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ABSTRAK 

 

Kerupuk merupakan makanan yang terkenal di masyarakat. Kerupuk tidak 
hanya dijual di Indonesia, tetapi juga diekspor ke berbagai negara seperti Amerika 
Serikat, Australia, Jepang, Tiongkok, Eropa dan negara lainnya. Berdasarkan data 
dari Kementerian Perdagangan tahun 2010 sampai tahun 2015 menunjukkan 
bahwa kinerja ekspor produk kerupuk udang mengalami peningkatan rata-rata 
sebesar 6,90% sedangkan untuk kerupuk lainnya selain udang mengalami 
peningkatan rata-rata sebesar 16,22%. Banyaknya perusahaan yang memproduksi 
kerupuk udang membuat produsen saling berkompetisi untuk mendapatkan hati 
konsumen yang ada di dlam negeri maupun di luar negeri agar bisa tetap 
mempertahankan perusahaan miliknya, salah satunya Krupuk Udang Komodo di 
Surabaya. Penelitian ini bertujuan untuk mengetahui pengaruh citra merek, harga 
dan promosi terhadap keputusan pembelian Kerupuk Udang Komodo di Surabaya. 
sampel dalam penelitian ini sebanyak 75 responden yang merupakan pembeli 
Kerupuk Udang Komodo di Surabaya. Berdasarkan pengolahan data dengan SPSS 
versi 16.0 dapat dinyatakan semua item pernyataan dinyatakan valid semua dan 
variabel dnyatakan reliabel. Berdasarkan Uji Regresi Linier Berganda didapatkan 
hasil Y = 6,360 + 0,551 X1 + 0,309 X2 + 0,234 X3, Nilai adjust R square sebesar 
51,2%. Pada Uji t didapatkan hasil penelitian variabel citra merek (X1)= thitung 
3,181 > ttabel 1,994 dengan tingkat signifikasi 0,002 < 0,050 yang artinya citra 
merek berpengaaruh signifikan keputusan pembelian Kerupuk Udang Komodo di 
Surabaya, variabel harga (X2)= thitung 2,118 > ttabel 1,994 dengan tingkat signifikasi 
0,038 < 0,05 yang artinya harga berpengaruh signifikan terhadap keputusan 
pembelian Kerupuk Udang Komodo di Surabaya, variabel promosi (X3)= nilai 
thitung 1,721 < ttabel 1,994 dengan tingkat signifikasi 0,090 > 0,050 yang artinya 
promosi tidak berpengaruh terhadap keputusan pembelian Kerupuk Udang 
Komodo di Surabaya.  
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ABSTRACT 

 
Crackers are a well-known food in the community. Crackers are not only sold in 
Indonesia, but also exported to various countries such as the United States, 
Australia, Japan, China, Europe and other countries. Based on data from the 
Ministry of Trade from 2010 to 2015, it shows that the export performance of 
shrimp cracker products has increased by an average of 6.90%, while other 
crackers besides shrimp have increased by an average of 16.22%. The number of 
companies that produce shrimp crackers makes producers compete with each 
other to win the hearts of consumers at home and abroad in order to keep their 
companies, one of which is Krupuk Udang Komodo in Surabaya. This study aims 
to determine the effect of brand image, price and promotion on purchasing 
decisions for Komodo Shrimp Crackers in Surabaya. The sample in this study 
were 75 respondents who were buyers of Komodo Shrimp Crackers in Surabaya. 
Based on data processing with SPSS version 16.0, it can be stated that all 
statement items are declared valid and all variables are declared reliable. Based 
on the Multiple Linear Regression Test, the results obtained were Y = 6.360 +  
0.551 X1 + 0.309 X2 + 0.234 X3, the value of adjust R square was 51.2%. In the 
t-test, the research results showed that the brand image variable (X1) = tcount 
3.181> t table 1.994 with a significance level of 0.002 <0.050, which means that 
brand image has a significant effect on purchasing decisions of Komodo Shrimp 
Crackers in Surabaya, variable price (X2) = tcount 2.118> t table 1.994 with The 
significance level is 0.038 <0.05, which means that the price has a significant 
effect on the purchasing decision for Komodo Shrimp Crackers in Surabaya, the 
promotional variable (X3) = the value of tcount 1.721 <ttable 1.994 with a 
significance level of 0.090> 0.050, which means that promotion has no effect on 
purchasing decisions for Komodo Shrimp Crackers in Surabaya. 
 
 
 
Keywords: brand image, price, promotion, and purchase decisions 
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