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Analisis pengaruh Brand Awareness terhadap Purchase Intention
melalui Perceived Quality pada smartphone merek samsung
Galaxy Tab di Surabaya

ABSTRAK

Brand Awareness, Perceived Quality merupakan faktor-
faktor yang berpengaruh terhadap Purchase Intention pada konsumen.
Hal ini juga berlaku pada smartphone merek samsung Galaxy Tab di
Surabaya.

Tujuan penelitian ini adalah untuk mengetahui pengaruh
Brand Awareness terhadap Purchase Intention melalui Perceived
Quality, dan ditunjukkan dengan model yang sesuai untuk
menggambarkan hubungan dan alur dari masing-masing variabel
tersebut.

Teknik pengambilan sampel dilakukan dengan cara non
probability sampling, yaitu tidak semua anggota populasi menerima
kesempatan yang sama untuk menjadi responden. Jenis metode yang
digunakan adalah purposive sampling, dimana pemilihan sampel
berdasarkan kriteria tertentu, yaitu tertarik akan smartphone merek
Samsung Galaxy Tab, berdomisili Surabaya, minimal telah berusia 17
tahun dikarenakan usia tersebut sudah dewasa dan dapat mengambil
keputusan pembelian, melakukan penggunaan internet dalam sehari.

Hasil penelitian menunjukkan bahwa variabel Brand
Awareness berpengaruh positif dan signifikan terhadap Perceived
Quality, Brand Awareness berpengaruh positif dan signifikan
terhadap Purchase Intention, Perceived Quality berpengaruh positif
tetapi tidak signifikan terhadap Purchase Intention, dan Brand
Awareness berpengaruh positif tetapi tidak signifikan terhadap
Purchase Intention melalui Perceived Quality.

Kata kunci: Brand Awareness, Perceived Quality, dan Purchase
Intention.



Influence of Brand Awareness Toward Purchase Intention Through
Perceived Quality on Smartphone Brand Samsung Galaxy Tab
in Surabaya

ABSTRACT

Brand Awareness, Perceived Quality are all factors that
influence the Purchase Intention on the consumer. This also applies
to the Galaxy Tab samsung smartphone brand in Surabaya.

The purpose of this study was to determine the effect of
Brand Awareness on Purchase Intention through Perceived Quality,
and indicated with the appropriate model to describe the relationship
and flow of each of these variables.

The sampling technique is done by non-probability
sampling, ie not all members of the population receive the same
opportunity to be a respondent. This type of method used is
purposive sampling, where sample selection based on certain
criteria, that is interested in the smartphone brand Samsung Galaxy
Tab, domiciled Surabaya, at least 17 years old because that age is an
adult and can take a purchasing decision, make use of the Internet in
a day.

The results showed that the variables have a positive and
significant effect brand awareness on the Perceived Quality, Brand
Awareness have a positive and significant effect on Purchase
Intention, Perceived Quality have a positive but not significant
effect on Purchase Intention, Brand Awareness and Purchase
Intention has a positive but not significant influence on the
Perceived Quality.

Key words: Brand Awareness, Perceived Quality, Purchase
Intention.
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