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ABSTRAK 

Bintang Laksa Karunia Ramadhan. NIM 20415346. 2026. ANALISIS 

PENGARUH BRAND IMAGE, BRAND TRUST DAN REFERENCE OF 

GROUP TERHADAP KEPUTUSAN PEMBELIAN SEPATU 

ORTUSEIGHT PADA ANGGOTA KLUB JOMBLO FC PONOROGO. 

Skripsi. Program Studi Manajemen, Fakultas Ekonomi, Universitas 

Muhammadiyah Ponorogo. Pembimbing: (I) Dr. Heri Wijayanto, M.M.; (II) 

Siti Chamidah, S.E., M.M. 

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Image, Brand Trust, 

dan Reference Group terhadap Keputusan Pembelian sepatu Ortuseight pada 

anggota Klub Jomblo FC Ponorogo, baik secara parsial maupun simultan. 

Penelitian ini dilatarbelakangi oleh persaingan merek sepatu olahraga lokal 

dengan merek internasional, di mana keputusan pembelian konsumen masih 

sangat dipengaruhi oleh persepsi merek, kepercayaan terhadap kualitas produk, 

serta pengaruh kelompok sosial di sekitarnya. 

Penelitian ini menggunakan pendekatan kuantitatif dengan populasi seluruh 

anggota Klub Jomblo FC Ponorogo yang berjumlah 50 orang. Teknik 

pengambilan sampel yang digunakan adalah sampling jenuh (sensus), sehingga 

seluruh populasi dijadikan sampel penelitian. Data dikumpulkan melalui 

kuesioner dengan skala Likert dan dianalisis menggunakan regresi linier 

berganda, uji t, dan uji F. 

Hasil penelitian menunjukkan bahwa Brand Image berpengaruh positif dan 

signifikan terhadap Keputusan Pembelian (t hitung 3,148 > t tabel 2,012; sig. 
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0,003). Brand Trust tidak berpengaruh signifikan terhadap Keputusan Pembelian 

(t hitung 1,014 < t tabel 2,012; sig. 0,316). Reference Group berpengaruh positif 

dan signifikan terhadap Keputusan Pembelian (t hitung 2,759 > t tabel 2,012; sig. 

0,008). Secara simultan, Brand Image, Brand Trust, dan Reference Group 

berpengaruh signifikan terhadap Keputusan Pembelian (F hitung 38,774 > F tabel 

2,81; sig. 0,000), dengan koefisien determinasi (R²) sebesar 0,717 yang 

menunjukkan ketiga variabel independen mampu menjelaskan 71,7% variasi 

Keputusan Pembelian, sedangkan sisanya 28,3% dijelaskan oleh variabel lain di 

luar model penelitian ini. 

Kata Kunci: Brand Image, Brand Trust, Reference Group, Keputusan Pembelian. 
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ABSTRACT 

Bintang Laksa Karunia Ramadhan. Student ID 20415346. 2026. ANALYSIS 

OF THE INFLUENCE OF BRAND IMAGE, BRAND TRUST, AND 

REFERENCE GROUP ON THE PURCHASE DECISION OF ORTUSEIGHT 

SHOES AMONG MEMBERS OF THE JOMBLO FC PONOROGO CLUB. 

Undergraduate Thesis. Management Study Program, Faculty of Economics, 

Universitas Muhammadiyah Ponorogo. Supervisors: (I) Dr. Heri Wijayanto, 

M.M.; (II) Siti Chamidah, S.E., M.M. 

This study aims to analyze the influence of Brand Image, Brand Trust, and 

Reference Group on the purchase decision regarding Ortuseight shoes among 

members of the Jomblo FC Ponorogo Club, both partially and simultaneously. 

The study is motivated by the competition between local sports shoe brands and 

international brands, where consumer purchase decisions remain heavily 

influenced by brand perception, trust in product quality, and the influence of 

surrounding social groups. 

This study employs a quantitative approach with a population consisting of all 50 

members of the Jomblo FC Ponorogo Club. The sampling technique used is 

saturated sampling (census), meaning the entire population serves as the research 

sample. Data were collected via a Likert-scale questionnaire and analyzed using 

multiple linear regression, the t-test, and the F-test. 

The research results indicate that Brand Image has a positive and significant 

influence on the Purchase Decision (t-count 3.148 > t-table 2.012; sig. 0.003). 

Brand Trust does not have a significant influence on the Purchase Decision (t-

count 1.014 < t-table 2.012; sig. 0.316). Reference Group has a positive and 
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significant influence on the Purchase Decision (t-count 2.759 > t-table 2.012; sig. 

0.008). Simultaneously, Brand Image, Brand Trust, and Reference Group have a 

significant effect on Purchase Decision (F-count 38.774 > F-table 2.81; sig. 

0.000), with a coefficient of determination (R²) of 0.717, indicating that the three 

independent variables explain 71.7% of the variation in Purchase Decision, while 

the remaining 28.3% is explained by variables outside this research model. 

Keywords: Brand Image, Brand Trust, Reference Group, Purchase Decision. 
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