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Penelitian ini bertujuan untuk menganalisa pengaruh kesadaran merek, 

asosiasi merek, persepsi kualitas, loyalitas dan rasa percaya diri konsumen 

terhadap keputusan pembelian produk merek 3second pada mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas Muria Kudus. Dalam penelitian ini diajukan lima 

variabel bebas dan satu variabel terikat, yaitu kesadaran merek, asosiasi merek, 

persepsi kualitas, loyalitas dan rasa percaya diri konsumen sebagai variabel bebas 

dan keputusan pembelian sebagai variabel terikat. 

Penelitian ini dilakukan dengan metode survei terhadap mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas Muria Kudus yang merupakan konsumen merek 

produk 3Second  dan dianalisis dengan regresi. Tahap pertama menguji validitas 

dan reliabilitas pertanyaan setiap variabel. Tahap kedua meregresi pengaruh 

kesadaran merek, asosiasi merek, persepsi kualitas, loyalitas dan rasa percaya diri 

konsumen terhadap keputusan pembelian konsumen produk merek 3second pada 

mahasiswa Fakultas Ekonomi dan Bisnis Universitas Muria Kudus. Hasil 

penelitian menunjukkan bahwa kesadaran merek, asosiasi merek, persepsi 

kualitas, loyalitas dan rasa percaya diri konsumen terbukti memiliki pengaruh 

yang positif dan signifikan terhadap keputusan pembelian konsumen produk 

merek 3second pada mahasiswa Fakultas Ekonomi dan Bisnis Universitas Muria 

Kudus. Perusahaan tetap meningkatkan kualitas produknya, terutama dalam 

pemilihan bahan baku produk dan meningkatkan inovasi produk baik dari aspek 

desain maupun model produk yang sesuai dengan perkembangan jaman sehingga 

dapat meningkatkan keputusan pembelian konsumen terhadap produk merek 

3second. 

 

Kata kunci: kesadaran merek, asosiasi merek, persepsi kualitas, loyalitas dan rasa 

percaya diri konsumen dan keputusan pembelian  
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CONFIDENCE ON THE DECISION OF PURCHASE OF 3SECOND BRAND 

PRODUCTS 

(CASE STUDY OF ECONOMIC AND BUSINESS FACULTY OF MURIA 

KUDUS UNIVERSITY) 
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 This study aims to analyze the influence of brand awareness, brand 

associations, perceived quality, loyalty and consumer confidence in the decision 

to purchase 3second brand products at the Muria Kudus University Faculty of 

Economics and Business. In this study, five independent variables and one 

dependent variable are proposed, namely brand awareness, brand association, 

perceived quality, loyalty and consumer confidence as independent variables and 

purchasing decisions as dependent variables. 

This research was conducted by a survey method of students of the Faculty 

of Economics and Business, Muria Kudus University who are consumers of 

3Second brand products and analyzed with regression. The first stage tests the 

validity and reliability of each variable's questions. The second stage regresses 

the influence of brand awareness, brand association, perceived quality, loyalty 

and consumer confidence in the consumer purchasing decisions of 3second brand 

products at the Muria Kudus University Faculty of Economics and Business. The 

results showed that brand awareness, brand associations, perceived quality, 

loyalty and consumer confidence were proven to have a positive and significant 

influence on consumer purchasing decisions of 3second brand products at the 

Faculty of Economics and Business at Muria Kudus University. The company 

continues to improve the quality of its products, especially in the selection of raw 

material products and improve product innovation both in terms of design and 

product models in accordance with the changing times so as to improve consumer 

purchasing decisions on 3second brand products. 

 
 

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

consumer confidence and purchasing decisions. 
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