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ABSTRAK

ANDIRA MAHARANI PEMBAYUN. Strategi Peningkatan Penjualan Mobil
melalui Brand Image dan Personal Branding Salesperson: Studi Kasus Toyota
Auto2000. Dibimbing oleh RADEN ISMA ANGGRAINI dan RETNANINGSIH.

Fenomena penurunan penjualan di sektor otomotif secara nasional diakibatkan
oleh faktor-faktor seperti kebijakan politik, ketidakstabilan ekonomi, dan kehadiran
kompetitor baru. Penelitian ini bertujuan untuk menganalisis pengaruh brand image
dan personal branding salesperson terhadap keputusan pembelian serta merumuskan
rekomendasi strategi untuk meningkatkan penjualan mobil. Data dikumpulkan secara
daring melalui Google Form kepada 120 responden yang ditentukan secara purposive
sampling dan dianalisis dengan pengujian SEM-PLS. Tingkat persepsi pada brand
image, personal branding salesperson, dan keputusan pembelian masing-masing
berada dalam tingkat kategori yang sangat baik. Variabel brand image dan personal
branding salesperson berpengaruh positif signifikan terhadap keputusan pembelian
dengan kontribusi sebesar 89,6%. Strategi peningkatan penjualan pada periode
jangka pendek dapat dilakukan dengan cara mengkomunikasikan futuristic value
secara masif, jangka menengah dengan cara demonstrasi teknologi interaktif dengan
experiential marketing pada showroom, dan jangka panjang dengan cara
mengevaluasi manajemen etika secara sistematis serta mekanisme pelaporan dan
perlindungan pelanggan secara integrasi.

Kata kunci: citra merek, keputusan pembelian, merek pribadi, penjual, persepsi

ABSTRACT

ANDIRA MAHARANI PEMBAYUN. Strategy to Increase Car Sales through
Brand Image and Personal Branding Salesperson: Case Study Toyota Auto2000.
Supervised by RADEN ISMA ANGGRAINI and RETNANINGSIH.

The phenomenon of declining sales in the automotive sector at the national level
is caused by factors such as political policies, economic instability, and the presence
of new competitors. This study aims to analyze the influence of brand image and
salesperson personal branding on purchasing decisions as well as to formulate
strategic recommendations to increase car sales. Data were collected online through
Google Forms from 120 respondents selected using purposive sampling and analyzed
using SEM-PLS testing. The perception levels of brand image, salesperson personal
branding, and purchasing decisions were each categorized at a very good level. The
brand image and salesperson personal branding variables have a significant positive
effect with a contribution of 89.6% toward purchasing decisions. Sales improvement
strategies in the short-term period can be implemented through the massive
communication of futuristic value, in the medium term through interactive
technology demonstrations with experiential marketing in showrooms, and in the
long term through the systematic evaluation of ethical management as well as
integrated reporting and customer protection mechanisms.
Keywords: brand image, perception, personal branding, purchase decisions,

salesperson
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