabaya. Data is 

obtained from questionnaires distributed online through the Google form. The data 

is then analyzed using the Structural Equation Modeling (SEM) technique using 

LISREL 8 software. The results of the processing show that the Perceived Quality 

and Sales Promotion have a positive and significant effect on Purchase Intention. 

While The Brand Image, Perceived Quality, and Sales Promotion have no 

significant impact on Purchase Decision. It is expected that Starbucks Coffee can 

maintain a good Brand Image and provide attractive promos so that consumers 

have purchase intentions at Starbucks Coffee. In addition, Starbucks Coffee also 

needs to improve quality and be more varied on its products so that consumers are 

more interested in making purchases. 

 

 

Keywords: Brand Image, Perceived Quality, Sales Promotion, Purchase Intention, 

Purchase Decision. 

 

 

 

 

 


