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ABSTRAKSI 

 

Tujuan penelitian ini adalah untuk (1) menguji pengaruh kesadaran merek 

terhadap keputusan pembelian.(2) menguji pengaruh asosiasi merek terhadap 

keputusan pembelian. (3) menguji pengaruh persepsi kualitas merek terhadap 

keputusan pembelian. (4) menguji pengaruh loyalitas merek terhadap keputusan 

pembelian. (5) menguji pengaruh kesadaran merek, asosiasi merek, persepsi 

kualitas merek dan loyalitas merek terhadap keputusan pembelian handphone 

BlackBerry secara berganda. 

Pada penelitian ini ekuitas merk dari penelitian ini meliputi kesadaran 

merek, asosiasi merek, persepsi kualitas merek, dan loyalitas merek, sedangkan 

variabel dependennya adalah keputusan pembelian. Objek penelitian ini adalah 

mahasiswa Fakultas Ekonomi Program Studi Manajemen Universitas Muria 

Kudus yang meliputi mahasiswa reguler dan paralel masing-masing 50 responden. 

Teknik pengumpulan data variabel dengan menggunakan metode angket. Teknik 

analisis data menggunakan analisis regresi berganda, Uji t, uji F dan Koefisien 

determinasi. 

Kesadaran merk berpengaruh terhadap keputusan pembelian handphone 

blackberry (studi kasus pada mahasiswa fakultas ekonomi program studi 

manajemen Universitas Muria Kudus), berdasarkan nilai  t hitung lebih besar dari 

pada t tabel (2.312>1.6611). Asosiasi merk berpengaruh terhadap keputusan 

pembelian handphone blackberry (studi kasus pada mahasiswa fakultas ekonomi 

program studi manajemen Universitas Muria Kudus), berdasarkan nilai  t hitung 

lebih besar dari pada t tabel (1.770>1.6611). Persepsi kualitas merek berpengaruh 

terhadap keputusan pembelian handphone blackberry (studi kasus pada 

mahasiswa fakultas ekonomi program studi manajemen Universitas Muria 

Kudus), berdasarkan nilai  t hitung lebih besar dari pada t tabel (1.772>1.6611). 
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Loyalitas merk berpengaruh terhadap keputusan pembelian handphone blackberry 

(studi kasus pada mahasiswa fakultas ekonomi program studi manajemen 

Universitas Muria Kudus), berdasarkan nilai  t hitung lebih besar dari pada t tabel 

(1.821>1.6611). Kesadaran merek, asosiasi merek, persepsi kualitas merek, 

loyalitas merek berpengaruh terhadap keputusan pembelian handphone blackberry 

(studi kasus pada mahasiswa fakultas ekonomi program studi manajemen 

Universitas Muria Kudus), berdasarkan nilai F hitung lebih besar dari pada F tabel 

(2.463>2.45). 

  

Kata Kunci  : Kesadaran Merek, Asosiasi Merek, Persepsi Kualitas Merek 

Dan Loyalitas Merek, Keputusan Pembelian. 

 

Daftar pustaka : 20 (tahun 2005-2011). 
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ABSTRACT 

 

The purpose of this study was to (1) examine the effect of brand awareness 

on purchase decisions. (2) examine the brand association influences on purchase 

decisions. (3) examine the effect of perceived quality of the brand to the 

purchasing decision. (4) examine the effect of brand loyalty to the purchasing 

decision. (5) examined the effect of brand awareness, brand association, 

perceived quality of the brand and brand loyalty on purchasing decisions in 

multiple BlackBerry mobile phone. 

In this study, the brand equity of the study include brand awareness, brand 

association, perceived quality of the brand and brand loyalty, while the dependent 

variable is the purchase decision. The object of this research is the students of the 

Faculty of Economics, Management Studies Program University of Muria Kudus 

which includes the regular students and parallel each 50 respondents. Variable 

data collection techniques by using questionnaires. Data were analyzed using 

multiple regression analysis, t test, F test and coefficient of determination. 

Brand awareness influence on purchase decisions blackberry mobile 

phones (a case study on the economics faculty students of management courses 

Muria Kudus University), based on the value of t is greater than t table (2.312> 

1.6611). Association of brand influence on purchase decisions blackberry mobile 

phones (a case study on the economics faculty students of management courses 

Muria Kudus University), based on the value of t is greater than t table (1,770> 

1.6611). Perceived quality of the brand influence on purchase decisions 

blackberry mobile phones (a case study on the economics faculty students of 

management courses Muria Kudus University), based on the value of t is greater 

than t table (1,772> 1.6611). Brand loyalty influence on purchase decisions 

blackberry mobile phones (a case study on the economics faculty students of 
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management courses Muria Kudus University), based on the value of t is greater 

than t table (1,821> 1.6611). Brand awareness, brand association, perceived 

brand quality, brand loyalty influence on purchase decisions blackberry mobile 

phones (a case study on the economics faculty students of management courses 

Muria Kudus University), based on the calculated F value is greater than the F 

table (2,463> 2.45). 

 

Keywords: Brand Awareness, Brand Association, Perceived Quality of The 

Brand, Brand Loyalty, Purchasing Decisions. 
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