ABSTRAK

Liana Miranti. NIM. 226010020. Pengaruh Emotional Brand Attachment,
Brand Heritage ldentity, Dan Halal Product Awareness Terhadap Buying
Decision Dengan Purchase Intention Sebagai Variabel Intervening (Survei
Pada Pengguna Sariayu Gen Y Di Kabupaten Pati)

Penelitian ini memiliki tujuan untuk mengetahui Emotional Brand
Attachment, Brand Heritage ldentity, Dan Halal Product Awareness Terhadap
Buying Decision Dengan Purchase Intention Sebagai Variabel Intervening. Jenis
riset ini yakni riset lapangan (field research), yaitu riset yang dilaksanakan pada
masyarakat yang menjadi sasarannya didalam risetnya. Pendekatannya yang
digunakan didalam riset ini yakni kuantitatif. Samplenya yakni pengguna Sariayu
Gen Y di Kabupaten Pati, dengan total 97 responden. Teknik pengumpulannya
pendataan memakai metode angket atau kuesioner. Penganalisisan pendataannya
memakai pengujian inner, outer model serta pengujian hipotesis.

Hasil riset menjelaskan jika terdapat pengaruh Emotional Brand
Attachment terhadap Buying Decision, tidak terdapat pengaruh Brand Heritage
Identity terhadap Buying Decision, terdapat pengaruh Halal Product Awareness
terhadap Buying Decision, terdapat pengaruh Emotional Brand Attachment
terhadap Purchase Intention, tidak terdapat pengaruh Brand Heritage ldentity
terhadap Purchase Intention, terdapat pengaruh Halal Product Awareness
terhadap Purchase Intention, terdapat pengaruh Emotional Brand Attachment
terhadap Buying Decision Dengan Purchase Intention Sebagai Variabel
Intervening, tidak terdapat pengaruh Brand Heritage Identity terhadap Buying
Decision Dengan Purchase Intention Sebagai Variabel Intervening, terdapat
pengaruh Halal Product Awareness terhadap Buying Decision Dengan Purchase
Intention Sebagai Variabel Intervening.

Kata Kunci : Emotional Brand Attachment, Brand Heritage Identity, Halal
Product Awareness, Buying Decision, Purchase Intention



ABSTRAK

Liana Miranti. NIM. 226010020. The Influence of Emotional Brand
Attachment, Brand Heritage Identity, and Halal Product Awareness on
Buying Decision with Purchase Intention as an Intervening Variable
(Survey on Sariayu Gen Y Users in Pati District)

This research aims to determine the influence of Emotional Brand
Attachment, Brand Heritage Identity, and Halal Product Awareness on Buying
Decision with Purchase Intention as an Intervening Variable. This type of
research is field research, conducted on the target population. The approach used
in this research is quantitative. The sample consists of Sariayu Gen Y users in
Pati District, with a total of 97 respondents. Data collection technique used a
questionnaire survey. Data analysis employed inner and outer model testing as
well as hypothesis testing.

The research results indicate that there is an influence of Emotional
Brand Attachment on Buying Decision, no influence of Brand Heritage Identity
on Buying Decision, an influence of Halal Product Awareness on Buying
Decision, an influence of Emotional Brand Attachment on Purchase Intention, no
influence of Brand Heritage Identity on Purchase Intention, an influence of Halal
Product Awareness on Purchase Intention, an influence of Emotional Brand
Attachment on Buying Decision with Purchase Intention as an Intervening
Variable, no influence of Brand Heritage ldentity on Buying Decision with
Purchase Intention as an Intervening Variable, and an influence of Halal Product
Awareness on Buying Decision with Purchase Intention as an Intervening
Variable.

Keywords: Emotional Brand Attachment, Brand Heritage ldentity, Halal
Product Awareness, Buying Decision, Purchase Intention
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