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PEMGARUH BRAND EQUITY TERHADAP
KEPUTUSAN PEMBELIAN ANOMALI COFFEE

Rizky Amanda*

ABSTRAK

Penelitian ini merupakan penelitian kuantitatif bertujuan untuk menganalisis
pengaruh brand equity pada Anomali Coffee terhadap keputusan pembelian.
Sampel yang digunakan dalam penelitian ini adalah masyarakat Jakarta yang
pernah membeli produk Anomali Coffee. Jumlah sampel adalah 105 orang
responeden yang diambil dengan menggunakan teknik simple random sampling.
Metode analisis yang digunakan dalam penelitian ini yaitu uji asumsi Klasik,
analisis deskriptif, korelasi, regresi linear berganda, dan uji hipotesis dengan
bantuan program SPSS 20. Hasil penelitian ini menunjukkan bahwa variable
brand equity meliputi brand awareness, brand association, perceived quality, dan
brand loyalty terhadap keputusan pembelian pada Anomali Coffee di Jakarta
memiliki hubungan signifikan dan positif kuat. Selain itu, brand equity
memberikan kontribusi pengaruh sebesar 81,3% terhadap keputusan pembelian
dimana sisanya dapat dijelaskan oleh faktor-faktor lainnya yang tidak di teliti

dalam penelitian ini.

Kata kunci: Brand Equity, Brand Awareness, Brand Association, Loyalty, dan

Keputusan Pembelian
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THE INFLUENCE OF BRAND EQUITY TOWARDS
PURCHASE DECISION IN ANOMALI COFFEE

Rizky Amanda?

ABSTRCT

This research is a quantitative research that aims to analyze the influence of
brand equity on Anomali Coffee on purchasing decisions. The sample used in this
study was the people of Jakarta who had bought Anomali Coffee products. The
number of samples is 105 people taken using simple random sampling technique.
The analytical method used in this study is the classic assumption test, descriptive
analysis, evaluation, multiple linear regression, and hypothesis testing with the
help of SPSS 20. The results of this study indicate that brand equity variables use
brand awareness, brand association, perceived quality, and brand loyalty to
purchasing decisions at Anomali Coffee in Jakarta has a strong and significant
positive relationship. In addition, brand equity contributes 81.3% to purchasing
decisions while the assessment of other factors that were not examined in this

study

Keywords: Brand Equity, Brand Awareness, Brand Association, Loyalty, and

Purchase Decision

? Mahasiswa Program Studi Manajemen Universitas Bakrie, Jakarta.
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