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PENGARUH DIMENSI BRAND EQUITY TERHADAP 

PURCHASE INTENTION KONSUMEN PRODUK SARI ROTI 

 

Anggraeni Vidia Ningrum 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh dimensi brand equity 

terhadap minat beli. Sampel yang digunakan dalam penelitian ini adalah 

masyarakat Jakarta  Selatan dan Jakarta Pusat yang berminat membeli produk Sari 

Roti. Jumlah sampel adalah 108 orang yang diambil melalui teknik purposive 

sampling. Metode analisis yang digunakan adalah analisis regresi berganda 

dengan alat bantu software SPSS 16. Hasil perhitungan Adjusted R Square 

menunjukkan bahwa ketiga variabel berpengaruh terhadap minat beli sebesar 

70,9% dengan brand awareness dan brand association, perceived quality  

berpengaruh secara positif dan signifikan secara parsial terhadap minat beli pada 

Sari Roti.  

 

 

Kata kunci: brand equity, brand awareness,  brand association, perceived quality, 

minat beli.
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THE EFFECT OF BRAND EQUITY SARI ROTI ON PURCHASE 

INTENTION 

 

Anggraeni Vidia Ningrum 

ABSTRACT 

This study aims to analyze the effect of brand equity Sari Roti on purchasing 

intention. The sample used in this research is the people of South Jakarta and 

Center Jakarta who have interested to buying Sari Roti product. The number of 

samples is 108 people taken through purposive sampling technique. The method of 

analysis used is multiple regression analysis. Adjusted R Square calculation results 

show that al three variables influence the purchase intention by 70,9%, with brand 

awareness, brand association and perceived quality have a positive and significant 

on purchasing intentions on Sari Roti. 

 

 

Keywords: brand equity, brand awareness,  brand association, perceived quality, 

Purchase Intention. 
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