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                                         ABSTRACTION 

 

      Eka Sulastri Sibarani, 1414.1111.643, The Effect of Telemarketing and Brand 

Image on Customer Buying Interests at PT. OCBC NISP Bank. Tbk, 164 pages, 55 

tables, and 8 images, Jakarta, 2018. 

   This research discusses the influence of Telemarketing and Brand Image on 

Customer's Buying Interest at PT. Bank OCBC NISP. Tbk, Jakarta. The purpose 

of this study is to find out how much influence Telemarketing has on the 

Customer's Buying Interest and the influence of Brand Image on the Buying 

Interest partially. Also to find out how much influence telemarketing and brand 

image have on buying interests simultaneously. 

    At PT.Bank OCBC NISP, Tbk. Jakarta March to July 2018. The research 

method used is library research and field research. Quantitative analysis used is 

simple linear regression partially and multiple linear regression simultaneously. 

Telemarketing results on buying interest partially, namely Ŷ = 8.424 + 0.608 X 

and the results of Brand Image on Buying Interest partially, namely Ŷ = 10.083 + 

0.546 X. The results of Telemarketing and Brand Image on Buying Interest 

simultaneously are Ŷ = 5.146 + 0.355 X1 + 0.420 X2. The results of the 

correlation coefficient between Telemarketing and Buying Interest are moderate. 

The results of the correlation coefficients between Brand Image on Buying 

Interest partially are medium. And the results of multiple correlation coefficients 

between Telemarketing and Brand Image on Buying Interest are also being. The 

coefficient of determination of Buying Interest is 21.5% influenced by 

Telemarketing, 31.6% is influenced by Brand Image. The Buy Interest Coefficient 

is 37.8% influenced by Telemarketing and Brand Image simultaneously. The 

conclusion of all studies is that the Telemarketing and Brand Image variables 

have a positive and significant influence on the Buying Interest of the Nasbah 

either partially or simultaneously. 

 

      Reference list: 6 books (2010 - 2016), 15 journals, 6 websites, mentors: 

Zurlina Lubis and Arifin Nugroho 

 

 

Keywords : Telemarketing, Brand Image, Buying Interest 

 

 

 

 

 

 

 

 

 

 

                                   

 



x 

 

                                        ABSTRAKSI                              

 
Eka Sulastri Sibarani, 1414.1111.643, Pengaruh Telemarketing dan Brand 

Image Terhadap Minat Beli Nasabah Pada PT.Bank OCBC NISP.Tbk, 164 

halaman, 55 tabel, dan 8 gambar, Jakarta, 2018. 

Penelitiannya ini membahas tentang pengaruh Telemarketing dan Brand 

Image  terhadap Minat Beli Nasabah di PT.Bank OCBC NISP.Tbk, Jakarta. 

Tujuan penelitian ini adalah untuk mengetahui seberapa besar pengaruh 

Telemarketing terhadap Minat Beli Nasabah dan pengaruh Brand Image  terhadap 

Minat Beli  secara parsial. Juga untuk mengetahui seberapa besar pengaruh 

telemarketing dan Brand Image  terhadap Minat Beli  secara bersamaan. 

Di PT.Bank OCBC NISP,Tbk. Jakarta  Maret sampai Juli 2018. Metode 

penelitian yang digunakan adalah penelitian perpustakaan dan penelitian 

lapangan. Analisis kuantitatif yang digunakan adalah regresi linier sederhana 

secara parsial dan regresi linier berganda secara simultan. Hasil Telemarketing  

terhadap Minat Beli  secara parsial yaitu  Ŷ = 8,424 + 0,608 X dan hasil Brand 

Image terhadap Minat Beli  secara parsial yaitu Ŷ = 10,083 + 0,546 X. Hasil 

Telemarketing  dan Brand Image terhadap Minat Beli secara simultan yaitu Ŷ = 

5,146 + 0,355 X1 + 0,420 X2. Hasil koefisien korelasi antara Telemarketing 

terhadap Minat Beli adalah sedang. Hasil koefisien korelasi antar Brand Image 

terhadap Minat Beli secara parsial adalah sedang. Dan hasil koefisien korelasi 

ganda antar Telemarketing  dan Brand Image  terhadap Minat Beli juga sedang. 

Koefisien determinasi Minat Beli  adalah 21,5% dipengaruhi oleh Telemarketing, 

31,6% dipengaruhi oleh Brand Image. Koefesien Minat Beli  adalah 37,8% 

dipengaruhi oleh Telemarketing dan Brand Image secara bersamaan. Kesimpulan 

dari semua penelitian adalah menunjukkan bahwa variabel Telemarketing dan 

Brand Image mempunyai pengaruh yang positif dan signifikan terhadap Minat 

Beli Nasbah baik secara parsial ataupun secara bersamaan. 

 

Daftar acuan: 6 buku (2010 – 2016), 15 jurnal, 6 website, pembimbing : 

Zurlina Lubis dan Arifin Nugroho 

 

Kata kunci: Telemarketing, Brand Image, Minat Beli. 
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