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ANALISIS PERSEPSI PRESTIS DAN PERSEPSI KUALITAS 

TERHADAP KEPUTUSAN PEMBELIAN MOBIL MERCEDES BENZ  

DI SURABAYA  

(PERAN MODERASI CONSUMER ETHNOCENTRISM) 

ABSTRAK 

MUHAMMAD MAKINUN AMIN 

21061020025 

Prestise merek dipandang sebagai alat atau media untuk 
menunjukkan status sosial dan kesejahteraan. Mobil premium/mewah yang 
masuk ke dalam pasar Indonesia saat ini banyak di jumpai. PT. Bintang 
Energi Semesta Surabaya merupakan dealer mobil Marcedes Benz di kota 
Surabaya. Proses evaluasi etnosentrisme konsumen terhadap keputusan 
pembelian produk merek mobil Mercedes-Benz perlu diteliti lebih dalam. 
Penelitian ini bertujuan untuk mengetahui analisis prestis dan kualitas 
terhadap kepuasan pembelian dengan consumer ethnocentrism sebagai 
variabel moderasi pada pemilik mobil Mercedes-Benz di kota Surabaya. 

Penelitian ini berjenis kuantitatif dengan mengumpulkan data primer 
melalui penyebaran kuesioner kepada 103 orang responden sebagai 
pengguna dan pemilik mobil Mercedes-Benz di kota Surabaya. Teknik 
pengambilan sampel menggunakan purposive sampling dan analisis data 
menggunakan SmartPLS. 

Hasil analisis pada penelitian menunjukkan bahwa 1) Persepsi 
Prestise mampu memberikan kontribusisecara langsung dalam Keputusan 
Pembelian. 2) Persepsi Kualitas mampu memberikan kontribusisecara 
langsung dalam Keputusan Pembelian. 3) Consumer Ethnocentrism 
mampu memberikan kontribusi terhadap Persepsi Prestise terhadap 
Keputusan Pembelian. 4) Consumer Ethnocentrism mampu memberikan 
kontribusi terhadap Persepsi Kualitas terhadap Keputusan Pembelian. 

 

Kata Kunci : Persepsi Prestise, Persepsi Kualitas, Keputusan Pembelian, 
Consumer Ethnocentrism  
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ANALYSIS OF PERCEIVED PRESTIGE AND PERCEIVED QUALITY ON 

PURCHASING DECISIONS FOR MERCEDES BENZ CARS  

IN SURABAYA  

(MODERATING OF CONSUMER ETHNOCENTRISM) 

ABSTRACT 

MUHAMMAD MAKINUN AMIN 

21061020025 

Brand prestige is seen as a tool or medium to show social status and 
wealth. There are many premium / luxury cars that enter the Indonesian 
market today. PT Bintang Energi Semesta Surabaya is a Marcedes Benz 
car dealer in the city of Surabaya. The process of evaluating consumer 
ethnocentrism towards purchasing decisions for Mercedes-Benz car brand 
products needs to be studied more deeply. This study aims to determine the 
analysis of prestige and quality on purchase satisfaction with consumer 
ethnocentrism as a moderating variable for Mercedes-Benz car owners in 
the city of Surabaya. 

This research is quantitative type by collecting primary data through 
distributing questionnaires to 103 respondents as users and owners of 
Mercedes-Benz cars in the city of Surabaya. The sampling technique used 
purposive sampling and data analysis using SmartPLS. 

The results of the analysis in the study showed that 1) Perceived 
Prestige is able to contribute directly to Purchasing Decisions. 2) Perception 
of Quality is able to contribute directly to Purchasing Decisions. 3) 
Consumer Ethnocentrism is able to contribute to Perceived Prestige to 
Purchasing Decisions. 4) Consumer Ethnocentrism is able to contribute to 
Perceptions of Quality to Purchasing Decisions. 

 

Keywords: Perceived Prestige, Perceived Quality, Purchasing Decisions, 
Consumer Ethnocentrism 
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