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Abstrak 
 

 Bisnis kuliner makanan cepat saji atau fastfood saat ini 
mulai menjanjikan sebagai bisnis yang memiliki jumlah omset 
penjualan yang tinggi. Makanan fastfood dikalangan 
masyarakat indonesia bukanlah sesuatu yang baru bagi 
mereka, hal ini membuat makanan fastfood menjadi pilihan 
yang tepat di era milenial yang dituntut secara cepat. Minat 
beli merupakan kecenderungsn konsumrn untuk membeli 
suatu merek atau mengambil tindakan yang berhubungan 
dengan pembelian. Penelitian ini bertujuan untuk mengetahui 
pengaruh inovasi produk, citra merek, brand equity terhadap 
keputusan pembelian makanan cepat saji di Lazizaa Chicken 
and Pizza Cabang Sukodono. Penelitian ini merupakan 
penelitian kuantitatif. Metode pengumpulan data 
menggunakan kuesioner dengan teknik pengambilan sample 
nonprobability sampling dengan penentuan sample accidental 

sampling kepada 100 responden pelanggan Lazizaa Chicken 
and Pizza Sukodono. Pengujian data menggunakan uji regresi 
analisis berganda, asumsi klasik, Uji F dan Uji t. Dari pengujian 
yang telah dilakukan mendapatkan hasil penelitian: secara 
parsial Inovasi Produk tidak berpengaruh signifikan terhadap 
Keputusan Pembelian Lazizaa Chicken and Pizza Cabang 
Sukodono, Secara parsial Citra Merek tidak berpengaruh 
signifikan terhadap Keputusan Pembelian Lazizaa Chicken 
and Pizza Cabang Sukodono, Secara parsial Brand Equity 
berpengaruh signifikan terhadap Keputusan Pembelian 
Lazizaa Chicken and Pizza dan Secara simultan Inovasi 
Produk, Citra Merek dan Brand Equity berpengaruh signifikan 

terhadap Keputusan Pembelian Lazizaa Chicken and Pizza. 
 
Kata Kunci : Inovasi Produk, Citra Merek, Brand Equity, 

Keputusan Pembelian 
 
 
 



viii 
 

 
Abstract 

Fast food culinary business or fast food today rated as a quite 
prospective food industry which has a high amount of sales turnover. 
Fast food food among Indonesian people is not something new for 
them, this makes fast food food the right choice in the millennial era 
that is demanded quickly. Buying interest illustrates the tendency of 
consumers to make a brand purchase or take action connected with 
the purchase. This study aims to determine the effect of product 
innovation, brand image, brand equity on purchasing decisions on 
Lazizaa Chicken and Pizza Sukodono Branch. Research that has been 
done includes quantitative research. Accidental sampling is chosen as 
the determination of the sample while the sampling technique is 
nonprobability sampling, to collect data using a questionnaire that 
will be distributed to 100 respondents Lazizaa Chicken And Pizza 
Sukodono Branch. Multiple linear regression test, classic assumption 
test, t test and F test are used for data testing. From the tests that 
have been conducted have the following research results: partially 
true Product Innovation was not significantly affected by the 
Purchase Decision of Lazizaa Chicken and Pizza Sukodono Branch, 
true Brand Equity is significantly affected by Lazizaa Chicken and 
Pizza Purchasing Decisions and is true Simultaneously Product 
Innovation, Brand Image and Brand Equity are significantly affected 
by Lazizaa Chicken and Pizza Purchasing Decisions. 

 
Keywords : Product Innovation, Brand Image, Brand Equity, 
Purchasing Decisions 
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