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ABSTRAKSI 

  Penelitian ini bertujuan untuk menganalisa pengaruh kesadaran merek, 

asosiasi merek, persepsi kualitas, dan loyalitas merek terhadap keputusan 

pembelian (Studi Kasus Pada Konsumen Produk Pasta Gigi Pepsodent Di 

Swalayan Ada Kudus) dimana diajukan empat variabel bebas/independen dan satu 

variabel terikat/dependen. 

  Penelitian ini dilakukan dengan metode survei terhadap konsumen produk 

pasta gigi pepsodent (studi pada Ada Swalayan Kudus) dengan jumlah responden 

sebanyak 96 responden. Tahap pertama ialah menguji validitas dan reliabilitas 

pertanyaan setiap variabel. Tahap kedua, meregresi variabel kesadaran merek, 

asosiasi merek, persepsi kualitas dan loyalitas merek terhadap keputusan 

pembelian produk pasta gigi pepsodent (studi pada Ada Swalayan Kudus). 

  Hasil penelitian ini menunjukkan bahwa semua variabel yaitu variabel 

kesadaran merek, asosiasi merek, persepsi kualitas dan loyalitas merek 

berpengaruh positif dan signifikan terhadap variabel keputusan pembelian baik 

melalui uji t maupun uji F. Perusahaan sebaiknya lebih memberikan ciri khas 

yang lebih unik dan menarik untik produk pasta gigi pepsodent agar dapat 

membedakan dengan kompetitor dan mempertahankan kandungan manfaat yang 

ada didalam produk. 

 

 Kata Kunci: kesadaran merek, asosiasi merek, persepsi kualitas, loyalitas 

merek dan keputusan pembelian 
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ABSTRACT 

 This study aims to analyze the influence of brand awareness, brand 

association, quality perceptions, and brand loyalty to purchasing decisions (Case 

Study on Consumers of Pepsodent Toothpaste Products in Ada Supermarkets 

Kudus) in  which   four independent / independent  variables  and  one   dependent  

variable are proposed. 

This research was conducted by survey method to consumer of toothpaste 

product of Pepsodent (study on Ada Supermarket Kudus) with respondents 

counted 96 respondents. The first stage is to test the validity and reliability of 

each variable question. The second stage, regressing the brand awareness, brand 

association, quality and brand loyalty to purchase decision of Pepsodent 

toothpaste product (study on Ada Supermarket Kudus). 

The results of this study indicate that all variables of the brand awareness, 

brand association, brand perceptions of quality and loyalty have a positive and 

significant effect on the purchasing decision variable either through t test or F 

test. The company should give more unique and interesting characteristics to the 

paste product Pepsodent teeth to differentiate with competitors and maintain the 

content of the existing benefits in the product. 

 

Keywords: brand awareness, brand association, quality perception, brand 

loyalty and purchasing decisions 
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