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ABSTRAK 

  Penelitian ini bertujuan menguji pengaruh Discount Framing, Brand 

Reputation dan Brand Image Terhadap Purchase Intention Konsumen 

Marketplace Shopee. Penelitian ini menggunakan teknik pengambilan sampel 

Nonprobability sampling dengan sampel sebanyak 200 responden. Penelitian 

ini merupakan penelitian kuantitatif. Data dianalisis dengan menggunakan 

Structural Equation Model (SEM) yang dibantu dengan program Analysis of 

Moment Structure versi 24 (AMOS 24). Hasil penelitian menunjukkan bahwa 

Discount Framing berpengaruh signifikan terhadap Brand Reputation, 

Discount Framing berpengaruh signifikan terhadap Brand Image, Brand 

reputation tidak memiliki pengaruh yang signifikan terhadap Purchase 

Intenstion dan Brand Image berpengaruh signifikan terhadap Purchase 

Intention.  

Kata Kunci : Discount Framing, Brand Reputation, Brand Image, dan 

Purchase Intention 
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ABSTRACT 

  This research aims to test the influence of Discount Framing through 

Brand Reputation and Brand Image on Purchase Intention of Shopee 

Marketplace Consumers. This research used a non-probability sampling 

technique with a sample of 200 respondents. This research is quantitative 

research. Data were analyzed using the Structural Equation Model (SEM) 

assisted by the Analysis of Moment Structure version 24 (AMOS 24) program. 

The research results show that Discount Framing has a significant effect on 

Brand Reputation, Discount Framing has a significant effect on Brand Image, 

Brand reputation does not have a significant effect on Purchase Intention and 

Brand Image has a significant effect on Purchase Intention. 

Keyword : Discount Framing, Brand Reputation, Brand Image, and 

Purchase Intention 
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