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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisa pengaruh brand equity (brand awareness, 

peercieved quality, brand association, brand loyalty) terhadap keputusan pembelian sepeda 

motor merek Honda di Kabupaten Kudus secara parsial dan simultan.  

Jenis penelitian adalah penelitian kuantitatif dengan populasi semua orang yang 

membeli sepeda motor Honda di Kabupaten Kudus pada kurun waktu Januari sampai dengan 

Desember 2015. Teknik pengambilan sampel dengan purposive sampling dengan jumlah 

sebanyak 100 responden. Teknik pengambilan data menggunakan kuisioner yang telah diuji 

validitas dan reabilitasnya.  

Hasil penelitian menunjukkan bahwa (1) brand awareness memiliki pengaruh negatif 

terbukti pada uji t dengan t hitung -2,408<t tabel 1,986 signifikansi lebih kecil dari 0,05 

(0,018<0,05), (2) perceived quality memiliki pengaruh positif dengan hasil uji t 2,654 lebih 

besar dari t tabel 1,986 dan signifikansi lebih kecil dari 0,05 (0,009<0,05), (3) brand 

association memiliki pengaruh positif dengan hasil uji t 2,515 lebih besar dari t tabel 1,986 

dan signifikansi lebih kecil dari 0,05 (0,014<0,05), (4) brand loyalty memiliki pengaruh 

positif dengan hasil uji t 3,218 lebih besar dari t tabel 1,986 dan signifikansi lebih kecil dari 

0,05 (0,002<0,05), (5) Brand Awareness, Percieved Quality, Brand Association, Brand 

Loyalty secara bersama – sama berpengaruh terhadap keputusan pembelian sepeda motor 

merek Honda di Kabupaten Kudus hal ini dibuktikan dengan hasil statistic F hitung 18,764 

lebih besar dari F tabel 2,467494 dan signifikansi lebih kecil dari 0,05 (0,000<0,05) 

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

brand loyalty,  keputusan pembelian 

 



viii 
 

 
 

ANALYSIS OF EFFECT OF BRAND EQUITY (BRAND AWARENESS, 

PERCIEVED QUALITY, BRAND ASSOCIATION, BRAND LOYALTY) 

PURCHASE DECISION ON MOTORCYCLE HONDA BRAND 

 IN THE DISTRICT KUDUS 

 

NAME: JAYA PRADANA 

NIM: 2012 11 250 

 

Supervisor: 1. Dr. HM, Edris, Drs, MM 

2. Dr. Supriyono, SE, MM 

 

UNIVERSITY MURIA KUDUS 

STUDY PROGRAM MANAGEMENT FACULTY OF ECONOMICS 

 

ABSTRACT 

This study aimed to analyze the effect of brand equity (brand awareness, 

peercieved quality, brand association, brand loyalty) to the purchasing decision of 

Honda motorcycles in Kudus regency partially and simultaneously. 

This type of research is quantitative research with the population of all 

people who buy a Honda motorcycle in Kudus regency during the period January to 

December 2015. The sampling technique purposive sampling with a total of 100 

respondents. Data collection techniques using questionnaires that have been tested 

for validity and reliability. 

The results showed that (1) brand awareness has a proven negative effect on 

t test -2.408 t <t table 1.986 significance of less than 0.05 (0.018 <0.05), (2) 

perceived quality has a positive effect with results 2,654 t test is greater than t table 

1.986 and significance of less than 0.05 (0.009 <0.05), (3) brand association has a 

positive effect with a 2,515 t test results greater than t table 1.986 and significance is 

smaller than 0 , 05 (0.014 <0.05), (4), brand loyalty has a positive effect with a 3,218 

t test results greater than t table 1.986 and significance of less than 0.05 (0.002 

<0.05), (5) brand Awareness , percieved Quality, brand Association, brand Loyalty 

together - the same influence on purchase decisions of Honda motorcycles in Kudus 

regency this is evidenced by the results of the statistical count 18.764 F larger than F 

table 2.467494 and significance of less than 0.05 ( 0.000 <0.05) 

 

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

brand loyalty, buying decision
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