11
1.2
13
1.4
1.5

2.1

TABLE OF CONTENT

TITLE PAGE ...t s [
DECLARATION OF AUTHENTICITY OF FINAL PAPER AND UPLOAD

AGREEMENT ..o i
APPROVAL PAGE BY FINAL PAPER ADVISOR........cccccoiiiiiiciiciie ii
APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE............. Y%
ABSTRACIEEEING. ...............ccoceeereeeraeenerneeeeeydAARIUCARAN, W %
AB S R A K it v cvecssecrs e san el .. T Vi

PREEACES I NI ................... A ST AU 0. ... vii
TABLE OF CONTENTS ..ot iX
LUSITOERIGURISSEE................. [ Mg, ... . s A .. xii
INSLOEN ABL ESI_—................. S S——............ 0 Xiii
IS LOEAPPENDIEIESE " ........... .0, S S ... S S Xiv

CHAPTER | INTRODUCTION

Background of The StUdY.........ccceeviiiiiicie e 1
ProbleMEImMRationk: . gy« oo st B - . i - NPT s Jo kel .. 5
Problem FQIINIEHER  commrr. ... .. e .. A . ... 5
Objectiveofthe-ResearCh..........ommrm: wiimrrems s 80 e snasnasaie e e seeesessesns 5
Benefit of The ResearCh .. cr i srrrseristeneesmasiirneeseesenssesssnessnnnnens 6

CHAPTER Il THEORETICAL BACKGROUND

Theoretical Background ............cccoveiiiiiieiie e 8
2.1.1 Marketing Management ..........ccooueirieriene e 8
N A o 4 Tor T I T Y SO PUPPP 9
2.1.2.1 Definition Of PriCe ....cccvevieiiiii e 9
2.1.2.2 Pricing Method ...........cccoeviiiiieiie e 10
2.1.2.3 Factors Affecting PriCing.......cccccevvvieereiiesiieseese e 11

IX



2.2
2.3
2.4
2.5

3.1
3.2
3.3

3.5

2.1.2.4 Price INICALOr........ccovveiiierie et
2.1.3 Brand Image ThEOIY ......ccceiiieiiieiesi e
2.1.3.1 Definition of Brand Image..........cccceevvvievviveiiieneece e
2.1.3.2 Brand TYPES......ccviieieieienie ettt
2.1.3.3 Brand and Brand Image Elements...........c.ccccoovevveieinnenne.
2.1.3.4 Brand Image INdiCator...........cccoviriiiriiieiee e
2.1.4 Purchase DecCiSion TREOIY ......cccceiiiiiiiiiiiieee e
2.1.4.1 Definition of Purchase DeCiSioN.........ccccovverereneniesnnne
2.1.4.2 Purchase Decision Considerations...........cccccoeververeseene.
2.1.4.3 Purchase Decision StrUCLUIE ...........cueveierierienieienieniesienes
2.1.4.4 Purchase Decision INdiCator ..........ccccvvvevvveienieeneeneseene
2.1.5 The Effect of Perceived Price on Buying Intention .......................
2.1.6 The Effect of Brand Image on Buying Intention..............cc.ccoeuee.

2.1.7 The Effect of Perceived Price and Brand Image on Buying

INtCNUICRMNIEENT................ oy 0 W .vowen el
PrevioUS RESEAICH ......cuiiiiiiiiiiiiiccieeee et e 23
HYROLHESISE .......... "R ............. RS WSS ... WSS 24
RESEArCN IMOGEL .......coctieeiieriiieinie ettt bbb e se e e sresresreen 25
Framework of ThinNKiNG........cocooiiiiiiii e 25

CHAPTER 11l RESEARCH METHODOLOGY

ResearCiBESIQME M. o e b 2. S W Wi« YAt LY. . 27
Population@andSample. oo Lt e i i . e e aa e irarai e e oo 28
Data Collection Method ............ccoviiiiiiiieicicnes e 29

3.4 Operational Variable Definition and Variable Measurement.....................
3.4.1 Operational Variable Definition..............ccceveiviiiii i,

3.4.2 Variable MeasUremMeNt ......coooveeeeeeeee

Data AnalysisS Method ...........cooiiiiiiiiec e 32

3.5.1 Research INStrument TeSt.........ccoviiieiieiieecie e
3.5.2  DeSCriptive SEAtISTICS ........ccvrieieiiiesie sttt
3.5.3 Classical ASSUMPLION TSt .......ccveiiiieiieiieesie e



3.54
3.55

3.5.3.1 NOMMality TeSt......cccveiierieie e 35

3.5.3.2 Multicollinearity TeSt ........cccovuereriiiiieneeie e 35
3.5.3.3 HeteroscedastiCity TeSt......cccccvevveieiieiice e 36
Multiple Regression LINEAr ...........ccoceviiiiiiinieieiee e 36
HYPOhESIS TESHING.....cviiieieeie e 37
3.5.3.1 Partial Hypothesis TeStiNg.........cceccvrieererieniinnieie e 37
3.5.3.2 Simultaneous Hypothesis TeSting .........cccceoeverercrerennnnn 38
3.5.3.3 Coefficient of Determination TeSt.........cccceverererererennenn. 38

CHAPTER IV RESEARCH RESULT AND DISCUSSION

4.1 General View of Research ODJeCt ..........cccooeiiiiiiniiinieeee e 40
411 Brief OVEIVIEW.....ocuiiiiiiiiiieee s 40
4.1.2 Vision and Mission PT. Jampalan Baru..........c.cccccevevenenenennnnnn. 41
4.1.3 PT. Jampalan Baru Organizational Structure............cccccccccevvveiurennene 42

4.2 ReSEArch RESUM .......cccoceiiiiiei ittt st st e s s e e s 44
4.2.1 Test of Research INSrUMENt .........ccooceveiiiiniinieee e 44

4.2.1.1 Validity TESE...ccoiiiiiieieieiiese e 44
4.2.1.2 Reliability TESt ......covviiiciiiiece e 48
4.2.2 DeSCrPiVe SEALISTIC ........ccviiiieiiieiieite s 49
4.2.3 Classical ASSUMPLION TESt......ccueiieiiiieiieie e 51
4.2.3.1 NOrMAlity TESt......oiiiiiieieiieeie e 51
4.2.3.2 HeteroscedastiCity TeSt......ccccociiieviiniiniienin s 53
4.2.3.3 MUItiCOINErTtY TESt....ccveiiiiiiieiisiseeiee e 54
4.2.4 Multiple Linear Regression AnalysiS........cccoceeeeieivieieenesiieseennenn 55
4.2.5 Determination COEffiCIENT ..........coeveiiiiieiice e 56
4.2.6 Hypothesis TeSHING.....cciueiiiiiiieiie e 56
4.2.6.1 Hypothesis Test (Partial) ..........ccoceevveviiiiieie e, 57
4.2.6.2 Hypothesis Test (SIMultaneous;y)......ccccevererenenienennnnnns 57

B B TS0l U 11 o] o F PRSPPI 58
4.3.1 The Effect of Perceived Price toward Buying Intention.................. 60
4.3.2 The Effect of Brand Image toward Buying Intention ..................... 62

Xi
4.3.3 The Effect of Perceived Price and Brand Image toward Buying

01 (=T 01 ([0 o AT RO TTOTRRRURRRRR 63



5.1

5.2

CHAPTERYV CONCLUSION

(O70] 004 (113 [0 o F PSSP USRS 66
5.1.1 Conclusion for Background ............cccccooeriiiiininieicnc e 66
5.1.2 Conclusion for HypothesiS..........ccceiviieiieni i 67
5.1.3 Conclusion for Research Problem..........ccccocvviiiiininienieniee e, 69

RECOMMENTALIONS ......eeviiieiiiees e 70
5.2.1 FOI MANAJETS ..ottt 70
5.2.2 FOr FULUIE STUIES ....ovvieeiiiiiciecieee e 71

REFERENGE I 10 i B S e, ...................... 73

Xii



LIST OF FIGURES

Figures 2.1 Research MOdel............cccvooviiiiiiiece e 25
Figures 2.2 Framework of ThinKing ........ccccoceviiiiiiiiicccese e 26
Figures 4.1 Organizational StrUCIUIE ...........ceevviiieiieie e 42
Figures 4.2 HisStogram Graph.........ccocoveiiiiiieiineiese s 52
Figures 4.3 Normal Probability Plot of Regression...........cccccvevviveeiveiciiieieenns 52
Figures 4.4 Scatterplot Graph ..o 54

Xiii



LIST OF TABLES

Table 1.1 PT. Jampalan Baru Sales Period 2018 - 2022...........ccccccevvivierierieennnn 4
Table 2.1 Previous RESEAICN .........ccccoviiiiiiiiiercee e 30
Table 3.1 Definition of Operational Variable .............cccocoivviininiieeee, 31
Table 4.1 Result of Perceived Price Variable Validity Testing ...........c.cc.ccevnee. 45
Table 4.2 Result of Brand Image Variable Validity Testing ........c.c.ccceevevvvinnne. 46
Table 4.3 Result of Buying Intention Variable Validity Testing...........c.cc.co..... 47
Table 4.4 Result of Perceived Price Variable Reliability Testing ...................... 48
Table 4.5 Result of Brand Image Variable Reliability Testing...........cc.ccocvvvnee. 48
Table 4.6 Result of Buying Intention Variable Reliability Testing .................... 49
Table 4.7 Respondent Identity Build upon Type of Purchase ..........c.ccccceuveneee. 49
Table 4.8 Respondent Identity Build upon Purchase Frequency ............c.cccce.... 50
Table 4.9 Respondent Identity Build upon Company Information..................... 50
Table 4.10 Mean, Median and MOGE ...........cccuiiriiiiniiiiseeesee e 51
Table 4.11 One-Sample Kolmogorov-SmirnoVv TeSt.........ccccevereieienenciinennns 53
Table 4.12 MulticOlliNEarity TESt........ccoiirieiieiieieie e 54
Table 4.13 Multiple Linear Regression Analysis...........ccccovvveviieiiieiiieiie e 55
Table 4.14 Determination CoeffiCIent TeSt........ccoovviiiiriiiieieee e 56
Table 4.15 Partial Hypothesis t=TeSt.......cccccvereriieireie e 57
Table 4.16 Simultaneously Hypothesis F-TesSt .........ccccccvvvieiiieiiie e 58

Xiv



LIST OF APPENDICES

APPENDIX A QUESTIONAIRE ... A-1
APPENDIX B KUESIONER........ccccoiiiiiiii B-1
APPENDIX C PRE TEST DATA TABULATION.......cccoviiiiiiiiic C-1
APPENDIX D VALIDITY AND RELIABILITY TEST RESULT.................. D-1
APPENDIX E MAIN TEST DATA TABULATION .....cccccoiiiiiiiiiiiiiiins E-1
APPENDIX F MAIN TEST OUTPUT ..o F-1

XV



