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ABSTRACT 

 

 Mirwan, Year 2018 Department of Management Faculty of Economics 

and business.The Influence Of Brand Image To Purchase Decision Making Of 

Daihatsu Sigra Car On Pt. Astra International Daihatsu Tbk. Cabang 

Pengayoman  Makassar (guided by MohHarisPasigai SE., MM and MuhNurRasyid 

SE., MM) 

 The purpose of this study is to find out how much simple to see the 

effect of Brand Image on decision making Daihatsu Sigra car purchase and use 

correlation coefficient to see how much influence Brand Image on decision 

making Daihatsu Sigra car purchase at PT.Astra International Daihatsu in 

Makassar. 

 The method used in this study is the method of regeresi Based on the 

results of the analysis is known that the influence of the Brand Image on the 

decision to purchase a car Daihatsu Sigra classified strongly seen from the value 

of r = 0.780. In addition, based on the calculation of correlation coefficient shows 

the value of rsquare = 0.608 indicates that as much as 60.8% decision making 

Daihatsu Sigra car purchase is influenced by Brand Image, while the remaining 

39.2% influenced by other factors not examined. 
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ABSTRAK 

 

Mirwan, Tahun 

2018JurusanManajemenFakultasEkonomidanbisnis.Pengaruh Citra 

MerekTerhadapPengambilanKeputusanPembelian Mobil Daihatsu 

SigraPada Pt. Astra International Daihatsu  Tbk.Cabang Pengayoman  

Makassar(dibimbingolehMohHarisPasigai SE.,MM danMuhnurRasyid SE.,MM) 

Tujuandaripenelitianiniadalahuntukmengetahuiseberapabesarsederhanaunt

ukmelihatpengaruhdari Brand Image 

terhadappengambilankeputusanpembelianmobil Daihatsu Sigra 

 danmenggunakankoefisienkorelasiuntukmelihatseberapabesarpengaruh Brand 

Image terhadappengambilankeputusanpembelianmobil Daihatsu 

SigrapadaPT.Astra International Daihatsu  di Makassar. 

Metode yang 

digunakandalampenelitianiniadalahmetoderegeresiBerdasarkanhasilanalisisdiketa

huibahwapengaruhdari Brand Image 

terhadappengambilankeputusanpembelianmobil Daihatsu 

Sigratergolongkuatdilihatdarinilai r = 0,780. Selainitu, 

berdasarkanhasilperhitungan  koefisienkorelasimenunjukkannilairsquare = 0,608 

menunjukkanbahwasebesar 60,8% pengambilankeputusanpembelianmobil 

Daihatsu Sigradipengaruhioleh Brand Image, sedangkansisanya 39,2% 

dipengaruhioleh factor lain yang tidakditeliti. 
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