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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh lifestyle, brand image, dan 

word of mouth terhadap keputusan pembelian produk Eiger pada mahasiswa 

Fakultas Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya. Pendekatan 

kuantitatif digunakan dengan metode survei melalui penyebaran kuesioner kepada 

100 responden yang dipilih secara purposive sampling. Variabel independen dalam 

penelitian ini meliputi lifestyle, brand image, dan word of mouth, sedangkan 

variabel dependen adalah keputusan pembelian. Analisis data dilakukan 

menggunakan regresi linier berganda. Hasil penelitian menunjukkan bahwa 

lifestyle, brand image, dan word of mouth secara parsial berpengaruh signifikan 

terhadap keputusan pembelian. Secara parsial, brand image memiliki pengaruh 

paling dominan dibandingkan variabel lainnya. Hal ini mengindikasikan bahwa 

brand image yang kuat mampu meningkatkan daya tarik dan kepercayaan 

konsumen terhadap produk Eiger. Penelitian ini memberikan implikasi praktis bagi 

perusahaan untuk terus mengoptimalkan strategi pemasaran melalui meyesuaikan 

gaya hidup para konsumen, serta pembentukan brand image yang positif dan 

memanfaatkan word of mouth sebagai alat promosi yang efektif. 

 

Kata Kunci: lifestyle, brand image, word of mouth, keputusan pembelian. 
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ABSTRACT 

This study aims to analyze the influence of lifestyle, brand image, and word of 

mouth on purchasing decisions of Eiger products among students of the Faculty of 

Economics and Business, Wijaya Kusuma University, Surabaya. A quantitative 

approach was used with a survey method by distributing questionnaires to 100 

respondents selected by purposive sampling. The independent variables in this 

study include lifestyle, brand image, and word of mouth, while the dependent 

variable is the purchasing decision. Data analysis was carried out using multiple 

linear regression. The results showed that lifestyle, brand image, and word of 

mouth partially have a significant effect on purchasing decisions. Partially, brand 

image has the most dominant influence compared to other variables. This indicates 

that a strong brand image can increase consumer appeal and trust in Eiger 

products. This study provides practical implications for companies to continue 

optimizing marketing strategies by adjusting consumer lifestyles, as well as forming 

a positive brand image and utilizing word of mouth as an effective promotional tool. 

 

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


