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ABSTRACT

NISFULLAH, 16610149, "The Effect of Brand Prestige and Brand
Credibility on Purchase Intention with Brand Knowledge as Moderating Brand
Credibility at the Economics and Business Faculty". Undergraduate Thesis,
Management Study Program, Economics and Business Faculty Muhammadiyah
University of Metro. Advisor (1) Yateno, S.E., M.M. (2) Nani Septiana, S.E., M.M.

This research is motivated by the efforts to increase buying interest in
consumers, who are currently many students of Economics and Business Faculty
who like to use Converse shoes to support their appearance. In this case,
Converse shoes that have been attached well are expected to be able to give
positive direction so that consumers can make purchases, and this is because
Brand Prestige, Brand Credibility and Brand Knowledge are among the factors
that influence and are most dominant towards Purchase Intention in the
Economics and Business Faculty.

This study aims to: (1) find out the effect of Brand Prestige on Purchase
Intention, (2) find out the effect of Brand Credibility on Purchase Intention, (3) find
out the effect of Brand Knowledge as a moderating effect of Brand Credibility on
Purchase Intention.

The research population is Converse shoe users in Economics and
Business Faculty. The sample in this study amounted to 105 respondents who
were determined using the purposive sampling method. Data collection was
carried out using a questionnaire. The instrument has been tested and has met
the validity and reliability requirements. Data analysis was performed using
Structural Equation Modeling (SEM).

The results showed that Brand Prestige had no effect on Purchase Intention,
Brand Credibility had no effect on Purchase Intention. Brand Knowledge has a
positive and significant influence in moderating the influence of Brand Credibility
on Purchase Intention.

Keywords: Brand Prestige, Brand Credibility, Brand Knowledge, Purchase
Intention.



ABSTRAK

NISFULLAH, 16610149, “Pengaruh Brand Prestige dan Brand Credibility
terhadap Purchase Intention dengan Brand Knowledge sebagai Pemoderasi
Brand Credibility pada Fakultas Ekonomi dan Bisnis”. Skripsi prodi manajemen
Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah Metro. Pembimbing (1)
Yateno, S.E., M.M. (2) Nani Septiana, S.E., M.M.

Penelitian ini dilatar belakangi oleh usaha untuk meningkatkan minat beli
pada diri konsumen, yang saat ini banyak kalangan mahasiswa/i Fakultas
Ekonomi dan Bisnis yang gemar menggunakan sepatu Converse guna
menunjang penampilan mereka. Dalam hal ini sepatu Converse yang telah
melekat baik diharapkan mampu memberikan pertimbangan kearah yang positif
sehingga konsumen dapat melakukan pembelian, dan hal ini dikarenakan Brand
Prestige, Brand Credibility dan Brand Knowledge merupakan salah satu faktor
yang mempengaruhi dan paling dominan terhadap Purchase Intention pada
Fakultas Ekonomi dan Bisnis.

Penelitian ini bertujuan untuk : (1) untuk mengetahui pengaruh Brand
Prestige terhadap Purchase Intention, (2) untuk mengetahui pengaruh Brand
Credibility terhadap Purchase Intention, (3) untuk mengetahui pengaruh Brand
Knowledge sebagai pemoderasi pengaruh Brand Credibility terhadap Purchase
Intention.

Populasi penelitian ini adalah pengguna sepatu Converse yang ada di
Fakultas Ekonomi dan Bisnis. Sampel dalam penelitian ini berjumlah 105
responden yang ditentukan menggunakan metode purposive sampling.
Pengumpulan data dilakukan menggunakan kuesioner. Instrumen telah diuji coba
dan telah memenuhi syarat validitas dan reliabilitas. Analisis data dilakukan
dengan menggunakan Structural Equation Modeling (SEM).

Hasil penelitian menunjukkan bahwa Brand Prestige tidak berpengaruh
terhadap Purchase Intention, Brand Credibility tidak berpengaruh terhadap
Purchase Intetntion. Brand Knowledge berpengaruh positif dan signifikan dalam
memoderasi pengaruh Brand Credibility terhadap Purchase Intention.

Kata Kunci : Brand Prestige, Brand Credibility, Brand Knowledge, Purchase
Intention.
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