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ANALISIS PENGARUH KESADARAN MEREK, PERSEPSI KUALITAS, DAN 
INOVASI PRODUK TERHADAP KEPUTUSAN PEMBELIAN PONSEL 

SAMSUNG DI JAKARTA 

 ZayyidahAhsanti1 

 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis faktor yang menyebabkan keputusan 
pembelian ponsel Samsung di Jakarta.  Diduga bahwa kesadaran merek, persepsi 
kualitas, dan inovasi produk mempengaruhi keputusan pembelian konsumen secara 
positif. Sampel penelitian berjumlah 150 orang yang pernah melakukan keputusan 
pembelian ponsel Samsung. Hasil dari penelitian ini adalah terdapat pengaruh yang 
signifikan antara persepsi kualitas dan inovasi produk terhadap keputusan pembelian 
ponsel Samsung, sedangkan kesadaran merek memiliki pengaruh yang tidak berarti 
dan tidak signifikan terhadap keputusan pembelian konsumen. 

 

Kata kunci: Keputusan Pembelian Konsumen, Kesadaran Merek, Persepsi  Kualitas, 
Inovasi Produk 
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ANALYSIS FACTOR BRAND AWARENESS, PERCEIVED QUALITY, AND 
PRODUCT INNOVATION FOR CUSTOMER PURCHASE DECISION OF 

SAMSUNG MOBILE PHONE IN JAKARTA 

ZayyidahAhsantiRuhiyati2, 

 

 

ABSTRACT 

 

 

This research is aimed to analyze some factors of customer purchase decision for 
Samsung mobile phone in Jakarta. Brand awareness, perceived quality, and product 
innovation are expected to have positive effect on the consumer purchasing decision. 
This study uses 150 samples of respondents in Jakarta who have ever made buying 
decision to buy Samsung mobile phone. However, the result of this research shows 
that brand awareness factor doesn’t have significant effect on purchasing decision 
unlike perceived quality or product innovation.  

 

Keywords: consumer buying decision, brand awareness, perceived quality, product 
innovation 
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