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ABSTRACT

Royale Mest iz a beefjerkycompany established m March 2013, Becently the compamy has
encountered problem related with the decline of sales mamsaction, bence this smdy will sddress this
infention Sample for this research is Royale Meat costomer, §7 questionnaires were distibuoted using both
online and offline questionmaires. Fepression Analysis was wsed o anslyze the effect. Fesnlt findings from
this research chow that brend image and price both have sigmificant effect= on purchsse mtenfionm
Comelation CoefficientE: value shows soong relation of 0.85and Coefficient of determination shows 0.722
describing the ahility fo explain factors influencing purchace intention is 72.2%. This smdy has confirmed
that both independent variables are strong predictors for purchase imfenfion.

Eeywords: brand image, pricing srategy,. purchasing mtemfion

Intreduction

Food is a daily pecessity of homan
needs. Both men snd women need healthy food o
fulfill their daily need and desires. Although food
iz 8 necessity, each person has their owm appetite;
some may like sweet whils other may like soor.
People escily get bored with food so that has
become ome reason why there are imcreasing
numbers of food and beverages bosiness. Based
on this fact there is an opporiomity for a young
eniTepreneur to mn their own food and beverages
business.

Poyale Mest is 2 Food and Beverage
Copmany that sells beef jerky, beef jerky is a
dried mest made of beef as the main ngredionts.

50-

noodle and other variani. Beef jerky is the first in
Swrabaya and alse the first in Indomesia  The
umigqueness of the product is mainly doe to the
frechmess of raw materia]l with spices as a
complement and the packaging come with
practical size which can be emjoyed withowt
having o cook. Foyale Meat sells three sizes of
Beef Jerkyibiz, small and sachet). Based on the
sales data, sizewith bestselling record was the
sl size.

Foyale DMeat sales achievemeni is
muchfluctuated. Several attempts have been made
to imcyease the sales of Foyale meast like
participating in big and well-known bazaar like
London Ot Loud and Conguro. Although these



efforichave made inement nomber in sales it
was not stable and tends to fluceste when thers
iz oo bazaar. This condition urges management of
Fuoyale Mdeat to identify the factors that influsnce
costomer to buy the product. Based om
prelimninary data, thiz smdy found oot thet most
people buy goods becase of the quality and
brand of the produact.

Previous siodyis done by Rizwaner al.
{(2014) on the impact of prodoci brend oo
consumer purchase intentions; he findsthat brand
tmst, brand satisfaction aod brand attachment
influence the ecological cost of consumer
purchese imtention Among all of thoese factors,
this study highlishis the importancecf brand for
costomer prrchase intemtion.

Another research is done by Hsu o al
(2015} om the effecis of meference podng
attempts o ionvestizate the effectoveness of
Pricing on consumer purchasing imtenfions. The
resuli from this research is that effective
pricinghas siznificant effects on the porchasing
infention

Hosseinzsdeher ol (2014) smvey the
effect of brand experience on consumer purchasze
experiences with the case sdy of food imdustry,
the suwwey resultspresent an empincal
imrestization to lesm more ahout the relstionship
betwesn brand experiences on consumer purchasze
of bramd experience theory towards consumer

Literature Eeview

Brand ic an asset that oeeds o be
developed snd managed perfectly becanse to
create a3 strong brand we peed stomg brand
awarensss (Wheeler, 2013). Based on Haryomoer
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al (2015) brand image has seversl indicators
which are (1) Bramd Symbals, those are symbaols
or loges o make easy to remember; (2)
Fecopnition which is popular in reality or
famous, and; (3} Brand Trust which is the degres
oftustomer’s  tust towards brand  quaslity
Subsequently, Eotler and Armctromg(2010-74)
state that price is defined as the money Customer
st pay to obizin the prodoct The literamre also
explaing that price is the only element n the
marketing mix that produces reverme while all
other slements represent cost.There are several
indiicators which are related to price as follows:
{1} The affordahbility of the product or service, ()
Conformity with the price of the product or
service quality, and (3) Price compatibility with
the benefit: of the prodect or senmice(Pham,
2015;5elmg, 2013).

The definifion of porchase imbention
acconding to Eoter & Armmstrome (2010:161) is
defined as*Choice of two or more altermatives
choices in purchacsing decision™. There are stages
in consumer purchasing decisions, the stages ame
(1} Problem Becopnition stage. At this stage
Consmmer Tecopnize 3 need, which is tmgzered by
internal or exiemal stiomli (2) Informstion
Search stame. At this stage. consumers who have
needs will then be compelled to search for
information that is more sbout the nesds and the
products or services that can mest their needs, (3]
Evaluation of Alternative stage At thiz stge,
after collecting information, consumers will be
choosing  altermative products, (4) Purchasing
decision stage. At this siage after the comsumer
evaluate the alternatives, consumers determine
which products are most preferred and lead o a
purchase decision, and fmally (5) Post purchace
behavior stage At this stage, the consumer will
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show a pattern of behavior whether they ame
satisfied or mot satsfed with the produoct or
service that has been consumed.

Eesearch Method

Population and Sample

The population in this smdy i= that
consumers of Foyale Mest was 80 oostomers
who have made puorchases of Foyale Deat
Minipmm sample was determined to be §7 1o
adequately measure the canse and effect modal.

The type of this research wms
quantitative data, where the dsts were sorted by
catepories that hewve been prepared according to
size with the soume of the dats tmkem by
questipnnaite that were given to the costomer of
Foyale Meat, and have been associated with
brand image price, snd the porchase intention
variable of Foyale Meat prodoct.

Im this ressarch the researcher used non-
Based on Sekaranf&Bouzie (2009:280) judzment
sampling is when the subjects selecied om the
basis of their expertise in the subject imvestizated,
as for this research the expertises who are needed
are for the comsumer who has slready purchazad
Foyale Meat.

Walidity of the messuring instroment
was tested using Pearsom comelation betwesn
each indicator and the tofal sum of indicators, 3
measurement of < 0.05 shows sigmificanmce.
Subsequently, relisbility measurement was done
using Cronbach alpha coeficent, 3 measurement
of 0.7 or sbove show a good melisbility
(Sekaran&Bougie, 2000).
to analyze the effect of both Brand Imsge (1)
and Price (X2) towards Puorchase Infention. The

Multiple linear regression squation in this smdy
are written as follows:

Y=o+flX1+f2N 245
Symbok | Description Symbok | Descriptien
Trchase X1 Brand
Intenrion X Tmage
Al g2 Caonstant . Price
Regressian Rezsihual
Coefficient
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Correlation coefficient (B is the level of
the relstionship befween independent variables
with the dependent vaniable. The valoe of B lies
betwesn -1 to 1. The closer the B o 1 then it
means it has a very close posiove relationship and
vice versa (Samboso, 2014; Swarweni, 2014).

Coefficient of determination (B* was
used to messure the proportion of the vanance in
the dependent varigble that is predictable fom
the independent varishle. It vales between -1
Arcording o Euncoro (2013:247) the coefficient
of determination shows how biz the percentage
have on the impact of independent varisbles
towards the dependent variable.

Classical Assumption fest

1. HMommality Tast
The test was dome by using Eolmogorov-
Smirnev method and if the significant vahe
5 005 them the residual has a8 normal
2. Multi-collinesrity Test
According to Sumsnio (2014:165) if the
value of VIF (Varsnce Inflation Factor) is
=1{ then there is no omilti-collinearity bt if
it i= =11 then there is 3 pmiti-collimearity.




3. Heteroscedasticity Test
This test used the Glejser test snd if the
sigmificant valoe is =0.05 then it could be
smid that there is oo heterpscedasticiny
oComTed.

4. Antocomelztion Test
Wason method and thers i
sofocomrelation ocowmmed if d o valoes is
located hetwesn T and (4-J1T).

5. Linearity Test
if the sipnificant value on lnearity is < 0,05
then the linearity conmection betwesn the
varisble does not exist

Diata Analysis

Sample of mrespondents were collected
final sample of from Descrptve analysis was
perfonmed o know the mean value of the answer
of each research varishles. Inm this research the
variables are Brand Imsge (K1), Price (32 and
Purchase Infention (Y).

Brand Image (XI)

“arisble brand image has the sverage
mean on 38% so it is umderstandshle that
consumers agree with the statement in the
varisble brand image
Frice (X2)

The mean of price variables is 3.80 so this can be
understood that the average consumer agrees with
varishle prices.

Purchase Intention (T}

The mean of vansble Y, which is
Purchase Imention, is 3.92 so this cam be
understond that the average consumer agress with
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variable. Table 1 below shows the sommary of
validity and relisbility tests. It can be seen fom
the talle 1 sbove that all indicators for Brand
Image Price, and Parchase Intention were valid.
Swocessively, all wanables were showing
excallent Cronbach alpha coefficents.

Mext step is the summery of model

megsmement which shows the comelation
coefficient (B} of 0.85 which indicates a smong
positive correlation and the B square value of
0.722, that explaims 72.2% of the variations in
real life snd so the model is a good model. The
final step is to look mbo the coeficents table as
Listed below in Table 2.
The result shown in tmble Zexplains the stuchme
of the mode]l The Constant is the C, and then 31
i= Brand Imsge and 32 is Proce S0 we can
rewTite the regression equation as follows: ¥ =
0.202X1 + 0. 806x2 -0.078

In the light of theory and empirical
findings it can be seen that Brand Image has a
and an increase of 1 umit in Brand Image leads to
imrease of 0.124 inm Porchase Infention
accordingly an incresse of 1 wnit in Price riggers
4 higher imcrease of 0.728 in Purchacse Infention.
Furthermore, if Brand Image and Price were zeto,
Purchase Infenfion would be constant atf level of -
0.0TE.

Conclosion and Sugpestion

Brand image shows significant positive
effect on Purchase Imfenfion with lesser effect
compared o Price. While Price has sizmificant
chows the highest effect using the model
exercised by Boyale heat, hence shout the brand
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imzge. the company could be consistemt fo
provide good quality product so that their brand
imasge could soengthened and forused om the
targeted customers,

While for the price, the company could
provide a3 better guantity and quality for the
product sold. Foouns on the quality of the produoct;
give the customer the best end resulf so that the
costomer will remember the good valuwe the
company has provided.
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APFENDIK

Table 1. Summary of Validity and Relishility tests

Indicator | Mean | Std Dev | Skewness | Knrtosis | Fearsom Corr | Cronbach Alpha
Brand Imapge
Bl 380 | 0745 0.191 -0.208 0.823%* 0.813
B2 388 | 0739 | 0547 0473 0.879%=
B3 376 | 0850 | 0246 | -0.506 0.861*=
Price
PRI 375 [ 0778 | 0316 | 0.1 0.787** 0.812
PR2 372 | 0831 0.40 -0.734 0.803%=
PR3 390 | 0790 | 0433 .69 0.874%=
Purchasing Intention
P11 381 | 0876 | 0726 0.58 0.503*= 0.832
T2 370 | 0866 | -0.639 0.410 0.887%=
] 300 | 0920 | 0412 042 0.875%=
P4 388 | 0875 | D54 0208 0.819%=
L5 367 | 0885 | 0387 0.040 0.838**
F16 373 | 0812 | 0532 0.051 0.864%*
Maodel R F. Square Adjusted B. Square Std Error of the Estimate
1 850" 722 715 40900
a. Predictors: (Constant), Price, Brand Image
b. Dependent Varisble: Purchase Intention
Table 3. Multiple Regression Analysis
Model Unstandsrdized Coefficients |Standardized Coefficients " Sig.
B 5td. Error Beta
1{Constant) -078 280 - 280 781
Brand Image 202 097 175 2.072 041
Price 806 095 716 8.401 000

3. Dependent Varisble: Parchase Infention
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