
 
 

 

The Analysis of Price Perception and Promotion  

on Brand Image and Purchasing Decisions 

 

 

 

 

Submitted to Fulfill the Duties and Requirements to Get a Bachelor’s Degree in 

Economics Management Study Program, Faculty of Economics and Business  

 

By : 

Dafa Alifvansyah Putra Margana 

B100204662 

 

THESIS  

 

INTERNATIONAL MANAGEMENT STUDY PROGRAM  

FACULTY OF ECONOMICS AND BUSINESS  

MUHAMMADIYAH SURAKARTA UNIVERSITY  

2024 



ii 
 

APPROVAL PAGE  



iii 
 

MOTTO 

“Ambivalence Is A Modest Imperative” 

(Researcher) 

"Whoever walks in the path of seeking knowledge, Allah will make easy for him the path to 

paradise.” 

(H.R. Muslim) 

"Indeed, Allah does not change the condition of a people until they change what is in 

themselves.” 

(Q.S. Ar-Ra'd verse 11) 

"Verily with hardship is ease.” 

(Q.S. Al-Inshirah verse 6) 

"Start each day with positive thoughts and a grateful heart” 

(Roy T.Bennett) 

"Never stop dreaming, because it is the dream that can knock our hearts to always try to 

achieve it” 

(Merry Riana) 
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ABSTRACT  

This research aims to analyze the effect of price perception and promotion on brand 

image and purchasing decisions. The population of the research consists of consumers who 

has purchased Wedang uwuh MIMIKU products. The method of this study uses a 

quantitative approach. Data were collected through online survey by purposive sampling. 

Data analysis in this study was carried out using a structural equation model of Partial Least 

Square (PLS) 3.2.6. This study found that price,  which  in  this  case  relates  to  the  high  

and  low  or  the amount  of  money  spent  by  consumers  to  influence  a  product,  can  

also  affect  the  long-term image. its mean signified that the better the consumer's perception 

of the price would further increase purchasing decisions. and shows that the online 

promotion variable on purchasing decisions mediated by brand image has a greater 

influence than the value of the direct effect of the online promotion variable on purchasing 

decisions. Promotion, it can attract the attention of potential consumers to buy the products 

offered by the company. So that cause be better the promotion, the higher the consumer's 

decision to buy goods. And the last the brand image of the product is good, the consumer 

will make a purchase of the product.  

 

Keyword : price perception, brand image, promotion, purchasing decision  
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ABSTRAK  

Penelitian ini bertujuan untuk menganalisis pengaruh persepsi harga dan promosi terhadap citra 

merek dan keputusan pembelian. Populasi penelitian terdiri dari konsumen yang pernah 

melakukan pembelian produk Wedang uwuh MIMIKU. Metode penelitian ini menggunakan 

pendekatan kuantitatif. Data dikumpulkan melalui survey online dengan metode purposive 

sampling. Analisis data dalam penelitian ini dilakukan dengan menggunakan model persamaan 

struktural Partial Least Square (PLS) 3.2.6. Studi ini menemukan bahwa harga, yang dalam hal 

ini berkaitan dengan tinggi dan rendahnya atau jumlah uang yang dikeluarkan konsumen untuk 

mempengaruhi suatu produk, juga dapat mempengaruhi citra jangka panjang. rata-ratanya 

menandakan bahwa semakin baik persepsi konsumen terhadap harga akan semakin 

meningkatkan keputusan pembelian. dan menunjukkan bahwa variabel promosi online 

terhadap keputusan pembelian yang dimediasi oleh brand image memiliki pengaruh yang lebih 

besar daripada nilai pengaruh langsung variabel promosi online terhadap keputusan pembelian. 

Promosi, dapat menarik perhatian calon konsumen untuk membeli produk yang ditawarkan 

oleh perusahaan. Sehingga menyebabkan semakin baik promosinya, semakin tinggi pula 

keputusan konsumen untuk membeli barang. Dan yang terakhir brand image dari produk 

tersebut bagus, konsumen akan melakukan pembelian terhadap produk tersebut.  

 

Kata kunci: persepsi harga, brand image, promosi, keputusan pembelian 
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