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ABSTRAK 

 

Penelitian ini dilaksanakan guna memahami Pengaruh Etnosentrisme dan Brand 

Image terhadap keputusan pembelian Spikoe Resep Kuno dengan Word Of Mouth 

sebagai variabel moderasi. Pendekatan yang dikenakan yakni penelitian 

kuantitatif. Populasi penelitian ialah konsumen Spikoe Resep Kuno Surabaya 

yang pernah mealakukan pembelian produk Spikoe Reseo kuno Surabaya. Besar 

sampelnya sejumlah 100 responden. Teknik pengambilan sampel digunakan 

metode pusposive samplingy yaitu kriteria yang ditentukan. Sumber data 

dikumpulkan melangkaui pembagian kuesioner. Prosedur analisis data dengan 

aplikasi SPSS. Pengujian hipotesis dilakukan dengan regresi linier berganda dan 

analisis regresi moderasi (MRA). Hasil penelitian ini memberikan pentujuk bahwa 

Etnosentrisme konsumen berpengaruh terhadap keputusan pembelian, Brand 

Image berpengaruh terhadap keputusan pembelian, Word Of Mouth btidak dapat 

memoderasi Etnosentrisme Konsumen terhadap keputusan pembelian, Word Of 

Mouth tidak dapat memoderasi brand image terhadap keputusan pembelian. 

 

 

Kata kunci: Etnosentrisme Konsumen, Brand Image, Word Of Mouth, 

Keputusan Pembelian 
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ABSTRACT 

 

This research aim to understand the effect of Ethnocentrism and Brand Image on 

purchasing decisions for Spikoe Resep Kuno with Word Of Mouth as a 

moderating variable. The approach used is quantitative research. Population of 

Spikoe Resep Kuno Suabaya’s consumers who have purchased Spikoe Resep 

Kuno Surabaya’s products. The sample size is defined of 100 respondents. The 

technique sampling is purposive sampling method, namely specified criteria. Data 

sources were collected by the distribution of questionnaires. Data analysis 

procedures with the SPSS application. Hypothesis testing is performed using by  

multiple linear regression analysis and moderation regression analysis (MRA). 

The results of this study indicate that consumer ethnocentrism affects purchase 

decisions, Brand Image affects purchase decisions, Word Of Mouth has not been 

able to moderate consumer ethnocentrism to purchase decisions, Word Of Mouth 

has not been able to moderate brand image to purchase decisions. 

 

Keywords : Consumer Ethnocentrism, Brand Image, Word Of Mouth, Purchase 

Decision 

 


