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INTISARI  

 

Penelitian ini dilakukan untuk menguji pengaruh atribut city branding 

yang terdiri dari nature, business opportunities, shopping, transport, cultural 

activities, government services, social bonding, clean environment, dan safety 

terhadap brand attitude masyarakat yang berasal dari luar Provinsi DIY yang 

melakukan keputusan pembelian hunian di kota Jogjakarta. Penelitian ini 

mengambil data dari semua masyarakat luar daerah yang sudah melakukan 

pembelian hunian dan menetap di kota Jogjakarta. Jumlah sample yang valid dan 

dipakai dalam penelitian ini berjumlah 200 responden. Teknik pengambilan 

sample yang digunakan adalah purposive random sampling, dengan pengumpulan 

data yang digunakan adalah kuesioner. Alat analisis yang digunakan dalam 

penelitian ini adalah regresi linier berganda, regresi linier sederhana, dan uji beda 

ANOVA. 

Hasil penelitian menunjukkan bahwa tidak semua atribut city branding 

memiliki pengaruh terhadap brand attitude. Variabel social bonding, safety, 

transport, dan nature memiliki pengaruh terhadap city brand attitude. Sedangkan 

city brand attitude memiliki pengaruh terhadap keputusan pembelian hunian di 

Jogjakarta. Uji beda persepsi dilakukan berdasarkan asal daerah dan lama tinggal 

masyarakat terhadap atribut city branding. Hasilnya terdapat perbedaan persepsi 

terhadap atribut transport berdasarkan perbedaan asal daerah. Sedangkan 

berdasarkan perbedaan lama tinggal, terdapat perbedaan persepsi terhadap atribut 

business opportunities, shopping, transport, cultural activities, government 

service, dan safety.  
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ABSTRACT 

 

This study is conducted to determine the effect of city branding attributes 

which composed of nature, business opportunities, shopping, transport, cultural 

activities, government services, social bonding, clean environment, and safety 

toward city brand attitude of residents came from outside DIY province who 

purchased residence in Jogjakarta. The study collected all data from people came 

from outside Jogjakarta who had residence and stayed in this city. The number of 

valid samples used in this study is 200 respondents. The sampling technique used 

is purposive random sampling, with data collection using questionnaire. The 

analytical tools used in this research are multiple linier regression, simple 

regression, and ANOVA different test.  

The results showed that not all variables of city branding attributes have an 

influence on brand attitude. Social bonding, safety, transport, and nature have a 

positive effect toward brand attitude, meanwhile city brand attitude have an 

influence on residence purchase decision in Jogjakarta city. Difference tests of 

perception were conducted based on residents’ place of provenance and length of 

stay in Jogjakarta. The result showed the difference perception on transport 

attribute based on residents’ place of provenance. While based on residents’ 

length of stay, the result showed the difference perception on business 

opportunities, shopping, transport, cultural activities, government service, and 

safety.  
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