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ABSTRAK 
 

Penelitian ini merupakan penelitian kuantitatif dengan mencari hubungan kausal. 

Tujuan dari penelitian ini yakni mengetahui variabel Influencer marketing, citra 

merek, dan kualitas produk terhadap keputusan pembelian melalui daya beli 

pelanggan brand eiger. Data yang diperoleh peneliti didapatkan dari sampel yang 

telah dipilih teknik pengambilan sampel accidental sampling dengan kriteria yang 

telah ditentukan oleh peneliti. Data yang didapatkan akan dianalisis dengan analisis 

path dan diuji menggunakan bantuan Software SPSS. Berdasarkan data yang telah 

di uji didapatkan hasil penelitian yang menunjukkan bahwa Inflencer marketing, 

citra merek dan kualitas produk berpengaruh signifikan terhadp daya beli pelanggan 

brand eiger. Influencer marketing, citra merek, kualitas produk juga berpengaruh 

signifikan terhadap keputusan pembelian. Daya Beli Pelanggan sebagai variabel 

intervening berpengaruh signifikan terhadap keputusan pembelian pada brand 

Eiger. 

Kata Kunci: Influencer Marketing, Citra Merek, Kualitas Produk, Keputusan 

Pembelian, Daya Beli  
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ABSTRACT 

This research is a quantitative research by looking for causal relationships. The 

purpose of this study is to determine the variables of Influencer marketing, brand 

image, and product quality on purchasing decisions through the purchasing power 

of brand eiger customers. The data obtained by the researcher was obtained from 

samples that had been selected accidental sampling techniques with criteria 

determined by the researcher. The data obtained will be analyzed by path analysis 

and tested using the help of SPSS Software. Based on the data that has been tested, 

research results are obtained that show that Inflencer marketing, brand image and 

product quality have a significant effect on the purchasing power of eiger brand 

customers. Influencer marketing, brand image, product quality also have a 

significant influence on purchasing decisions. Customer Purchasing Power as an 

intervening variable has a significant effect on purchasing decisions at the Eiger 

Brand. 

Keywords: influencer marketing, brand image, product quality, purchase decision, 

purchasing power 
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