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ABSTRACT 
 

By ; Anggia Maharani, Tittle ; Pengaruh Brand Image (Citra Merk) Terhadap 
Keputusan Konsumen (Studi Pada Perokok Clas Mild Yang Melakukan Pembelian 
Pada Saluran Distribusi Terlaris Di Kecamatan Kedung Kandang – Malang Versi 
PT Nojorono Tobacco International),with Lecture ; Mr. Prof. Dr. Suharyono, MA 
and Mr. Drs. Kadarisman Hidayat, M.Si 

 
One  cigarette’s  category  that had been favoured is  Kretek Machine Cigarette 

(SKM). Mild cigarette with slim diameter (7mm). Mild cigarette has been predicted by 
many people that mild cigarette will be future cigarette, because mild cigarette more 
friendly to the health, with lower nicotine and tar obtained inside. In fact, mild cigarette 
market share has been increasing. A great number of choice make costumer prefer to 
choose appropriately with their perception to some certain brand that been popular to the 
costumer. Clas Mild is one of favourable SKM product cigarette for young people It 
segmentation ranged  to the people with age 19-34 years old and also this range 
contained executive and student. Class Mild positioning in the market  is white collar 
cigarette, with cheaper price but has educated costumer. Class Mild also try to make 
unique selling point, through tag line: “Yesterday is Gone, Clas Mild is Today”. Based 
on explanation above, researcher interested to do some research which entitled 
“Pengaruh Brand Image Terhadap keputusan Konsumen dalam Memilih Rokok merek 
Clas Mild” (Studi pada Masyarakat konsumen Rokok Clas Mild yang melakukan 
pembelian pada saluran distribusi perusahaan di Kecamatan Kedung Kandang Malang). 

This research has objectives 1) To know brand image (experience brand, 
aspirational brand and attribute brand) influence to the costumer buying decision 
simultaneously 2) To know brand image (producer image, costumer image and product 
image) influence to the costumer buying decision partially 3) To know dominant 
variable (producer image, costumer image and product image) influence to the costumer 
buying decision. This research is using  exsplanatory research method and focusing in 
distribution channel Class Mild in Malang City especially in Kedung Kandang district 
 Independent variables in this research are (Experience brands (X1)), 
(Aspirational brands (X2)), (Attribute brands (X3)),. Dependent variables are  bying 
decisionVaribel terikat (Y) yaitu: keputusan pembelian, and it’s indicator are loyalty and 
satisfaction scale  
 Result from the study using double linier reggresion analysis has shown that 
three of independent variables Corporate Image /X1, User Image /X2, and  Product 
Image)/X3 has significant influence to the dependent variable (buying decision). This 
fact was showed by Fcount value = 26,817  with Fcount  probability = 0,000 (p<0,05). The 
contribution from this three variables to the Clas Mild buying decision simultaneously is 
about 61,2%. From partial regression analysis, has resulted partially, four of brand 
image variable components :Corporate Image/X1, User Image/X2, Product Image/X3 
has influence to the Clas Mild costumer buying decision. This is shown by t count 
probability < 0,05 (α 5%). From partial test, we also know that Product Image/X3 has 
dominant influence to the Class Mild costumer buying decision, with regression 
coefficient (β) = 0,478, which is the biggest than any other variables. 
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