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ABSTRAKSI 

 

Penelitian ini bertujuan untuk mengetahui apakah ada pengaruh Brand Awareness, 

Brand Image, Desain Produk dan Iklan Terhadap Minat Beli Susu L-Men di 

Kabupaten Kudus. Penelitian ini menggunakan metode kuantitatif. Sampel dalam 

penelitian ini berjumlah 100 respon, subjek penelitian diperoleh melalui teknik 

sampling non probability sampling dengan menggunakan metode purposive 

sampling. Data yang diperoleh kemudian diolah menggunakan teknik analisis 

regresi linier berganda melalui software SPSS 24.0. Hasil penelitian menunjukan 

bahwa brand awareness, desain produk dan iklan berpengaruh positif dan 

signifikan terhadap minat beli, sedangkan brand image tidak memiliki pengaruh 

signifikan terhadap minat beli. Secara simultan brand awareness, brand image, 

desain produk dan iklan berpengaruh positif signifikan terhadap minat beli 

Kata Kunci: Brand Awareness, Brand Image, Desain Produk, Iklan, Minat 

Beli 
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ABSTRACT 

 

This research aims to determine the influence of Brand Awareness, Brand Image, 

Product Design and Advertising. Regarding Interest in Buying L-Men Milk in 

Kudus Regency. This research uses quantitative methods. The sample in this study 

amounted to 100 responses, research subjects were obtained through non-

probability sampling techniques using the purposive sampling method. The data 

obtained was then processed using multiple linear regression analysis techniques 

via SPSS 24.0 software. The research results show that brand awareness, product 

design and advertising have a positive and significant effect on purchase interest, 

while brand image does not have a significant effect on purchase interest. 

Simultaneously, brand awareness, brand image, product design and advertising 

have a significant positive effect on purchasing interest 

Keywords: Brand Awareness, Brand Image, Product Design, Advertising, 

Purchase Interest 
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