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ABSTRAK

Produk Wedrink merupakan produk yang menawarkan berbagai jenis minuman
mulai dari es krim hingga kopi. Produk ini merupakan salah satu minuman yang
cocok dikonsumsi pada siang hingga sore hari. Penelitian ini bertujuan untuk
mengetahui seberapa besar pengaruh Brand Awareness, Persepsi Konsumen dan
Kualitas Produk terhadap Keputusan Pembelian. Penelitian ini berbentuk deskriptif
kuantitatif yang dilakukan di Batam dengan metode kuisioner online melalui
Google form. Data diolah menggunakan SPSS ver 26 dengan menggunakan uji
validitas, reliabilitas, uji t dan ANOVA. Hasil uji reliabilitas menunjukkan nilai
Crombac’h Alpha variabel brand awareness (X1), sebesar 0,612, persepsi
konsumen (X2) 0,686, kualitas produk (X3) 0,687 dan Keputusan pembelian (Y)
sebesar 0,674. Uji regresi linier diperoleh persamaan Y = 7,755 + 0,388X1 + 0,354
X2 +0,123X3 + 0,598. Hasil uji t menunjukkan bahwa brand awareness, persepsi
konsumen dan kualitas produk berpengaruh signifikan dan hasil uji ANOVA
sebesar 0,000 sehingga dapat disimpulkan bahwa brand awareness, persepsi
konsumen dan kualitas produk berpengaruh signifikan terhadap keputusan
pembelian.

Kata Kunci: Brand Awareness, Persepsi Konsumen, Kualitas Produk.



ABSTRACT

Wedrink products are products that offer various types of drinks ranging from ice
cream to coffee. This product is one of the drinks that is suitable for consumption
during the day to the afternoon. This study aims to determine how much influence
Brand Awareness, Price Perception, Product Quality have on Purchasing
Decisions. This research is in the form of quantitative descriptive conducted in
Batam with an online questionnaire method via Google Form. The data was
processed using SPSS ver 26 using validity, reliability, T-test and ANOVA tests. The
results of the reliability test showed the Crombach's Alpha value of the brand
awareness variable (X1) of 0.612, consumer perception (X2) 0.686, product quality
(X3) 0.687 and purchasing decisions (Y) of 0.674. The linear regression test
obtained the equation Y = 7.755 +0.388X1 +0.354X2+0.123X3+0.598. The t-test
results show that brand awareness, consumer perception and product quality have
a significant effect and the ANOVA test results in 0.000 so it can be concluded that
brand awareness, consumer perception and product quality have a significant effect
on purchasing decisions.

Keywords: Brand Awareness, Consumer Perception, Product Quality
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