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ABSTRAK 

 

 

Ayam Goreng Hisana sebagai perusahaan kuliner yang mampu tumbuh pesat 

di tengah tengah krisis ekonomi pasca pandemi Covid 19. Perkembangannya 

hingga mencapai lebih dari 1000 outlet yang tersebar di seluruh nusantara. 

Perkembangan tersebut menjadikannya di kenal di masyarakat secara luas sehingga 

mendasari penelitian dalam bentuk skripsi yang bertujuan untuk mengetahui 

pengaruh citra merek terhadap keputusan pembelian melalui word of mouth. 

Pendekatan penelitian yang digunakan kuantitatif, populasinya adalah konsumen 

Ayam Goreng Hisana di dusun Bendil desa Kepatihan kabupaten Gresik. Penentuan 

sampel yang digunakan metode non-probability sampling dengan teknik purposive 

sampling dengan kriteria berusia lebih dari 17 tahun dan pernah melakukan 

pembelian minimal sekali. Sampel minimal 30 responden merupakan sampel yang 

peroleh melalui pembagian kuesioner sebagai pengumpulan data. Hasil pembagian 

kuesioner terkumpul 50 data yang memenuhi syarat lengkap sehingga dapat diolah 

secara statisik. Teknik analisis data menggunakan analisis jalur dengan 2 struktur 

pengujian regresi. Struktur I dengan 2 persamaan menggunakan analisis regresi 

linier sederhana. Struktur II dengan 1 persamaan analisis regresi linier berganda. 

Untuk teknik uji variabel moderasi menggunakan uji sobel. Hasil penelitian pada 

uji hipotesis (t), berdasarkan analisis regresi citra merek merek disimpulkan 

berpengaruh signifikan terhadap keputusan pembelian dengan nilai signifikansi 

0,000, citra merek juga berpengaruh secara signifikan terhadap word of mouth 

dengan nilai signifikansi 0,000 dan word of mouth berpengaruh terhadap keputusan 

pembelian dengan nilai signifikansi 0,000. Pada hasil sobel test membuktikan 

bahwa terdapat pengaruh signifikan citra merek terhadap keputusan pembelian 

melalui word of mouth pada konsumen Ayam Goreng Hisana. di dusun Bendil desa 

Kepatihan kabupaten Gresik. 

 

Kata Kunci: citra merek, word of mouth, keputusan pembelian. 
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ABSTRACT 

 

 

Hisana Fried Chicken is a culinary company that has been able to grow 

rapidly amidst the economic crisis following the Covid 19 pandemic. Its 

development has reached more than 1000 outlets spread throughout the 

archipelago. This development made it widely known in society, thus underlying the 

research in the form of a thesis which aims to determine the influence of brand 

image on purchasing decisions through word of mouth. The research approach 

used was quantitative, the population was consumers of Hisana Fried Chicken in 

Bendil hamlet, Kepatihan village, Gresik district. The sample was determined by 

using a non-probability sampling method with a purposive sampling technique with 

the criteria of being more than 17 years old and having made a purchase at least 

once. A minimum sample of 30 respondents is a sample obtained through 

distributing questionnaires as data collection. The results of distributing the 

questionnaire collected 50 pieces of data that met the complete requirements so 

that it could be processed statistically. The data analysis technique uses path 

analysis with 2 regression testing structures. Structure I with 2 equations using 

simple linear regression analysis. Structure II with 1 equation for multiple linear 

regression analysis. To test the moderating variable using the Sobel test. The results 

of research on hypothesis testing (t), based on regression analysis of brand image, 

it is concluded that the brand has a significant influence on purchasing decisions 

with a significance value of 0.000, brand image also has a significant influence on 

word of mouth with a significance value of 0.000 and word of mouth influences 

purchasing decisions with a value of significance 0.000. The results of the Sobel 

test prove that there is a significant influence of brand image on purchasing 

decisions through word of mouth among Hisana Fried Chicken consumers. in 

Bendil hamlet, Kepatihan village, Gresik district.  

 

Keywords: brand image, word of mouth, purchasing decisions. 

 


