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ABSTRAK 

PENGARUH CITRA MEREK, KESADARAN MEREK, DAN LABELISASI 

HALAL TERHADAP KEPUTUSAN PEMBELIAN PRODUK MIE INSTAN 

SARIMI DI ALFAMIDI JERUK RAYA JAKARTA SELATAN 

Oleh : Chaerillya 

NPM : 193402516367 

Tugas Akhir dibawah bimbingan Dr. Resti Hardini, S.E., M.Si. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh citra merek, 

kesadaran merek, dan labelisasi halal terhadap keputusan pembelian produk mie 

instan sarimi di Alfamidi Jeruk Raya Jakarta Selatan. Populasi dalam penelitian 

ini adalah pelanggan yang membeli produk mie instan sarimi di Alfamidi Jeruk 

Raya Jakarta Selatan. Sampel yang digunakan dalam penelitian sebanyak 96 

orang. Pengumpulan data dalam penelitian ini menggunakan kuesioner. Penelitian 

ini menggunakan teknik analisis regresi linear berganda untuk menguji variabel 

bebas terhadap variabel terikat. Hasil penelitian ini menemukan bahwa citra 

merek dan kesadaran merek berpengaruh positif dan signifikan terhadap 

keputusan pembelian, namun labelisasi halal berpengaruh positif tetapi tidak 

signifikan terhadap keputusan pembelian produk mie instan sarimi di Alfamidi 

Jeruk Raya Jakarta Selatan. 

 

Kata kunci : citra merek, kesadaran merek, labelisasi halal, mie instan sarimi 
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ABSTRACT 

THE INFLUENCE OF BRAND IMAGE, BRAND AWARENESS, AND 

HALAL LABELIZATION ON PURCHASE DECISIONS OF SARIMI 

INSTANT NOODLE PRODUCTS AT ALFAMIDI JERUK RAYA, JAKARTA 

SELATAN 

By: Chaerilla 

NPM : 193402516367 

The Final Project under the guidance of Dr. Resti Hardini, S.E., M.Si. 

 

This study aims to analyze the effect of brand image, brand awareness, 

and halal labeling on purchasing decisions for Sarimi instant noodle products at 

Alfamidi Jeruk Raya, South Jakarta. The population in this study were customers 

who bought Sarimi instant noodle products at Alfamidi Jeruk Raya, South 

Jakarta. The sample used in the study was 96 people. Collecting data in this study 

using a questionnaire. This study uses multiple linear regression analysis 

techniques to test the independent variables on the dependent variable. The 

results of this study found that brand image and brand awareness had a positive 

and significant effect on purchasing decisions, however, halal labeling had a 

positive but not significant effect on purchasing decisions for Sarimi instant 

noodle products at Alfamidi Jeruk Raya, South Jakarta. 

 

Keywords: brand image, brand awareness, halal labeling, sarimi instant noodles 
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