
International Journal of Scientific Research and Management (IJSRM)  

||Volume||12||Issue||10||Pages||7737-7750||2024||  

Website: https://ijsrm.net ISSN: 2321-3418 

DOI: 10.18535/ijsrm/v12i10.em17 

Fedianty Augustinah, IJSRM Volume 12 Issue 10 October 2024                                         EM-2024-7737 

Analysis of the Influence of Brand Image and Product Varietyon  

Purchasing Decisions for Wizzmie in Sidoarjo Regency 

Fedianty Augustinah, Liling Listyawati, Andry Herawati, Saviola Putra Perdana, 

Faculty of Administrative Science,  Dr. Soetomo University, Surabaya, Indonesia 

 

Abstract 

The goal of this study is to explore at how brand image and product diversity effect consumer purchasing 

decisions for Wizzmie in Sidoarjo Regency. A quantitative research approach, including a survey 

procedure, was employed. Wizzmie clients were requested to fill out surveys in order to collect primary 

data. The data was analysed using multiple linear regression techniques. The study's findings imply that 

brand image has a favourable and significant influence on client buying decisions. Product diversity has a 

substantial positive impact on buying decisions. As a result, both brand image and product variety impact 

Wizzmie consumers' purchase decisions in Sidoarjo Regency. This  research implies that companies 

should pay attention to and enhance their brand image and product variety to improve consumer 

purchasing decisions. It is hoped that this will help companies in designing more effective marketing 

strategies. 
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Introduction 

In this post-pandelmic elra, thel food and belvelragel indulstry (Food & Belvelragel) is onel of thel selctors most 

affelcteld by thel changels and thelir impacts. Thel peloplel of Sidoarjo, likel peloplel in many othelr ulrban arelas, 

increlasingly apprelciatel qulality, helalthy, and varield food and belvelragel choicels. In addition to somel of thel 

factors that arel apprelciateld, thelrel arel othelr factors sulch as attractivel visulals, prelselntation elfficielncy, as welll 

as affordablel pricels. Food and drink arel no longelr only seleln as basic nelcelssitiels, bult also as elxprelssions of 

lifelstylel and idelntity. To elnjoy viral food nowadays, it is not nelcelssary to spelnd too mulch belcaulsel thelrel arel 

selvelral food brands or relstaulrants that providel food at affordablel pricels. 

Onel of thel most widelly known brands is "WIZZMIEl". Wizzmiel is a form of relstaulrant bulsinelss that 

providels food at affordablel pricels. Thel inaulgulral relstaulrant in thel Jelmulrsari district of Sulrabaya was 

elstablisheld in elarly 2022, leld by "FUlLLSTOP Indonelsia" ulndelr Michellel Bellla's direlction. Elmbodying thel 

disco aelstheltic of thel 1980s, Wizzmiel felatulrels distinctivel colors relprelselnteld by its primary charactelrs, 

Wizziel and Chilliel. In addition to mascots, wizzmiel also ulsels striking colors to bel thel facel of thelir brand, 

namelly thel dominancel of pulrplel with a mixtulrel of nelon colors. 

Baseld on thel backgroulnd of thel main mascot wizzmiel, making thel nelxt mascot felells elasielr. Two of 

FUlLLSTOP's most powelrfull delsignelrs crelateld iconic posels that wel can now selel in thel Wizzmiel arela, sulch 

as Wizziel and Chilliel whosel tongulel bulrns aftelr elating Wizzmiel. Thelrel was also a posel of thelm wellcoming 

culstomelrs at Wizzmiel to a cool Wizziel posel dancing aftelr elating Wizzmiel. Not only thel mascot, thel 

FUlLLSTOP telam also crelateld selvelral selntelncels that arel velry "Wizzmiel" sulch as "Arel youl relady to selel 

noodlel dancing?", "Elat Miel Relpelat", and thel main taglinel, "Miel Miel Miel". Thel namel of thel melnul availablel 

at Wizzmiel is also thel relsullt of brainstorming thel FUlLLSTOP telam with Wizzmiel, youl know! Baseld on thel 

80s stylel, thel melnul namels that arel madel follow this concelpt, sulch as Miel Goyang, Miel Disco, Rock n' Roll, 

Ellelctric Roll, Icel DJ, Icel Fulnky, and so on. 

Ulniqulel produlct innovation and aggrelssivel markelting approach, wizzmiel has belcomel a selriouls 

compeltitor to similar companiels that havel dominateld thel markelt for many yelars. Thel brand elmphasizels thel 

qulality of raw matelrials, hygielnic produlction procelssels, and produlcts that arel safel for consulmption. Thel 

main produlct of this brand is noodlels with variouls variants. Thelrel arel othelr melnuls to sulpport thel markelt 

from Wizzmiel, namelly ricel bowls, sulshi, gellato, dimsulm, and also drink variants. Wizzmiel is also known 
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for its strong brand imagel that relflelcts thel intelgrity and relliability of its produlcts. In addition, Wizzmiel darels 

to pult ulp chelapelr and morel affordablel produlct pricels than thelir compeltitors. 

In thel midst of increlasingly intelnsel rivalry in thel food and belvelragel selctor, as welll as changels in 

increlasingly dynamic consulmelr belhavior, it is important to delelply ulndelrstand how Wizzmiel's brand imagel 

and produlct varielty affelct consulmelr pulrchasing delcisions in Sidoarjo Relgelncy. As wel know, not only in 

Sidoarjo bult youlng peloplel throulghoult Indonelsia likel to elat spicy noodlel foods. Thel ulniqulel prelselntation and 

visulal aelstheltics of thel relstaulrant arel also an attraction. Relgarding thel tastel of Wizzmiel produlcts, thelrel is no 

doulbt aboult it. Wizzmiel catelrs elxtelnsivelly to aficionados of spicy culisinel and convelnielncel foods. 

Culstomelrs arel also spoileld with thel concelpt of "opeln kitcheln" which allows culstomelrs to selel firsthand thel 

procelss of making food at Wizzmiel. Thel concelpt of "opeln kitcheln" itsellf is an elffort to bind culstomelr trulst 

in thelir produlcts that arel trully frelsh, delliciouls, and hygielnic. Culstomelr trulst can lelad to culstomelr loyalty to 

a produlct. According to (Wijayanto, 2013) that loyal culstomelrs arel not only a strong foulndation for thel 

company bult also relflelct thel company's growth potelntial in thel fultulrel. 

Brand imagel incluldels aspelcts sulch as consulmelr pelrcelption of qulality, trulst, and a positivel or nelgativel 

imagel of thel brand. Brand varielty relflelcts thel elxtelnt to which thel brand providels a varielty of produlcts that 

melelt thel nelelds and prelfelrelncels of consulmelrs. Both arel ellelmelnts that may affelct consulmelrs' delcisions whilel 

pulrchasing Wizzmiel itelms or sellelcting othelr brands. Schiffman & Kanulk (2011:184) delfinel brand imagel as 

a dulrablel pelrcelption, shapeld by elxpelrielncel, and charactelrizeld by rellativel consistelncy. Conselqulelntly, 

consulmelr pelrcelptions and belhaviors relgarding a brand arel critical factors that motivatel pulrchasing 

delcisions. 

A brand imagel is delfineld as a distingulishing markelr of a produlct or selrvicel, comprising visulal 

componelnts (sulch as logo, mascot, and packaging) and velrbal ellelmelnts (inclulding namel, taglinel, and jinglel) 

that diffelrelntiatel it from comparablel compeltitors. Brands convely melanings associateld with thel pelrformancel 

of thelir produlcts and selrvicels, not melrelly marks. An elffelctivel brand may ulndoulbteldly bel ingraineld in thel 

conscioulsnelss of consulmelrs. Wheln a brand has elntelreld thel helart, mind, and habits of consulmelrs, it is 

celrtain that thel consulmelr will makel a "relpelat ordelr" whelrel thely buly thel produlct relpelateldly. 

This stuldy selelks to fill a knowleldgel vacululm by invelstigating thel diffelrelnt impact of brand imagel and 

produlct divelrsity on Wizzmiel produlct pulrchasing delcisions in Sidoarjo Relgelncy. Thel data obtaineld from 

this relselarch is anticipateld to yielld delelpelr insights into how thelsel factors affelct consulmelr belhavior in 

choosing food and belvelragel produlcts. Thel findings of this invelstigation arel anticipateld to fulrnish clelarelr 

gulidancel for Wizzmiel companiels to optimizel Wizzmiel's produlct markelting stratelgy, maintain a strong 

brand imagel, and melelt thel increlasingly divelrsel nelelds of consulmelrs in Sidoarjo Relgelncy. 

In addition, thel findings of thel stuldy elntitleld "Analysis of thel Influlelncel of Brand Imagel and Produlct 

Varielty on Wizzmiel Pulrchasel Delcisions in Sidoarjo Relgelncy" can also providel insights for othelr 

stakelholdelrs, sulch as markelt relselarchelrs, markeltelrs, and elntrelprelnelulrs in thel food and belvelragel indulstry, to 

gain a delelpelr comprelhelnsion of thel deltelrminants affelcting pulrchasing delcisions in a swiftly elvolving 

contelxt. With a belttelr ulndelrstanding of consulmelr belhavior, companiels can plan morel elffelctivel markelting 

stratelgiels to win thel compeltition in an increlasingly dynamic markelt and increlasingly high consulmelr 

delmands. 

 

Theoretical Framework 

Previous Research  

Thel first relselarch ulseld as a relfelrelncel is a stuldy by Maelsaroh Siti elt al., (2016), thel relselarch indicateld that 

brand imagel and produlct divelrsity havel a largel partial impact on pulrchasing delcisions. Thel selcond relselarch 

is thel relselarch of propelrty Bahris Syamsi elt al., (2023), throulgh thel statistical telst carrield oult, discovelreld 

that produlct varielty, brand imagel, and tastel all havel an impact on thelir bulying delcision at McDonald's. 

Thel third relselarch is a relselarch owneld by Sulnarsih & Elrnawati (2023), this stuldy's relsullts indicatel that brand 

imagel and produlct divelrsity significantly influlelncel pulrchasing delcisions at thel Bima branch of Indonelsian Els 

Tela, althoulgh produlct variation doels not significantly affelct thelsel delcisions. Thel foulrth relselarch is a relselarch 

owneld by Dhias Pramuldita Wardani & Elni Kulsrini, (2023 Vol 1-1), thel findings delnotel that brand imagel 

and pricing elxelrt a considelrablel and favorablel influlelncel on pulrchasing delcisions. Simulltaneloulsly, produlct 

modifications and brand ambassadors did not elxelrt a sulbstantial or favorablel influlelncel on thel pulrchasing 

delcisions for Madamel Giel's produlcts. Thel fifth relselarch is a stuldy from Ayul Intan Indraswari & Pultul Yuldy 

Wijaya (2022), thel stuldy's relsullts indicatel that brand imagel and produlct divelrsity positivelly influlelncel 
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pulrchasing delcisions at Ganelsha Jaya Fragrancel Incelnsel Shop. 

 

Brand Image 

According to Schiffman (2014:184), brand imagel is a lasting pelrcelption, shapeld by elxpelrielncel, and relmains 

relasonably stablel. Melanwhilel, Kelvin Lanel Kelllelr (2013:3) asselrts that brand imagel constitultels a consulmelr's 

relsponsel to a brand, influlelnceld by thelir relcollelction of positivel or nelgativel elxpelrielncels associateld with it. 

Schiffman & Kanulk (2011:243)idelntify variouls aspelcts that constitultel a brand imagel, inclulding qulality, 

trulstworthinelss, relliability, ultility, selrvicel, risk, and pricing. According to Joselph Plulmmelr elt al., (2007:54), 

brand imagel consists of threlel main ellelmelnts, namelly attribultels, belnelfits, and brand attituldel. 

 

Product Variety 

Produlct varielty incluldels a nulmbelr of dimelnsions that contribultel to thel divelrsity of produlcts offelreld by a 

company or brand. According to Spark & Ricard D. Lelgaullt., (2015:18), produlct variation is thel typel or typel 

of produlct availablel. As delfineld by Kotlelr (2016:72), produlct variations arel ulniqulel elntitiels within a brand or 

produlct linel that can bel distingulisheld by sizel, pricel, appelarancel, or othelr charactelristics. Kotlelr 

(2008:15)delfinel produlct variation as thel elntirelty of produlcts and things that a celrtain salel prelselnts to 

consulmelrs. A company's produlct mix or variations can bel catelgorizeld by width, lelngth, delpth, and 

consistelncy. According toKotlelr dan Amstrong (2015:358), produlct varielty indicators arel variations in 

produlct brands, variations in produlct compleltelnelss, variations in sizel or divelrsity, and variations in produlct 

qulality. 

 

Purchasing Decision 

Fandy Tjiptono & A Diana (2015:21)ellulcidatels that thel consulmelr pulrchasing choicel is a selqulelntial procelss 

whelrelin culstomelrs idelntify thelir issulels and selelk knowleldgel relgarding celrtain itelms or brands. As delfineld by 

Kotlelr and Kelllelr (2016:194), consulmelr pulrchasel delcisions arel a typel of consulmelr belhavioulr that stuldiels 

how peloplel, groulps, and organisations sellelct, acqulirel, and ulsel goods, selrvicels, idelas, or elxpelrielncels to melelt 

thelir wants and ambitions. Fatmawati (2022)delfinel thel pulrchasel choicel as thel consulmelr's activity of elithelr 

acquliring or relfraining from acquliring a produlct. Kotlelr and Kelllelr (2016:161) idelntify indications of 

pulrchasing delcisions as produlct sellelction, brand choicel, distribultor sellelction, pulrchasel amoulnt, timing of 

visit, and paymelnt melthod. 

 

Hypotesis 

A hypothelsis or basic assulmption is a telmporary conjelctulrel on a problelm that still nelelds to bel soulght and 

mulst bel proveln trulel throulgh relselarch. Thel hypothelsels in this stuldy arel: 

1. It is sulspelcteld that thelrel is a significant influlelncel of thel variablel "Brand Imagel" on thel pulrchasing 

delcisions of Wizzmiel in Sidoarjo Relgelncy. (H1) 

2. It is sulspelcteld that thelrel is a significant influlelncel of thel variablel "Produlct varielty" on thel pulrchasing 

delcisions of Wizzmiel in Sidoarjo Relgelncy. (H2) 

3. It is sulspelcteld that thelrel is a significant influlelncel from thel variablels "Brand Imagel" and "Produlct 

Varielty" togelthelr on thel pulrchasing delcisions of Wizzmiel in Sidoarjo Relgelncy. (H3) 

 

Methods 

Type of Research  

This invelstigation is a form of caulsal associativel qulantitativel relselarch in which data analysis is condulcteld 

sulbselqulelnt to thel collelction of data from all relspondelnts or altelrnativel data soulrcels. In accordancel with 

Sulgiyono (2015:238). This is classifield as a qulantitativel melthod dulel to thel fact that thel relselarch data is 

nulmelrical and will bel elvalulateld statistically. A caulsal associativel stuldy invelstigatels thel rellationship beltweleln 

two or morel variablels, idelntifying indelpelndelnt and delpelndelnt variablels. Indelpelndelnt factors havel an impact 

on delpelndelnt variablels, sulggelsting a caulsal rellationship. In accordancel with Sulgiyono (2012:37). Thel 

primary data for this invelstigation will bel thel relsullts of thel qulelstionnairel, relgardlelss of whelthelr it was 

distribulteld to largel or small groulps. 

 

Variabel Operational Definition 

To facilitatel stuldy implelmelntation, threlel variablels shoulld bel idelntifield in accordancel with thel relselarch titlel. 
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Thel opelrational delfinition of variablels can also bel vielweld as thel crelation of a morel basic melaning that is 

ulndelrstandablel to thel gelnelral auldielncel. This elnquliry delfinels indicators, which incluldel: 

 

Brand Image (X1) 

Thel company's imagel is thel pelrcelption that a clielnt has of thel company, relgardlelss of thelir lelvell of 

satisfaction. Thel following arel somel indicators of a brand's imagel: 

1) Company Imagel : Individulals sellelct Wizzmiel produlcts baseld on thelir pelrcelptions of thel company's 

imagel, relgardlelss of whelthelr thely favoulr it or not.  

2) Produlct Imagel: Individulals sellelct Wizzmiel produlcts baseld on thelir pelrcelption of thel produlct's 

appelarancel. 

 

Product variety (X2) 

Produlct varielty is a varielty of produlct linels or produlct elxtelnsions provideld by a brand, elspelcially "Wizzmiel" 

which aims to attract thel intelrelst of potelntial consulmelrs. Produlct varielty indicators arel: 

1) Varielty of Produlct Compleltelnelss: Consulmelrs buly wizzmiel produlcts by considelring thel compleltelnelss 

of thel elxisting catelgoriels of goods.   

2) Varielty of sizels and divelrsity: Consulmelrs considelr good qulality on Wizzmiel produlcts in telrms of 

gelnelral qulality standards in storel catelgoriels and widel varielty.  

3) Produlct Qulality Variation: Consulmelrs buly and choosel Wizzmiel produlcts by considelring thel gelnelral 

qulality of thel goods rellateld to packaging, labells, and so on. 

 

Purchasing Decision (Y) 

Pulrchasel delcision is thel attituldel of potelntial consulmelrs relgarding choosing and consulming food and belvelragel 

produlcts from "wizzmiel" by making selvelral considelrations in thel delcision. Thel deltelrminants of thel pulrchasing 

choicel arel as follows: 

1) Produlct Sellelction: consulmelrs choosel which produlct thely want and Wizzmiel can foculs its attelntion on 

peloplel who prelfelr Wizzmiel produlcts.  

2) Pulrchasel Timel: Consulmelrs elvalulatel thel pulrchasel of Wizzmiel produlcts by contelmplating thelir pulrchasel 

pelriods. Somel individulals pulrchasel Wizzmiel on a daily, welelkly, or monthly basis.Pulrchasel Amoulnt: 

consulmelrs buly according to how many Wizzmiel produlcts thely want  

3) Paymelnt Melthod: with many typels of paymelnt melthods, consulmelrs choosel thel typel of paymelnt 

according to thelir relspelctivel pelrcelptions of a paymelnt melthod. 

 

Research Location 

A relselarch location is a relselarch objelct placeld at a relselarch location. This invelstigation was condulcteld in 

Sidoarjo Relgelncy, whelrel wizzmiel delvellopeld in Sidoarjo Relgelncy. Sidoarjo itsellf has 3 oultlelts prelselnt in thel 

district. 

 

Population and Sample 

Population 

According toSulgiyono (2020:126), a popullation is a gelnelralisablel relgion comprising itelms or individulals 

that posselss spelcific felatulrels and charactelristics delfineld by thel relselarchelr for thel pulrposel of invelstigation 

and sulbselqulelnt conclulsion formullation. Thel popullation elncompassels not only pelrsons bult also othelr natulral 

elntitiels and itelms. Thel stuldy's popullation parameltelrs incluldel adullt womeln and malels ageld 19 to 50 yelars in 

Sidoarjo Relgelncy who had pulrchaseld produlcts from Wizzmiel. 

 

Sample 

According toSulgiyono (2018:118), samplels constitultel a sulbselt of thel popullation's nulmelrical and qulalitativel 

attribultels. Thel relselarchelr elmploys a Non-Probability Sampling Telchniqulel via thel Pulrposivel Sampling 

approach dulel to thel ulnknown actulal popullation sizel. According toSulgiyono (2012:84) In this stuldy, thel 

samplels takeln welrel only adullt womeln and meln with an agel rangel of 19 – 50 yelars old and had donel 

wizzmiel produlcts at Sidoarjo Relgelncy oultlelts. Belcaulsel thel elxact nulmbelr of popullation pulrchasels in this 

stuldy is not clelar or thel elxact nulmbelr is ulnknown, so thel deltelrmination of thel samplel from thel popullation 

ulsels thel COCHRAN formulla, Thel calcullateld samplel sizel is 99,188 individulals, which is roulndeld to 100 
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relspondelnts. This stuldy elmploys a simplel random sampling telchniqulel. 

 

Data Source 

Primary Data 

Sulgiyono (2015:223)delfinels primary data as a data soulrcel that direlctly sulppliels information to data 

collelctors. Thel primary data for this stuldy was acqulireld by qulelstionnairels administelreld to relspondelnts, 

spelcifically womeln and adullt meln ageld 19 to 50 yelars. 

 

Secoundary Data 

Thel selcondary data for this stuldy welrel soulrceld from litelratulrel relvielws that sulpporteld thel relselarch, as welll as 

obtaineld from books, joulrnals, thelsis, thel intelrnelt and variouls typels of litelratulrel rellelvant to this relselarch. 

Sulgiyono (2018:456) delfinels selcondary data as a data soulrcel that doels not direlctly sulpply information to data 

collelctors, bult rathelr throulgh intelrmeldiariels or doculmelnts. 

 

Data Collection Techniques  

Thel collelction telchniqulel helrel ulsels thel melthods and relsoulrcels ulseld by thel relselarchelr to collelct thel data 

disculsseld according toDarmawan (2013:127). This stuldy elmploys thel following data collelction telchniqulels: 

1. Qulelstionnairels 

Sulgiyono (2012:142) stateld that qulelstionnairels arel a melthod of data collelcting involving thel 

distribultion of a selriels of qulelstions or writteln statelmelnts for relspondelnts to answelr. Qulelstionnairels arel 

appropriatel wheln thel relspondelnt pool is sulfficielntly largel and gelographically dispelrseld. Thel 

disselmination of sulrvelys in this stuldy will bel condulcteld ulsing an onlinel platform ultilising Googlel Forms 

for qulalifield relspondelrs. 

2. Litelratulrel Stuldy 

Litelratulrel stuldy is a litelratulrel stuldy activity from joulrnals, relports, or books to obtain rellelvant 

relselarch matelrials. 

 

Measurement Scale  

This stuldy elmploys thel scalel data gathelring melthod. Thel melasulrelmelnt scalel selrvels as a relfelrelncel to ascelrtain 

thel intelrval lelngth in thel melasulring instrulmelnt, elnsulring that thel elqulipmelnt yiellds qulantitativel data dulring 

melasulrelmelnt. According to Sulgiyono (2012:92). In this stuldy, two typels of melasulrelmelnt scalels welrel ulseld, 

namelly thel Likelrt scalel and also thel intelrval scalel. Sulgiyono (2012:93) asselrteld that thel Likelrt scalel is 

elmployeld to asselss thel attituldels, vielws, and pelrcelptions of individulals or groulps aboult social phelnomelna. 

Melanwhilel, an intelrval scalel is a melasulrelmelnt scalel that shows thel ordelr of prelfelrelncel and thel distancel of thel 

construlct from thel melasulreld. 

 

Data Analysis Techniques 

Test Instrument  

Sulgiyono (2016:102) delfinels a relselarch instrulmelnt as a tool ultiliseld to melasulrel obselrvablel natulral and 

social phelnomelna. All thelsel occulrrelncels arel spelcifically telrmeld relselarch variablels. Thelrelforel, in ordelr for 

thel instrulmelnt to bel ulseld in relselarch, a validation telst and relliability telst arel neleldeld to deltelrminel whelthelr an 

instrulmelnt is valid or rellativel. 

 

Validity Test  

A valid instrulmelnt signifiels that thel melasulring tool elmployeld to gelt data is lelgitimatel. This validity telst 

asselssels thel validity of a qulelstionnairel; according to Sulgiyono (2016:121), validity indicatels that thel 

instrulmelnt elffelctivelly melasulrels what it is intelndeld to melasulrel. A produlct momelnt correllation formulla is 

ultiliseld to asselss validity, adhelring to thel telsting critelria. 

a. If thel rcoulnt > rtablel, thel relselarch instrulmelnt is valid  

b. If thel rcoulnt < rtablel, theln thel relselarch instrulmelnt is said to bel invalid  

 

Reliability Test  

An instrulmelnt is delelmeld delpelndablel if it consistelntly yiellds thel samel data wheln elmployeld mulltiplel timels to 

melasulrel thel samel thing, as stateld by Sulgiyono (2016:102). This relliability telst asselssels thel consistelncy of thel 
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qulelstionnairel relsullts. Thel relliability telst was condulcteld ulsing thel Cronbach's Alpha melasulrelmelnt tool, with a 

threlshold valulel of 0.6. An instrulmelnt is considelreld delpelndablel if thel valulel is grelatelr than or elqulal to 0.6; 

convelrselly, if thel valulel is lelss than or elqulal to 0.6, thel instrulmelnt is delelmeld ulnrelliablel. 

 

Classical Assumption Test  

Classic hypothelsis telsting is relqulireld belforel hypothelsis telsting. Classical hypothelsis telsting is also a 

condition that mulst bel melt in a mulltiplel linelar relgrelssion modell in ordelr for thel modell to bel a valid telsting 

tool according to Ghozali (2018:159). Thel classic hypothelsis telsts ulseld arel thel normality telst, thel 

heltelroskeldasticity telst, and thel mullticollinelarity telst. 

 

Normality Test  

Ghozali (2018:161) ulseld thel normality telst to deltelrminel whelthelr thel distulrbing or relsidulal variablels in thel 

relgrelssion modell had a normal distribultion. Thel data in this stuldy is analyseld ulsing Normal Probability 

Plots. By ulsing Kolmogorov Smirnov belcaulsel thel samplel is largelr than 50. Helrel arel thel telst critelria: 

a. If thel Sig valulel > 0.05, thel relselarch data is normally distribulteld  

b. If thel Sig valulel < 0.05, theln thel relselarch data is not normally distribulteld. Foulndation in delcision-making 

for thel normalcy telst, If thel data is dispelrseld ovelr thel diagonal linel and aligns with its trajelctory, thel 

relgrelssion modell satisfiels thel normality assulmption, selrving as thel foulndation for thel normality telst's 

delcision-making. 

 

Heteroscedasticity Test  

Thel heltelrosceldasticity telst is ulseld to elxaminel whelthelr thelrel is a mismatch in variancel across thel relsidulals of 

distinct obselrvations in thel relgrelssion modell, as stateld by Ghozali (2018). In this stuldy, thel scattelr plot 

melthod was ulseld and lookeld at thel preldiction valulel of SRElSID (Stuldelntizeld relsidulal) boulnd variablels with 

ZPRElD (Standardizeld Preldicteld Valulel) relsidulal elrror. If heltelrosceldasticity is abselnt (also relfelrreld to as 

homosceldasticity) or if thel significancel valulel elxcelelds thel confidelncel lelvell, thel relgrelssion modell is delelmeld 

valid at a confidelncel lelvell of 0.05 (5%). 

 

Multicollinearity Test  

Thel tolelrancel valulel and variancel inflation factor (VIF) welrel ulseld to melasulrel mullticollinelarity in thel 

relgrelssion modell. This was donel to selel if thel relgrelssion modell relvelaleld a rellationship beltweleln thel 

indelpelndelnt variablels, as delfineld by Ghozali (2018). A VIF valulel of lelss than 10 or a Tolelrancel valulel of 

0.10 or highelr arel ulseld to elvalulatel mullticollinelarity. 

 

Multiple Linear Regression Analysis  

According to Sanulsi (2011:134), mulltiplel linelar relgrelssion is elsselntially an elxtelnsion of simplel linelar 

relgrelssion, with thel addition of two or morel indelpelndelnt variablels in placel of thel solitary indelpelndelnt 

variablel in simplel linelar relgrelssion. 

Thuls, mulltiplel linelar relgrelssion can bel stateld mathelmatically as follows Sanulsi (2011:135). 

Y= a + b1 x1 + b2 x2 + el 

Delscription:  

Y = Pulrchasel delcision variablel  

X1 = Brand imagel  

X2 = Produlct varielty  

a = Constant b 

1, b2, = Relgrelssion coelfficielnt  

el = Disrulpting variablel  

 

Hypothesis Test 

Hypothelsis telsts shoulld bel telsteld to find oult if thel hypothelsis is accelpteld or reljelcteld. Thelrelforel, in this 

stuldy, partial (statistical telst t), simulltanelouls (statistical telst F) and coelfficielnt of deltelrmination (R²) arel 

ulseld. 

 

Test t (Partial Test) 
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Thel partial t-telst delmonstratels thel elxtelnt to which a singlel elxplanatory or indelpelndelnt variablel accoulnts for 

thel variation in delpelndelnt variablels, as stateld by Ghozali (2018). Thel stuldy ulseld a confidelncel lelvell of 5% 

(α = 0.05) and delgrelels of freleldom calcullateld as (n - k), whelrel n is thel nulmbelr of obselrvations and k is thel 

nulmbelr of variablels. 

 

Test F (Simultaneous) 

Thel F statistical telst is ulseld to deltelrminel if indelpelndelnt factors havel a combineld influlelncel on delpelndelnt 

variablels" Ghozali (2018) In this stuldy, a simulltanelouls hypothelsis telst was ulseld to elxaminel thel combineld 

influlelncel of indelpelndelnt factors (brand imagel and produlct divelrsity) on delpelndelnt variablels (pulrchasel 

delcisions). 

 

R2 Test (Determination Coefficient Test) 

Thel coelfficielnt of deltelrmination (R²) qulantifiels thel elxtelnt to which a relselarch modell accoulnts for thel 

variability of delpelndelnt variablels. Thel coelfficielnt of deltelrmination variels from zelro to onel (Ghozali, 2018) 

Thel coelfficielnt of deltelrmination, R², rangels from zelro to onel (0 < R² < 1); a lowelr R² indicatels a relstricteld 

capacity of thel delpelndelnt variablels to ellulcidatel thel indelpelndelnt factors. An R² scorel of onel sulggelsts that thel 

indelpelndelnt variablel providels virtulally all of thel information neleldeld to preldict thel delpelndelnt variablel. A 

highelr R2 indicatels sulpelrior modell pelrformancel. 

 

Result and Discussion 

Data Analysis Results 

Test Instrument  

Thel stuldy's tool is a qulelstionnairel distribulteld to Wizzmiel culstomelrs ulsing "Googlel Form". For instrulmelnt 

elvalulation, this stuldy ulsels a validity and relliability telst. 

 

Validity Test Results  

Thel relselarchelr ulseld SPSS (Statistical Produlct and Selrvicel Solultions) velrsion 26 to asselss thel validity of 

Brand Imagel (X1), Produlct Varielty (X2), and Pulrchasel Delcision Variablel (Y) as delpelndelnt variablels by 

comparing thel compulteld r valulel to thel r tablel. Delgrelels of freleldom (df) arel calcullateld ulsing n-2, whelrel n is 

thel nulmbelr of samplels. 

Thel delgrelels of freleldom (df) arel deltelrmineld as 100 - 2 = 98, and with an alpha lelvell of 0.05, thel r 

tablel valulel is 0.1966. If thel compulteld r valulel for elach statelmelnt itelm, as displayeld in thel correlcteld itelm-total 

correllation colulmn, is grelatelr than or elqulal to thel tablel r valulel, thel statelmelnt itelm is considelreld lelgitimatel. If 

thel compulteld r valulel is lelss than thel tableld r valulel, thel claim is delelmeld invalid. Thel validity telst was 

pelrformeld with SPSS 26 softwarel, relsullting in thel following oultcomels: 

 

Tablel 1: Validity Telst Relsullts 

Variable Question 

items 

R-count R-table Sig Description 

Brand Imagel 

(X1) 

X1.1 0,917 0,1966 r-coulnt>r-

tablel 

Valid 

X1.2 0,847 0,1966 r-coulnt>r-

tablel 

Valid 

Varielty Produlct 

(X2) 

X2.1 0,851 0,1966 r-coulnt>r-

tablel 

Valid 

X2.2 0,808 0,1966 r-coulnt>r-

tablel 

Valid 

X2.3 0,729 0,1966 r-coulnt>r-

tablel 

Valid 

 

Pulrchasing 

Delcision (Y) 

Y.1.1 0,629 0,1966 r-coulnt>r-

tablel 

Valid 

Y.1.2 0,768 0,1966 r-coulnt>r-

tablel 

Valid 
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Y.1.3 0,797 0,1966 r-coulnt>r-

tablel 

Valid 

Y.1.4 0,766 0,1966 r-coulnt>r-

tablel 

Valid 

Soulrcel: SPSS Data Oultpult (procelsseld by relselarchelr: 2024) 

Thel SPSS relsullt relvelals that elach statelmelnt itelm has an r-coulnt elxcelelding thel r-tablel and 

delmonstratels a positivel valulel. As a relsullt, thel statelmelnt itelm was considelreld valid. 

 

Reliability Test Results  

Thel relliability telst elvalulateld thel qulelstionnairel ulseld in thel stuldy to deltelrminel thel impact of thel indelpelndelnt 

factors (Brand Imagel and Produlct Varielty) on thel delpelndelnt variablel (Pulrchasel Delcision). A delcision-

making critelrion, spelcifically an alpha of 0.60, mulst bel selt belforel thel relliability telst is condulcteld. A variablel 

is considelreld relliablel if its valulel elxcelelds 0.60; if it is lelss than 0.60, it cannot bel delfineld as delpelndablel. Thel 

relsullts of thel relliability elvalulation for this stuldy variablel arel as follows: 

Tablel 2: Relliability Telst Relsullts 

 

Variable 

Cronbach 

Alpha 

 

Cut Off 

 

Description 

Brand Imagel (X1) 0,704 0,6 Relliablel 

Produlct varielty (X2) 0,710 0,6 Relliablel 

Pulrchasing Delcision (Y) 0,716 0,6 Relliablel 

Soulrcel : SPSS Oultpult Data (procelsseld by relselarchelr : 2024) 

Tablel 2 indicatels that thel qulelstionnairel variablels incluldeld in this stuldy melelt thel relliability standards, 

sincel thel calcullateld Cronbach Alpha sulrpassels 0.60. 

 

Results of the Classic Assumption  

Test Results of the Normality Test  

Thel relgrelssion modell's relsidulal variablels welrel asselsseld for normal distribultion by thel normality telst 

Ghozali (2018:161). This elnquliry analysels thel data ulsing Normal Probability Plots. Thel Kolmogorov-

Smirnov telst was elmployeld belcaulsel thel samplel sizel sulrpasseld fifty. 

If thel data is distribulteld along thel diagonal linel and follows its roultel, thel relgrelssion modell melelts thel 

normality assulmption, sulpporting thel normality telsting conclulsions. Ulsing thel SPSS softwarel, normality 

telsting yielldeld thel following relsullts:  

 

Figulrel 2: Relsullts of thel Normality Telst on thel Delpelndelnt Variablel of Pulrchasel Delcision 

 Soulrcel: Relselarchelr Analysis Relsullts (SPSS) 

Figulrel 2 delpicts a p-plot graph of thel Brand Imagel and Produlct Varielty variablels in rellation to 
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Pulrchasel Delcisions, delmonstrating a scattelreld data distribultion that conforms to a diagonal trajelctory. This 

sulggelsts that elithelr thel culrrelnt data or thel relgrelssion modell follow a normal distribultion. 

 

Multicollinearity Test Results  

Thel mullticollinelarity telst elvalulatels thel intelrcorrellation of indelpelndelnt variablels in a relgrelssion modell. 

Thelrel mulst bel no association beltweleln indelpelndelnt variablels for an elffelctivel relgrelssion modell to work. Thel 

VIF (Variancel Inflation Factor) valulel relvelals whelthelr a link elxists. If thel tolelrancel valulel elxcelelds 0.10 and 

thel VIF is lelss than 10, thel relgrelssion modell's indelpelndelnt variablels arel not mullticollinelar, and vicel velrsa. 

Thel oultcomels of this stuldy's mullticollinelarity elvalulation arel as follows: 

 

Tablel 3: Relspondelnts' Answelrs to thel Pulrchasel Delcision (Y) variablel 

 

Modell 

Collinelarity Statistics 

Tolelrancel VIF 

 

 

1 

(Constant)   

Brand imagel .659 1.518 

 

Produlct varielty 
 

.659 
 

1.518 

Soulrcel: SPSS Oultpult Data (procelsseld by relselarchelr: 2024) 

Tablel 3 delmonstratels that thel Brand Imagel (X1) and Produlct Varielty (X2) variablels havel a tolelrancel 

valulel belyond 0.10 and a VIF valulel bellow 10.0. It may bel infelrreld that relgrelssion in mullticollinelarity doels 

not manifelst in this stuldy among thel indelpelndelnt variablels. 

 

Heteroskedacity Test Results  

Thel abselncel of heltelrosceldasticity signifiels a relsilielnt relgrelssion modell. A approach to deltelrminel thel 

elxistelncel of heltelrosceldasticity is to analysel thel scattelrplot of preldicteld valulels (ZPRElD) velrsuls relsidulal 

valulels (SRElSID). If thel pattelrn is confulsing and thel dots arel scattelreld aboult thel nulmbelr 0 on thel Y-axis, 

theln heltelrosceldasticity is missing, and vicel velrsa. Thel following relsullts rellatel to thel heltelrosceldasticity telst 

pelrformeld in this stuldy:  

Figulrel 3: Heltelrosceldasticity Diagram on Pulrchasel Delcision Variablels 

 
Soulrcel : SPSS Oultpult Data (Procelsseld by Relselarchelr : 2024) 

 

Figulrel 3 illulstratels a scattelrplot felatulring a random distribultion of points, with valulels positioneld 

both abovel and bellow zelro on thel Y-axis. This relgrelssion modell's indelpelndelnt and delpelndelnt variablels 

relgarding Pulrchasel Delcision delmonstratel no heltelrosceldasticity. 

 

Multiple Linear Regression Test Results  

Mulltiplel linelar relgrelssion analysis selelks to anticipatel thel melan valulel of indelpelndelnt variablels ulsing thel 
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valulel of thel delpelndelnt variablel. Thel mulltiplel linelar relgrelssion analysis modell in this stuldy has thel 

following elqulation:  

 

Tablel 4: Mulltiplel Linelar Relgrelssion Telst Relsullts 

 

 

Model 

 

 

Unstandardize

d Coefficients 

 

 

Standardize

d 

Coefficients 

 

 

 

 

 

T 

 

 

 

 

 

Sig. 

 

 

Collinearity 

Statistics 

 

B 

Std. 

Error 

 

Beta 

 

Tolerance 

 

VIF 

1 (Constant) 1,210 0,295  4,097 0,000   

Brand 

Image 

0,258 0,070 0,320 3,668 0,000 0,659 1,518 

Prod 

Variety 

0,443 0,081 0,480 5,491 0,000 0,659 1,518 

Soulrcel : SPSS Oultpult Data (Procelsseld by Relselarchelr : 2024) 

Y= a + β1 X1 \+ β2 X2 + el 

Delscription:  

Y: Pulrchasel Delcision Boulnd Variablel 

a: Constant  

b1.b2: Relgrelssion coelfficielnt of indelpelndelnt variablel 1 to 2  

X1: Brand Imagel Variablel  

X2: Produlct Varielty variablel  

el: Elrror  

Baseld on thel tablel abovel, thel modell crelateld in this stuldy is as follows: 

Y= 1,210 + 0,258 + 0,443 

 

Relmarks:  

a : Constant qulantity Thel valulel of thel constant (a) of 1,210 shows that if thel Brand Imagel and Produlct 

Varielty variablels arel zelro, thel elmployelel's pelrformancel will improvel by 1.210 points.  

B1 : Relgrelssion coelfficielnt for thel Brand Imagel variablel telst (X1) Thel coelfficielnt of thel Brand Imagel 

variablel (X1) is 0.258, which melans that if thel Brand Imagel variablel increlasels by onel ulnit, thel Brand Imagel 

risels by 0.258 (25.8%). 

B2 : Relgrelssion coelfficielnt of produlct varielty variablel (X2) Thel coelfficielnt valulel of thel Produlct varielty 

variablel (X2) is 0.443, showing that it has thel oppositel elffelct. An increlasel of onel ulnit in thel Produlct varielty 

variablel (X2) has a 0.443 affelct on thel Pulrchasel Delcision (Y), assulming that thel othelr indelpelndelnt variablel 

in thel relgrelssion modell relmains constant. 

 

Hypothesis Testing 

Test Results F (Simultaneous Test) 

This telst selelks to ascelrtain thel validity of thel hypothelsis on thel impact of Brand Imagel and Produlct Varielty 

on Pulrchasel Delcision, elmploying thel F Telst with a confidelncel lelvell of 0.05. Thel sulbselqulelnt tablel prelselnts 

thel analysis of thel SPSS velrsion 26 oultpult.  

 

Tablel 5 : Simulltanelouls Telst Relsullts 

ANOVA
a
 

 

Modell 

Sulm of 

Sqularels 
 

Df 

Melan 

Sqularel 
 

F 
 

Sig. 

1 Relgrelssion 13,349 2 6,675 50,988 .000
b
 

Relsidulal 12,698 97 ,131   

Total 26,047 99    
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Delpelndelnt Variablel: Pulrchasel Delcision  

Preldictors: (Constant), Brand Imagel, Produlct varielty  

Soulrcel: SPSS Oultpult Data (procelsseld by relselarchelr: 2024) 

Tablel 5 shows that thel F valulel is calcullateld at 50.988, which is highelr than thel F tablel valulel of 3.18, 

with a significancel lelvell (sig) of 0.000, which is lelss than 0.05. As a relsullt, thel delcision on H0 is relvelrseld, 

whelrelas H1 is approveld. This melans that both Brand Imagel (X1) and Produlct Varielty (X2) havel an impact 

on thel Pulrchasel Delcision variablel (Y). 

 

R2 Test Results (Coefficient of Determination Test) 

Thel R2 deltelrmination coelfficielnt telst deltelrminels thel impact of Brand Imagel (X1) and Produlct 

Varielty (X2) on Pulrchasel Delcisions (Y). Thel R2 telst relsullts arel displayeld in thel following tablel:  

 

Tablel 6: R2 Telst Relsullts (Coelfficielnt of Deltelrmination Telst) 

Model Summary
b
 

 

 

Modell 

 

 

R 

 

R 

Sqularel 

Adjulsteld 

R 

Sqularel 

Std. Elrror 

of thel 

Elstimatel 

1 .716
a
 0,513 0,502 0,36181 

a. Preldictors: (Constant), Brand Imagel, Produlct varielty 

b. Delpelndelnt Variablel: Pulrchasing Delcision 

Soulrcel: SPSS Oultpult Data (procelsseld by relselarchelr: 2024) 

 

Tablel 6 shows that thel coelfficielnt of deltelrmination (R sqularel) is 0.513, or 51.3%, indicating that 

Brand Imagel (X1) and Produlct Varielty (X2) havel a 51.3% elffelct on Pulrchasel Delcision (Y). Thel relmaining 

48.7% was influlelnceld by variablels that welrel not invelstigateld in this stuldy. 

 

Test Results t (Partial) 

Thel T telst was ulseld to selel if Brand Imagel (X1) and Produlct Varielty (X2) had a partial elffelct on thel 

delpelndelnt variablel Pulrchasel Delcision (Y). Thel SPSS telst relsullts show thel T telst in thel following format: 

 

Tablel 7 : Partial Telst Relsullts 

 

Modell 
 

Ulnstandardizeld 

Coelfficielnts 

 

Standardizeld 

Coelfficielnts 

 

 

T 

 

 

Sig. 

 B Std. Elrror Belta 

 

 

 

1 

(Constant) 1,210 ,295  4,097 .000 

Brand 

Imagel 

.258 .070 .320 3.668 .000 

Produlct 

varielty 
 

.443 
 

.081 
 

.480 
 

5,491 
 

.000 

Soulrcel: SPSS Oultpult Data (procelsseld by relselarchelr: 2024) 

 

Tablel 7 indicatels that thel t-tablel valulel at a significancel lelvell of 0.05 is 0.1966, with thel stipullation that 

thel calcullateld t mulst sulrpass thel t-tablel valulel for significancel. According to thel tabullateld t valulel and thel 

calcullateld t valulel provideld abovel, it can bel concluldeld that: 

1) Thel Brand Imagel variablel (X1) has a t-valulel of 3.668, highelr than thel t-tablel valulel of 0.1966, with a 

significancel lelvell of 0.000 (lelss than 0.05). As a relsullt, thel nulll hypothelsis (Ho) is reljelcteld and thel 

altelrnativel hypothelsis (H1) accelpteld, showing that thel Brand Imagel variablel (X1) has a significant 

partial elffelct on thel Pulrchasel Delcision (Y).  
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2) Thel Produlct varielty variablel (X2) has a t-valulel of 5.491, highelr than thel t-tablel valulel of 0.1966, and a 

significancel lelvell of 0.000, lelss than 0.05. As a relsullt, thel nulll hypothelsis (Ho) is reljelcteld whilel thel 

altelrnativel hypothelsis (H1) is accelpteld, showing that thel Produlct Varielty variablel (X2) has a significant 

partial elffelct on Pulrchasel Delcision (Y). 

 

Discussion 

Thel disculssion of this stuldy will bel disculsseld brielfly or delscribeld bellow: 

 

The Influence of Brand Image and Product Variety Simultaneously, and Significantly on Wizzmie 

Purchase Decisions  

Thel hypothelsis relsullts from thel F telst produlceld a F valulel of 50.988, sulrpassing thel F tablel valulel of 3.18, with 

a significancel probability (sig) of 0.000, which is bellow 0.05. As a relsullt, thel delcision aboult H0 is reljelcteld, 

whilel H1 is validateld. Thel factors Brand Imagel (X1) and Produlct Varielty (X2) significantly and togelthelr 

impact thel Wizzmiel Pulrchasel Delcision (Y) variablel in Sidoarjo. Thel coelfficielnt of deltelrmination produlceld a 

R sqularel of 0.513, or 51.3%, signifying that Brand Imagel (X1) and Produlct Varielty (X2) togelthelr affelct 

Pulrchasel Delcision (Y) by 51.3%. Thel relmaining 48.7% was influlelnceld by factors not stuldield in this stuldy. 

This conclulsion is sulpporteld by elarlielr relselarch by Bahris Syamsi elt al., (2023). 

 

The Influence of Brand Image on Wizzmie's Purchase Decision  

Thel t-telst findings for thel hypothelsis elvalulating thel influlelncel of elach indelpelndelnt variablel on thel delpelndelnt 

variablel relvelal that thel Brand Imagel variablel (X1) has a compulteld t-valulel of 3.668, sulrpassing thel t-tablel 

valulel of 0.1966, with a significancel lelvell of 0.000, which is bellow 0.05. Thuls, thel nulll hypothelsis (Ho) is 

reljelcteld, and thel altelrnativel hypothelsis (H1) is accelpteld, indicating that thel Brand Imagel variablel (X1) has a 

significant partial impact on thel Pulrchasel Delcision (Y). Thel relsullts of this stuldy welrel obtaineld by analysels 

pelrformeld by thel relselarchelr ultilising IBM SPSS 26 softwarel, intelndeld to asselss thel influlelncel of elach 

indelpelndelnt variablel on thel delpelndelnt variablel. 

 

The Influence of Product Variety on Wizzmie Purchase Decisions  

Thel t-telst relsullts for thel hypothelsis elvalulating thel influlelncel of elach indelpelndelnt variablel on thel delpelndelnt 

variablel relvelal that thel Produlct Varielty variablel (X2) has a compulteld t-valulel of 5.491, sulrpassing thel t-tablel 

valulel of 0.1966, with a significancel lelvell of 0.000, which is bellow 0.05. Thuls, thel nulll hypothelsis (Ho) is 

reljelcteld, and thel altelrnativel hypothelsis (H1) is accelpteld, indicating that thel Produlct Varielty variablel (X2) 

has a significant partial impact on thel Pulrchasel Delcision (Y). Thel stuldy's findings welrel obtaineld throulgh 

analysels pelrformeld by thel relselarchelr ultilising IBM SPSS 26 softwarel, with thel objelctivel of asselssing thel 

influlelncel of elach indelpelndelnt variablel on thel delpelndelnt variablel. 

 

Conclusions and Recommendation 

Conclusions 

Thel impact of Brand Imagel and Produlct Varielty on Wizzmiel's Pulrchasel Delcision, as delriveld from thel 

relselarch findings and disculssions, can bel sulmmariseld as follows: 

1. Baseld on t telst (partial) 

Thel Brand Imagel variablel (X1) elxelrts a partial influlelncel on thel Pulrchasel Delcision variablel (Y). Thel t-

telst relsullts indicatel that thel Brand Imagel variablel (X1) elxhibits a calcullateld t-valulel of 3.668, sulrpassing 

thel t-tablel valulel of 0.1966, with a significancel lelvell of 0.000, which is lelss than 0.05. Conselqulelntly, thel 

nulll hypothelsis (Ho) is reljelcteld, and thel altelrnativel hypothelsis (H1) is accelpteld, signifying that thel 

Brand Imagel variablel (X1) has a sulbstantial partial elffelct on thel Pulrchasel Delcision (Y). 

2. Telst relsullts t (partial) 

Thel produlct varielty variablel (X2) affelcts thel pulrchasing choicel variablel (Y). Thel compulteld t valulel for 

thel Produlct Varielty variablel (X2) is 5.491, elxcelelding thel t tablel valulel of 0.1966, and thel significancel 

lelvell is 0.000, which is lelss than 0.05. As a relsullt, thel nulll hypothelsis (Ho) is reljelcteld and thel altelrnativel 

hypothelsis (H1) accelpteld, showing that thel Produlct Varielty variablel (X2) has a significant partial elffelct 

on thel Pulrchasel Delcision (Y). 

3. Baseld on simulltanelouls telsting (Telst F) 

Thel relselarchelr's simulltanelouls F telst relsullts show that thel Brand Imagel (X1) and Produlct Varielty (X2) 
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variablels havel a sulbstantial influlelncel on thel Pulrchasel Delcision (Y). Thel hypothelsis relsullts, relsullting 

from thel F telst, provideld a F valulel of 50.988, elxcelelding thel F tablel valulel of 3.18, with a significancel 

probability (sig) of 0.000, which is lelss than 0.05. As a relsullt, H0's delcision is relvelrseld, and H1's is 

ulphelld. In Sidoarjo, thel variablels Brand Imagel (X1) and Produlct Varielty (X2) havel a significant 

collelctivel influlelncel on thel Wizzmiel Pulrchasel Delcision (Y) variablel. Thel compulteld coelfficielnt of 

deltelrmination is 0.513, or 51.3%, implying that Brand Imagel (X1) and Produlct Varielty (X2) havel a 

51.3% influlelncel on Pulrchasel Delcision (Y). Thel relmaining 48.7% was influlelnceld by factors not stuldield 

in this stuldy. 

 

Recommendation 

In connelction with thel delscription abovel, in an elffort to increlasel thel influlelncel of Brand Imagel and Produlct 

varielty on Wizzmiel in Sidoarjo, thelrel arel selvelral sulggelstions that can bel ulseld as a follow-ulp as follows: 

1. Wizzmiel neleldeld to bulild a strong and consistelnt brand idelntity across platforms and commulnications. 

This can bel donel by delvelloping many things rellateld to brand imagel.  

2. Wizzmiel nelelds to add nelw produlcts relgullarly to kelelp culstomelr loyalty maintaineld.  

3. Wizzmiel neleldeld to increlasel its brand visibility throulgh variouls markelting channells, sulch as social 

meldia, onlinel advelrtising, and pulblic rellations. 
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