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ABSTRAKSI

BELLA NADYA OKTAVIANI, PENGARUH EKUITAS MEREK
TERHADAP KEPUTUSAN PEMBELIAN AIR MINUM KEMASAN AQUA
(Studi Kasus Mahasiswa FISIP UPN “Veteran” Jawa Timur Tahun 2019)

Pertumbuhan industri air minum dalam kemasan (AMDK) di Indonesia
kini semakin pesat yang ditunjukkan dengan semakin banyaknya merek air
minum kemasan yang bermunculan. Kondisi tersebut tentu menyebabkan
persaingan dalam bisnis AMDK ini semakin kuat. Namun di tengah ketatnya
persaingan, Aqua mampu mempertahankan posisi dan eksistensinya sebagai
market leader AMDK di Indonesia.

Tujuan penelitian ini adalah untuk mengetahui pengaruh ekuitas merek
terhadap keputusan pembelian air minum kemasan Aqua pada mahasiswa FISIP
UPN “Veteran” Jawa Timur Tahun 2019. Populasi dalam penelitian ini adalah
mahasiswa aktif FISIP UPN “Veteran” Jawa Timur dengan jumlah 1.939 orang.
Metode penelitian yang digunakan adalah kuantitatif dengan teknik penarikan
sampel menggunakan purposive random sampling dengan rumus Slovin hingga
didapatkan sebanyak 100 responden. Teknik pengumpulan data pada penelitian ini
menggunakan kuesioner. Analisis data yang digunakan adalah analisis regresi
linier berganda dan analisis deskriptif kuantitatif dan diolah menggunakan SPSS
24.0 for windows.

Hasil penelitian menunjukkan bahwa 1) adanya pengaruh secara simultan
dari kesadaran merek, asosiasi merek, persepsi kualitas dan loyalitas merek
terhadap keputusan pembelian air minum kemasan Aqua. 2) adanya pengaruh
positif dari variabel kesadaran merek(X1) dan asosiasi merek(X2) terhadap
keputusan pembelian(Y) secara parsial. 3) tidak adanya pengaruh parsial persepsi
kualitas terhadap keputusan pembelian(Y). 4) adanya pengaruh negative loyalitas
merek(X4) terhadap keputusan pembelian(Y) secara parsial.

Kata Kunci :Kesadaran Merek, Asosiasi Merek, Persepsi Kualitas, Loyalitas
Merek, Keputusan Pembelian



ABSTRACT

BELLA NADYA OKTAVIANI, THE INFLUENCE OF BRAND EQUITY
ON PURCHASING DECISIONS ON AQUA BOTTLED WATER (Case
Study For FISIP UPN "Veteran' East Java Students in 2019)

The growth of the bottled drinking water industry (AMDK) in Indonesia is
now rapidly increasing as indicated by the increasing number of brands of bottled
water that have sprung up. This condition certainly makes competition in the
AMDK business stronger. But in the midst of intense competition, Aqua was able
to maintain its position and existence as a market leader of bottled water in
Indonesia.

The purpose of this study was to determine the effect of brand equity on
purchasing decisions on Aqua bottled water in FISIP UPN "Veteran" East Java
students in 2019. The population in this research were active students of FISIP
UPN "Veteran" East Java in 2019 with a total of 1,939 students. The research
methode used is quantitative with sampling technique used purposive random
sampling with the Slovin formula to obtain 100 respondents. Data collection
techniques in this study used a questionnaire. Analysis of the data used is multiple
linear regression analysis and quantitative descriptive analysis was obtained using
SPSS 24.0 for windows.

The results showed that 1) there was a simultaneous influence of brand
awareness, brand association, perceived quality and brand loyalty on the decision
to purchase Aqua bottled water. 2) there is a positive influence of variable brand
awareness (X1) and brand association (X2) on purchasing decisions (Y) partially.
3) there is no partial effect of perceived quality on purchasing decisions (Y). 4)
the negative influence of brand loyalty (X4) on purchasing decisions (Y) partially.

Keywords: Brand Awareness, Brand Association, Perceived Quality, Brand

Loyalty, Purchase Decision





