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ABSTRAK

Kesadaran merek, persepsi kualitas, dan promosi elektronik dari mulut ke mulut
dapat menjadi strategi pemasaran perusahaan atas suatu produk dan membentuk
hubungan antara produsen dan konsumen. Penelitian ini bertujuan untuk menguji
dan menganalisis pengaruh faktor-faktor yang mempengaruhi niat beli merek Man
Man Tang di Batam. Dengan menggunakan purposive sampling diperoleh 130
responden. Menggunakan regresi linier berganda untuk analisis data dan uji
validitas, reliabilitas dan asumsi klasik. Penelitian ini membuktikan bahwa brand
awareness, perceived quality dan electronic word of mouth mempengaruhi niat
beli baik secara parsial maupun simultan. Dari penelitian ini diharapkan
perusahaan lebih memperhatikan kualitas produk dan review konsumen untuk
meningkatkan niat beli. Metode Analisis data dilakukan dengan menggunakan
analisis regresi linear berganda. Uji kualitas data dalam penelitian ini
menggunakan uji validitas dan uji realibilitas, uji asumsi klasik dalam penelitian
ini menggunakan uji normalitas, uji multikolinearitas dan uji heteroskedastisitas
dan uji pengaruh menggunakan analisis regresi linear berganda dan analisis
koefisien determinasi (R2), sedangkan uji hipotesis dalam penelitian ini
menggunakan uji t dan uji F dengan bantuan software statistik SPSS 25.
Berdasarkan hasil penelitian, menunjukkan bahwa kesadaran merek, persepsi
kualitas, dan electronic word of mouth berpengaruh positif dan signifikan
terhadap niat beli dari t hitung > t tabel dan nilai signifikan < 0,05 serta kesadaran
merek, persepsi kualitas, dan electronic word of mouth secara bersama-sama
memiliki pengaruh positif dan signifikan terhadap niat beli dari F hitung > F tabel
dan nilai signifikan < 0,05.

Kata kunci : Brand Awareness; E-WOM, Perceived Quality; Purchase Intention



ABSTRACT

Brand awareness, perceived quality and electronic word of mouth can be a
company marketing strategy over a product and forming a relationship between
producers and concumers. This study aims to examine and analyze the influence
of factor effecting purchase intention of brand Man Man Tang in Batam. By
using purposive sampling obtained 130 respondents. Using multiple linear
regression to data analysis and validity, reliability and classical assumption
tests. This study proves that brand awareness perceived quality and electronic
word of mouth affect purchase intentions both partially and simultaneously.
From this study, it is expected that companies pay more attention to product
quality and consumer reviews to increase purchase intention. Methods Multiple
linear regression analysis was used for data analysis. Data quality tests in this
study use validity and reliability tests, classic hypothesis tests in this study use
normality tests, multiple collinearity tests and heteroscedasticity tests, as well as
multiple linear regression analysis and coefficient of determination analysis
(R2) Effect test, and the hypothesis test in this study uses F test and t test with
the help of SPSS 25 statistical software. According to the research results, it
shows that brand awareness, perceived quality and electronic word of mouth
have a positive and significant effect on purchase intention, t calculation> t
table and significant value <0.05, brand awareness, perceived quality and
electronic word of mouth together have a positive effect on purchase intention
And significant impact F calculation> F table, and the impact of significant
value <0.05 on employee performance.

Keywords: Brand Awareness; E-WOM; Perceived Quality; Purchase Intention.
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