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PENGARUH BRAND AWARENESS TERHADAP KEPUTUSAN 

PEMBELIAN KONSUMEN FORESTHREE COFFEE 

BUKITTINGGI 

 

Fioletica Visi Ilahi 

ABSTRAK 

 

Di era milenial ini, coffee shop hampir bisa kita temui di segala tempat 

serta berbagai daerah. Meminum kopi menjadi gaya hidup baru di Indonesia. 

Tidak bisa dipungkiri bahwa tempat bersantai segala golongan seperti coffee shop 

telah menjamur.  Fenomena ini tidak hanya berlaku untuk kota besar, kota kecil 

seperti Bukittinggi pun mengalaminya. Sehingga para pembisnis mulai 

mendirikan coffee shop di kota ini. Dalam membangun coffee shop, kesadaran 

merek atau brand awareness merupakan langkah awal untuk membangun sebuah 

merek produk. Penelitian ini bertujuan untuk mengetahui pengaruh brand 

awareness terhadap keputusan pembelian konsumen Foresthree Coffee 

Bukittinggi. Terdapat dua variabel dalam penelitian ini, yakni variable X brand 

awareness (unaware of brand, brand recognize, brand recall dan top of mind) dan 

variable Y keputusan pembelian (pengenalan masalah, pencarian informasi, 

evaluasi alternatif, keputusan pembelian dan setelah pembelian).  

Penelitian ini menggunakan pendekatan kuantitatif dekskriptif dengan 

metode yang di sebarkan kepada 100 sampel responden yaitu pengunjung 

Foresthree Coffee Bukittinggi. Teknik analisis yang digunakan regresi sederhana.  

Berdasarkan hasil peneitian dari 100 sampel responden dalam variable 

brand awareness menunjukkan bahwa terdapat pengaruh dari brand awareness 

terhadap keputusan pembelian sebesar 55,5%. Pengaruh paling besar diberikan 

oleh dimensi top of mind yang mengacu kepada merek yang pertama kali diingat 

ketika konsumen memikirkan kategori suatu produk yang dapat diingat kembali 

secara spontan tanpa bantuan. Adapun faktor lain yang mempengaruhi keputusan 

pembelian adalah lokasi, kelengkapan produk, harga dan promosi dari mulut ke 

mulut. 

Kata Kunci: Brand Awareness, keputusan pembelian, Foresthree Coffee 
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IMPACT OF BRAND AWARENESS TO PURCHASE 

DECISION IN FORESTHREE COFFEE BUKITTINGGI 

 

 

Fioletica Visi Ilahi 

 

ABSTRACT 

 

In this millennial era, we can find coffee shops in almost all places and in 

various regions. Drinking coffee has become a new lifestyle in Indonesia. It is 

undeniable that places to relax for all groups such as coffee shops have 

mushroomed. This phenomenon does not only apply to big cities, small cities like 

Bukittinggi also experience it. So that businessmen started to set up coffee shops 

in this city. In building a coffee shop, brand awareness is the first step to building 

a product brand.This research aims to determine the impact of brand awareness 

on the purchase decision of Foresthree Coffee Bukittinggi. There are two 

variables in this study, namely brand awareness as independent variable 

(unaware of brand, brand recognize, brand recall and top of mind) and purchase 

decision as dependent variable (need recognition, information research, 

evaluation alternative, purchase decision and post purchase behavior ).  

This study uses a descriptive quantitative approach with a method that is 

distributed to 100 samples of respondents, namely customer of Foresthree Coffee 

Bukittinggi . The analysis technique used is simple regression.  

Based on the results from 100 samples of respondents in the brand 

awareness variable, it shows that there is an effect of brand awareness on 

purchasing decisions by 55,5%. The greatest influence is given by the top of mind 

dimension which refers to brands are first remembered when consumers think of a 

product category that can be recalled spontaneously without assistance. Other 

factors that influence purchasing decisions are location, product equipment, price 

and word of mouth. 

 

Key Words : brand awareness, purchase decision, Foresthree Coffee 
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