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                                        ABSTRAK 

 

        Penelitian ini bertujuan untuk mengetahui pengaruh brand awareness, brand 

association, brand loyalty dan perceived quality terhadap Keputusan pembelian. 

Penelitian ini menggunakan metode kuantitatif, teknik pengambilan sampel 

menggunakan Non-Probability Sampling dengan pendekatan purposive sampling 

dan jumlah sampel sebanyak 109 responden. Analisis yang digunakan yaitu 

analisis regresi berganda. Hasil penelitian ini menunjukan bahwa brand 

awareness, brand association, brand loyalty dan perceived quality berpengaruh 

positif dan signifikan terhadap Keputusan pembelian. Berdasarkan hasil uji 

koefisien determinasi R
2
 adjusted menunjukan besarnya pengaruh brand 

awareness, brand association, brand loyalty dan perceived quality terhadap 

keputusan pembelian smartphone samsung yaitu sebesar 52,2%, dan sisanya 

sebesar 47,8% dipengaruhi oleh variabel lainya yang tidak diteliti. 

 

Kata kunci: brand awareness, brand association, brand loyalti, perceived 

quality, keputusan pembelian. 
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                                          ABSTRACT 

 

           This research aims to determine the influence of brand awareness, brand 

association, brand loyalty and perceived quality on purchasing decisions. This 

research uses quantitative methods, the sampling technique uses Non-

Probability Sampling with a purposive sampling approach and the sample size 

is 109 respondents. The analysis used is multiple regression analysis. The 

results of this research show that brand awareness, brand association, brand 

loyalty and perceived quality have a positive and significant effect on 

purchasing decisions. Based on the results of the adjusted R2 coefficient of 

determination test, it shows that the influence of brand awareness, brand 

association, brand loyalty and perceived quality on the decision to purchase a 

Samsung smartphone is 52,2%, and the remaining 47,8% is influenced by other 

variables not studied. 

 

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

purchasing decisions. 
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