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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh brand awareness,
perceived quality, brand image terhadap purchase intention melalui brand
attitude. Sampel yang digunakan sebanyak 150 responden dengan teknik
pengambilan sampel: nonprobability sampling dengan cara purposive
sampling dan menggunakan teknik analisis SEM dengan bantuan program
LISREL 8.70. Karakteristik responden dalam penelitian ini adalah
responden yang belum pernah membeli produk private brand Carrefour
pada Transmart Rungkut Surabaya, berusia diatas 17 tahun, dan berdomisili
di Surabaya. Data dikumpulkan menggunakan kuesioner. Teknik analisis
data yang digunakan adalah analisis SEM dengan program LISREL. Hasil
penelitian menunjukkan bahwa adanya hubungan positif antara brand
awareness dengan brand attitude. Selanjutnya ada hubungan positif antara
perceived quality kepada brand attitude. Hubungan positif juga ada pada
brand image dengan brand attitude. Dan selanjutnya brand attitude
berpengaruh positif terhadap purchase intention.

Kata Kunci: brand awareness, perceived quality, brand image, brand
attitude dan purchase intention.
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ABSTRACT

This research aims to test the influence of brand awareness,
perceived quality, brand image against the purchase intention through
brand attitude. The sample used as many as 150 respondents with sampling
techniques: nonprobability sampling by purposive sampling and analysis
techniques using SEM program LISREL with the help of 8.70.
Characteristics of respondents in this study were respondents who have
never bought products private brand Rungkut Surabaya Transmart in
Carrefour, aged above 17 years, and is domiciled in Surabaya. Data were
collected using a questionnaire. Data analysis techniques used are analysis
of SEM program LISREL. The results showed that the existence of a
positive relationship between brand awareness with the brand attitude.
Furthermore there is a positive relationship between perceived quality to
brand attitude. Positive relationship also exists on the brand image with the
brand attitude. And further brand attitude positive effect against purchase
intention.

Keywords: brand awareness, perceived quality, brand image, brand
attitude and purchase intention.
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