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Abstract 

   The purpose of this research is to examine the influence of Brand 

Awareness, Brand Association, Perceived Quality and Brand Loyalty on 

Purchase Intention of Teh Botol Sosro consumers ready to drink tea either 

partially and simultaneously on Teh Botol Sosro consumers on College 

Student in Faculty Economics and Business University of Brawijaya Malang. 

In order to know the relationship among Brand Awareness, Brand 

Association, Perceived Quality, and Brand Loyalty towards Consumer‟s 

Intention to Purchase, a regression analysis, F-test, T-test, was applied. The 

samples in this research is student in Faculty Economics and Business 

University of Brawijaya (UB) Malang. The sampling technique was a 

purposive sampling with 120 respondents and the research instrument 

employed demographic background, Brand Awareness, Brand Association, 

Perceived Quality, Brand Loyalty, and Consumer Purchase Intention.and 

were tested using validity test, reability test, and classical assumption test. 

The hypothesis testing was using F and T test to analyze the data to be used 

in Multiple Regression Analysis. The result showed that Brand Association 

and Brand Loyalty influence consumer intention significantly to purchase 

Teh Botol Sosro product both partially and simultaneously. Therefore, Brand 

Loyalty is the dominant factor in creating consumer purchase intention. 

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

Loyalty and Purchase Intention. 
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Abstrak 

Tujuan dari penelitian ini adalah untuk menguji pengaruh Kesadaran 

Merek, Asosiasi Merek, Persepsi Kualitas, Loyalitas Merek dalam membentuk 

Niat Beli pada konsumen Teh Botol Sosro teh siap minum pada mahasiswa di 

Fakultas Ekonomi dan Bisnis Universitas Brawijaya (UB) Malang. Untuk 

mengetahui hubungan antara  Kesadaran Merek, Asosiasi Merek, Persepsi Merek, 

Loyalitas Merek terhadap niat konsumen untuk membeli, maka analisis regresi 

berganda, tes  F, dan tes T diterapkan. Sampel dalam penelitian ini adalah teknik 

pengambilan sampel adalah purposive sampling dengan melibatkan 120 

responden dan instrument penelitian yang digunakan adalah latar belakang 

demografis responden, Kesadaran Merek, Asosisasi Merek, Persepsi Kualitas, 

Loyalitas Merek dan Niat Konsumen untuk membeli dan instrument ini telah  di 

uji menggunakan uji validitas, uji reliabilitas dan uji asumsi klasik. Pengujian 

hipotesis yang digunakan adalah uji F dan uji T untuk menganalisis data yang 

akan digunakan dalam analisis regresi berganda. Hasil penelitian menunjukkan 

bahwa Asosiasi Merek dan Loyalitas Merek mempengaruhi konsumen secara 

signifikan untuk membeli produk Teh Botol Sosro baik secara parsial maupun 

simultan. Selain itu, Brand Loyalty merupakan faktor dominan dalam membentuk 

niat konsumen untuk membeli. 

Kata Kunci: Kesadaran Merek, Asosisasi Merek, Persepsi Merek, Loyalitas 

Merek, dan Niat Pembelian. 
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1 

CHAPTER I 

INTRODUCTION 

 

1.1 Research Background 

The current condition of Indonesian‟s economic growth is still running at a 

fairly high rate despite the fact that there is a kind of uncertainty in the world‟s 

economy. According to the Central Bureau of Statistics (2015), the Indonesian 

Economy in the third  quarter of 2015 third grew up to 4.73%  and this has 

undergone an increase compared to the second quarter of  2015 which reached 

4,67%. 

Indonesia is currently ranked as the second largest country consuming 

bottled water (Asrim, 2014). In 2015, the demand for ready to drink tea is 

predicted to rise 2% -3%. This  growth was considered  slower than the growth 

happening in the same period last year, ie 4% -6% (Triyono, 2015). 

The total consumption of ready to drink tea in Indonesia comes at the 

second position after mineral water. According to the data from the Association of 

Soft Drinks Industry (Asrim) (2014), the number of ready to drink tea 

consumption in Indonesia reached 2 billion liters, or as much as 1.07 pounds 

(0,5kg) of tea leaves per person a year. However, the consumption of Indonesian 

people is still far less than Malaysia. Within a year, Malaysia consumes about 

1.57 pounds (0.7 kg) of tea leaves per person. While Turkey is the country with 

the highest number of tea consumption that is  6.9 pound (3.12 kg) of tea leaves 

per person followed by England who consumes 4.3 pounds (1.9 kg) of tea leaves 
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per person per year, and New Zealand of 2.6 pounds (1.2 kg) of tea leaves per 

person (Agustina, 2015). 

Based on the data from Agustina (2015), packaged tea was recorded as the 

most popular type of tea in Indonesia and it is the second most consumed type of 

tea after brewing. The reason why many people choose ready to drink tea, because 

nowadays people are required to live a practical and fast way so ready to drink tea 

is one of the breakthroughs that was created to accompany the fast lifestyle of 

urban people who want a fresh drink without spending a lot of time. The quantity 

of tea consumed worldwide is higher than carbonated drinks, coffee and alcoholic 

beverages. 

Figure 1.1 

The Growth of Ready to Drink Tea In 2004-2015 

 

(Source: Euromonitor by ASRIM, 2015) 

According to data from Euromonitor International (2010), in 2010 the tea 

still has the same volume with carbonation drinks, but it is expected that in 2011 

and in the future years, it will have a higher market share. Ready to drink tea has a 

market share of 8.9% in 2010, and the trend will continue to grow. Moreover, 

M
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there are more and more emerging innovations in different variants of tea drinks, 

such as tea mix, tea fruit juice tea, and others, such as Tebs, Fruitea, and other 

Frestea. 

 According Natakusuma (2013), Indonesia People tend to consume soft 

drinks types of bottled drinking water (drinking water), fruit drinks, and beverages 

like ready to drink tea instead of carbonated beverages. Bottled water 

consumption grew nearly 7% per year, while the ready to drink tea consumption 

increased by 7.7% per year. 

Based on the records of the association, the consumption of soft drinks in 

Indonesia in 2011 only reached 2.4 liters per capita, much in comparison with the 

Philippines (34.1 liters), Thailand (32.2 liters), Malaysia (19 liters), Vietnam (6, 2 

liters), Cambodia (4.5 liters). The total population in other ASEAN countries is 

fewer than Indonesia so it makes carbonated beverages consumption in these 

countries seem high (Suroso, 2013). 

According to Poeradisastra (2013), For the ASEAN region, Indonesia was 

still relatively at the low level of consumption compared to other countries where 

the population is far below Indonesia. In Indonesia, the level of consumption of 

carbonated beverage per capita is 33 liters and 53 liters for bottled water. 

Meanwhile, the level of consumption of soft drinks is even lower compared to 

other asian countries like, Thailand which currently has reached soft drink 

consumption for 89 liters per capita, 141 liters per capita for Singapore, and 122 

liters per capita for. In 2015, Indonesia is targeting an average consumption of 100 

liters of soft drinks per capita. On the other hand, if the population growth in 
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Indonesia in 2015 has reached more than 250 million people, then the target of 

industrial producers of soft drinks consumption per year that can be marketed is as 

much as 25,250 million liters. An opportunity is still wide open as the 

consumption of soft drinks in Indonesia is still in a low level. The greatest 

opportunity for growth in the soft drinks market is untapped great population of 

adolescents and young people. Adolescents and young people are productive 

population and potentially have an increased level of disposable income. 

According to Keller (2003), explained the three levels of brand awareness 

namely to know the product or Recognition, to consider the product or Recalling, 

and Top of Mind. Brand awareness refers to the customer‟s memory or potential 

customer‟s memory about the product. Brand association according to Keller 

(2003), has many associations related to a brand, namely: product attributes, 

benefits to customers, the relative price, usage, and others. Brand association also 

refers to all matters relating to the brand. Kotler (2000), explained that Perceived 

quality draws attention to the intimate connection of some aspects like product 

and service quality, customer satisfaction, and company profitability. (Chaudri 

and Holbrook 2001, p.82), explained that brand loyalty is a degree of dispositional 

commitment in terms of some unique value associated with the brand. In order to 

increase purchase intention Kotler (2003), stated that there are stages to follow 

namely problem recognition, information search, and alternative assessment. 

According to (Schiffman and Kanuk, 2007:238) Purchase intention occurs when 

consumer forms a positive intention to buy and it becomes a commitment that the 

brand is positive and good. 
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Each company is competing to build brand equity on any products offered 

to consumers, this situation occurs in almost every business sector is no exception 

in the soft drinks business in Indonesia, one of which is ready to drink tea. Tea is 

a drink that almost all people in Indonesia never drink and has become a tradition 

among the majority of Indonesia is no exception to the students of the Faculty of 

Economics and Business Universitas Brawijaya (UB), where Teh Botol Sosro be a 

selection of drinks companion foods that are consumed by students, talking about 

tea products, there is one name that is memorable and ingrained in the minds of 

consumers, namely Sosro. Sosro biggest contribution came from the sale of ready 

to drink tea. Teh Botol Sosro is a brand that has been known by many consumers 

and has lasted for decades. Along the time, brands drink another bottle on the 

market, is a reference to the Teh Botol Sosro, whether Teh Botol Sosro has strong 

brand equity that can foster consumer‟s purchase intention especially in the 

Faculty of Economics and Business Universitas Brawijaya (UB). The levels and 

stages of this will help the company to find out the strengths and the weaknesses 

of Teh Botol Sosro brand equity towards purchase intention of college students at 

the Faculty of Economics and Business Brawijaya University Malang. 

 Quality products with competitive prices is the key to win the competition, 

which will ultimately be able to provide awareness, association, and higher 

purchase intention to customers. Customers now have demands far greater value 

and variety as they are faced with a wide choice of goods or services that they 

buy. In this case, the seller must provide a quality product that is acceptable, 

because if not, the customer will immediately switch to another competitor. 
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 A company needs to monitor the environment that is constantly changing 

continuously and adjust the marketing strategies to address challenges and new 

opportunities. The developing environment can cause changes in a person's needs 

and desires. Likewise, the development of beverage products that circulates in the 

Faculty of Economics and Business Brawijaya University Malang including ready 

to drink tea beverage. The research was conducted on college students of the 

Faculty of Economics and Business Brawijaya University Malang who are the 

customers Teh Botol Sosro. The reason is because college student FEB UB 

already required as a sample from the population. And the evidence in Table 1.1. 

At the canteen of FEB UB also sell the product of Teh Botol Sosro. Students 

Faculty Economics and Business Univeristy of Brawijaya Malang (UB) already 

qualified, have the qualities, characteristics, character student consumptive of 

ready to drink tea and students considered represent youth population as an object 

of research that can carefully choose the product they want to purchase, especially 

for products ready to drink tea beverage type. By comparing with other faculties 

(For example: FTP, Medical, FIA, Law, and etc) the authors think, the students 

FEB UB is enough to present the sample of this research with the data obtained by 

the number of students that a lot in FEB UB. 

This study aims to determine the effect of brand equity on the purchase 

intention of The Botol Sosro on college students at the Faculty of Economics and 

Business Brawijaya University Malang. The data are taken from students of 

Faculty of Economics and Business from 2011 to 2015 batch.  Based on the 

results of academic website updates at the Faculty of Economics and Business, the 

number of new student in 2015 reached 1034 students. From the data, it can be 
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inferred the greatest number of students at the Faculty of Economics and Business 

is occupied by 2012 batch reaching 1323 students (FEB Universitas Brawijaya 

Malang, 2015). 

Table 1.1 

The Total number of Students at the Faculty of Economics and 

Business Brawijaya University Malang 

 

(Source:Academic Faculty Economics and Business Brawijaya University) 

 According Sayanda (2014), Teh Botol Sosro is successful in winning the  

consumers in Indonesia as it has a unique aspect of marketing. Teh Botol Sosro, in 

some respects, has ignored laws that are common to the science of marketing. For 

example, Teh Botol Sosro conducted a need analysis for market research before 

launching the product. This research aims at showing the extent to which college 

students in the Faculty of Economics and Business Brawijaya University Malang 

know Teh Botol Sosro product for consumption. According to the previous 

research, in the development of more advanced age, there is an increasing number 

of ready to drink tea industry.  As the competition among industry is increasingly 

competitive, some industries offer cheaper price for example teh sisri, teh gelas 

etc. Inspite of this, still there are students who prefer to choose The Botol Sosro 

for their consumption. It happens because The Botol Sosro is healthy, rich in its 

BATCH TOTAL OF 

STUDENT 

2011 1044 

2012 1323 

2013 1145 

2014 1054 

2015 1034 
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flavor and aroma, uses unique packaging and design. The product consumption, 

image and logo, slogan, or easy the brand name of product. 

 

Table 1.2 

Top Brand Index (TBI) 

 The Category of Ready To Drink Tea in 2015 

BRAND TBI TOP 

Teh Botol Sosro 47,8% TOP 

Frestea 15,2% TOP 

Ultra Teh Kotak 9,1%  

Fruit Tea 4,8%  

ABC Teh Kotak 4,6%  

Teh Pucuk 

Harum 

4,1%  

Teh Gelas 3,6%  

Tekita 3,4%  

(Source: www.topbrand-award.com, 2015) 

 Competition of various brands of ready to drink tea makes companies to 

be more cautious in designing marketing strategies. One way in order to capture 

market share is to acquire customers as many as possible. The Company will 

successfully acquire customers in large numbers when it is assessed to be able to 

provide a Brand Equity and Purchase intention for customers.  

http://www.topbrand-award.com/
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PT. Sinar Sosro, as one of the companies engaged in tea beverage products 

has been a leader in national sales in Indonesia, brand equity should be maintained 

in order to become the brand's competitive advantage of the company. It is 

interesting to brand Teh Botol Sosro because, even the use of the word "Tehbotol" 

then give Sosro association on its own, that are the hallmark of this brand, so it 

does not become a common brand. Besides brand equity must be kept could face 

tighter competition, because when a product from a manufacturer succeeds then 

later other manufacturers will release a similar product. The reason, the authors 

chose Brand Equity as independent variables and Consumer Purchase Intention as 

the dependent variable because, Consumer Purchase Intention is important to 

increase company profit and then based on the theory of previous research, the 

auhors choose brand equity as independent variable. 

Based on the explanations above, the writer is interested in conducting 

research regarding the impact of brand equity towards consumer‟s purchase 

intention of ready to drink tea on the product of Teh Botol Sosro and thus this 

research entitles “The Impact of Brand Equity towards Consumer’s Purchase 

Intention of Ready To Drink Tea; (An Empirical Study of Teh Botol Sosro’s 

Product on College Student at the Faculty of Economics and Business 

University of Brawijaya Malang)”. 

1.2 Research Problem   

From the description of the research background which has previously 

been discussed, the research problems in this study can be described as follow: 
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1. Does Brand Equity give a significant influence on consumer‟s purchase 

intention of Teh Botol Sosro? 

2. Does Brand Awareness give a significant influence on consumer‟s 

purchase intention of Teh Botol Sosro? 

3. Does Brand Association give a significant influence on consumer‟s 

purchase intention of Teh Botol Sosro? 

4. Does Perceived Quality give a significant influence on consumer‟s 

purchase intention of Teh Botol Sosro? 

5. Does Brand Loyalty give a significant influence on consumer‟s purchase 

intention of Teh Botol Sosro? 

1.3 Research Objectives   

From the description of the research problems, the research objectives are 

as follow:  

1. To investigate if brand equity gives a significant direct effect on 

consumer‟s purchase intention of Teh Botol Sosro 

2. To investigate if brand awareness gives a significant direct effect on 

consumer‟s purchase intention of Teh Botol Sosro 

3. To investigate if brand association gives a significant direct effect on 

consumer‟s purchase intention of Teh Botol Sosro 

4. To investigate if perceived quality gives a significant direct effect on 

consumer‟s purchase intention of Teh Botol Sosro 

5. To investigate if brand loyalty gives a significant direct  effect on 

consumer‟s purchase intention of Teh Botol Sosro 
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6. To reveal the most dominant variable influencing consumer‟s purchase 

intention of Teh Botol Sosro 

1.4 Research Significance    

The contribution and the benefit that can be gained from this research are: 

1. For students: 

a. Increasing student‟s knowledge on the importance of Brand 

Awareness and Brand Association in stimulating 

customer‟s    purchase intention. 

b. Developing students‟ knowledge by understanding different 

aspect of consumer‟s behavior, especially Brand 

Awareness, Brand Association, and Purchase Intention. 

2. For scholars: 

a. This study is beneficial as an evaluation media of the 

curriculum relevance of a wide range of majors especially 

in international program of management and generally it 

contributes a lot to the Faculty of Economics and Business   

Brawijaya University. 

b. This research is benefial   as a reference for future research 

studies that have the same basic concept on consumer‟s 

purchase intention   in a certain brand or product. 

3. For company or institution: 

a. It is expected that this research will be beneficial for 

companies in doing their marketing strategy by maximizing 
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their Brand Awareness and Brand Association to gain  

consumer‟s purchase intention. 

b. The practical benefit of this research is it serves as a 

medium of the exchange of ideas to Teh Botol Sosro 

product to specifically determine factors which are 

important to consider in order to increase its potential 

consumer‟s purchase intention. 

c. It serves as an input to measure the current strategy of 

accompany to maintain and increase its sales. 

1.5 Scope of Research Problem 

This minor thesis examines some factors that might influence consumer„s 

purchase intention based on the perception of Brand Awareness and Brand 

Association. Specifically, it aims to investigate the factors which significantly 

influence consumer‟s purchase intention both simultaneously and partially. 
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CHAPTER II 

REVIEW OF RELATED LITERATURE 

 

2.1 Previous Research 

 This research uses some of previous researches with similar topic as 

references to describe and explain the theoretical basis of the research. They can 

be used as the example of how the brand equity affect purchase intention. The 

relevant researches are as follow: 

Table 2.1  

Previous Research Table 

Researcher Title Research Methods 

And Research 

Instruments 

Result of Research 

1. Mohammad 

Reza 

Jalilvand. 

2. NedaSamiei. 

3. SeyedHessam

aldiMahdavin

ia. 

 

(2011) 

The Effect of 

Brand Equity 

Components On 

Purchase 

Intention: An 

Application of 

Aaker‟s Model in 

the Automobile 

Industry 

a. Structural 

Equation 

Modeling 

(SEM) 

Analysis 

b. 300 

questionnaires 

a. Brand Equity 

variables have a 

direct and 

significant 

influence on 

purchase 

intention 

1. Dr. Hsin 

Kung Chi, 

NanhuaUnive

rsity, Taiwan. 

2. Dr. 

HueryRenYe

The Impact of 

Brand Awareness 

on Consumer 

Purchase 

Intention: The 

Mediating Effect 

a. Cronbach‟s α 

to measure the 

internal 

reliability of 

the 

questionnaire 

a. Brand 

Awareness, and 

perceived quality 

are significantly 

accounted for 

purchase 
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h, Shih Chien 

University, 

Kaohsiung, 

Taiwan. 

3. Yang Ti 

Yang, 

Graduate 

Student, 

Nanhua 

University, 

Taiwan. 

 

(2009) 

of Perceived 

Quality and Brand 

Loyalty 

b. 315 

questionnaires 

c. The data 

analysis 

technique used 

is Regression 

and Mediating 

Test 

intention 

1. NasreenKhan. 

2. Syed 

HamedRazavi

Rahmani. 

3. Hong Yong 

Hoe. 

4. Tan Booi 

Chen. 

 

(2014) 

Casual 

Relationships 

among 

Dimensions of 

Consumer-Based 

Brand Equity and 

Puchase Intention: 

fashion Industry 

a. Purposive 

sampling 

technique 

b. 190 

questionnaires 

c. The data 

analysis 

technique is 

the Correlation 

and Multiple 

analysis` 

a. Brand Loyalty 

was found to be 

significantly 

correlated to 

purchase 

intention 

1. ApiluckTha

mmawimutti

. 

2. Chaipoopiru

tama. Ph.D 

 

 

The Relationship 

Between Brand 

Equity. Product 

Attributes and 

Purchase 

Intention: A 

Study of Sony 

Digital Camera In 

Bangkok 

a. It used a 

survey method 

to obtain  

information 

from 

respondents 

b. 400 

questionnaires 

a. The relationships 

between 

elements of 

brand equity and 

purchase 

intention are 

moderately 

positive. 

b. The relationships 

between product 

attributes and 

purchase 

intention are 

weak 
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1. Cynthia 

RatnaSantoso 

2. Tabita Ella 

Cahyadi 

 

 

(2014) 

Analyzing the 

Impact of Brand 

Equity towards 

Purchase 

Intention in 

Automotive 

Industry: A Case 

Study of ABC in 

Surabaya 

a. It used both 

descriptive 

and casual 

studies as their 

research 

methods 

b. 125 

questionnares 

c. The data 

analysis 

technique used 

is the 

Reliability 

Statistic, 

ANOVA, 

Regression 

Coefficient, 

Adjust R 

Squarre is 

used to test 

hypotheses 

a. Based on the 

multiple 

regression test, 

brand equity 

(brand 

awareness, brand 

association, 

perceived 

quality, and 

brand loyalty) 

simultaneously 

has significant 

influence 

towards purchase 

intention 

Source: Processed peronal data researcher 

2.2 Theory of Marketing 

Marketing is the main foundation in business and society. The ability 

to recognize the needs and desires of consumers and combine it with market 

conditions is a key activity for a company to be able to maintain the viability 

of the company to remain exist. Marketing is not like any other business 

function. In this case, marketing deals with customers. Although a detailed 

explanation on the marketing definitions will be further discussed, perhaps the 

simplest definition of marketing is: Marketing is managing profitable 

customer relationship. The twofold goal of marketing is to attract new 
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customers by promising superior value and keep and grow of current 

customers by delivering satisfaction (Kotler and Amstrong, 2012: 4).  

American Marketing Association (AMA) in Kotler and Keller 

(2006:6) stated that marketing is an organizational function and a set of 

processes for creating, communicating, and delivering value to customer and 

for managing customer‟s relationship in ways that benefit the organization and 

its stakeholders. Understanding the definition of marketing which has been 

previously discussed explains that the marketing activities include a very wide 

scope of activities that starts from defining customer‟s needs and ends with 

customer‟s satisfaction. In other words, marketing activities begin and end on 

the consumer. For consumer oriented enterprise (market), then the marketing 

activities will begin and end on the consumer. This means that starting from 

determining what the consumer wants and ends with customer‟s satisfaction. 

Satisfaction of the needs of consumers is absolutely necessary for the survival 

of the company as reflected in the marketing concept. 

The marketing concept proposed by Kotler et al. (2005:6) explained 

that marketing is social and managerial process by which individuals and 

groups obtain what they need and want by creating and exchanging products 

and value with others. From the previous explanation, it is clear that the 

concept of the marketing company should be able to provide need and want to 

its potential or loyal customers to find out the company‟s needs in order to 

survive. 
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Figure 2.1 

The Core Concept of Marketing 

 

Source: Kotler et al. (2005:6) 

2.1.1 Marketing Management 

Marketing management is the art and science of choosing 

target markets and getting, keeping, and growing customers by 

creating, delivering, and communicating superior customer‟s value 

(Kotler and Keller, 2006:6). While marketing deals with customer 

needs and wants by segmenting, positioning also delivering it by 

advertising, sales promotion, etc. Marketing management takes care 

of issues and trends related to marketing problems that must be 

known and solved by marketing managers. 

 The tasks of marketing management are developing marketing 

strategies and planning, capturing marketing insight, connecting with 

1. Needs, wants, and 
demand 

2. Marketing Offers 
(products, service and 

experience) 

3. Value and 
Satisfaction 

4. Exchange 
transactions and 

relationships 

5. Market 
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customers, building strong brands, shaping the market offerings, 

delivering value, communicating value and creating long-term growth 

(Kotler and Keller, 2006:29-30). Every marketing people must ensure 

that they have a wide marketing channel to run their marketing strategy 

well. If one of the processes does not execute the target, the marketing 

results will be denied.  

2.1.2 Marketing Mix 

According to E J McCarthy (1960), Marketing mix is a 

general phrase used to describe the different kinds of choices 

organizations have to make in the whole process of bringing a product 

or service to market. The 4Ps is one way – probably the best-known 

way – of defining the marketing mix. McCarthy classified all these 

marketing tools under four broad categories: 

1. Product 

2. Price 

3. Place 

4. Promotion 
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Figure 2.2  

The Concept of Marketing Mix 

 

(Source: E.J. McCarthy, 1960) 

Below is the explanation for marketing mix by (E. J. McCarthy,1960): 

 Product: is the product‟s aspects of marketing deal with the specifications 

of the actual goods or services, and how it relates to the end-user's needs 

and wants. The scope of a product generally includes supporting elements 

such as branding, packaging, warranties, guarantees, and support. 

 Price refers: refers to the process of setting a price for a product including 

discounts. The price does not need to be monetary; it can simply be what 

is exchanged for the product or services, e.g. time, energy, or attention. 

Methods of setting prices optimally are in the domain of pricing science. 

 Place (or distribution):  refers to how the product gets to the customer; 

for example, point-of-sale placement or retailing. This third P has also 

Target 
Market 

Product 

Price 

Place 

Promotion 

https://en.wikipedia.org/wiki/Product_(business)
https://en.wikipedia.org/wiki/End-user
https://en.wikipedia.org/wiki/Brand_management
https://en.wikipedia.org/wiki/Price
https://en.wikipedia.org/wiki/Pricing_science
https://en.wikipedia.org/wiki/Distribution_(business)
https://en.wikipedia.org/wiki/Retailer
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sometimes been called Place, referring to the channel by which a product 

or service is sold (e.g. online vs. retail), which geographic region or 

industry, to which segment (young adults, families, business people), etc. 

It also refers to how the environment in which the product is sold can 

affect sales. 

 Promotion: This includes advertising, sales promotion, publicity, PR, 

direct marketing, digital marketing, sponsorship, and personal selling 

which  refers to the various methods of promoting the product, brand, or 

company. 

 These four elements are the basic components of a marketing plan 

and are collectively called 4 P‟s of marketing. 4 P‟s pertain more to 

physical products than services. A good way to understand the 4Ps is by 

the questions that we need to ask to define our marketing mix. 

2.3 Brand 

According to Kotler (2007:460), American Marketing Association defines 

brand as the name, term, sign, symbol or design, and combination of all. This 

means good or service from personal or group seller used to differentiate 

product from competitor. In classical definition, brand is linked to the 

identification of a product and the differentiation from its competitors with a 

certain name, logo, design or other visual signs and symbols (Heding et al, 

2009). De Chernatony and McDonald (2003:25) defined a successful brand as 

an identifiable product, service, person, or place augmented in such a way that 

a buyer or user perceives relevant and unique benefits, which match their 

needs more closely.  

https://en.wikipedia.org/wiki/Promotion_(marketing)
https://en.wikipedia.org/wiki/Advertising
https://en.wikipedia.org/wiki/Sales_promotion
https://en.wikipedia.org/wiki/Publicity
https://en.wikipedia.org/wiki/Sales
https://en.wikipedia.org/wiki/Brand
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  David A. Aaker in his book on “Managing Brand Equity “ cited by B2B 

International stated, 

“A brand is a distinguishing name and/or symbol (such as logo, 

trademark, or package design) intended to identify the goods or services 

of either one seller or a group of sellers, and to differentiate those goods 

or services from those of competitors. A brand thus signals to the 

customer the source of the product, and protects both the customer and 

the producer from competitors who would attempt to provide products 

that appear to be identical.” 

2.3.1 Definition of Brand 

First (2009) stated a brand does not exist by merely giving a 

product a name, a trademarked logo, unique packaging, a recognizable 

color and other possible design features. As Holt (2004:3) stated that 

the name, logo and design are the material markers of a brand. If a 

product does not yet have a history, these markers are empty. They 

have no meaning so there is no brand. Brand has various meanings 

depending on consumer‟s perception on what they see and describe in 

a different meaning. According to Kotler (2007:460), there are six 

kinds of meanings in a brand: 

1. Attribute 

A brand delivers certain attributes. For example, Jaguar hinted 

durable, expensive, high quality design, high value, prestigious, fast, 

etc. 

2. Benefit 
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A brand is not just a collection of attributes because what 

consumer‟s buy is the benefit of the product instead of the attribute. 

Attribute is supposed to be interpreted into functional and emotional 

benefit or psychological benefit. For example, the expensive attribute 

can be told as emotional benefit as “Jaguar increases my prestige.” 

3. Values 

A brand also states the values adopted by the producer. For 

example, Jaguar reflects high performance, security, and prestige. 

4. Culture 

There are certain cultures contained within a brand. For example, 

Jaguar is well-organized, efficient and high quality car. 

5. Personality 

A brand can project a certain personality. If a brand is visualized as 

person, animals, or an object, what can be imagined? Mercedes gives 

an impression of an authoritative leadership (person), a ruling 

lion(animal), or a magnificent palace (object). 

6. User 

A brand also implies the types of consumers who buy or use the 

product. For example, Mercedes is often perceived as top executive car 

midlife. 

2.3.2 Role of  a Brand 

According to Kotler (2007:332), a brand has significant roles 

for a company. They are as follows: 
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1. A brand identifies sources or producers, and it possibly 

makes consumer decide the responsibility to certain producer 

or distributor. 

2. A brand helps to simplify the handling or tracking the 

product and offer strong law protection for the feature or 

unique product‟s aspect. 

3. A brand can sign a certain quality so that it can make 

consumer choose a product easily and satisfactorily 

2.3.3 The Benefit of a  Brand 

   Brand benefits are personal values and meanings that 

consumers attach to a brand's product attributes. Frequently, a major 

distinction is made between three basic categories of benefits 

according to the underlying motivations to which they relate – 

functional, experiential, and symbolic benefits (Keller 2003a; Park, 

Jaworski, and Maclnnis 1986 as cited First, 2009). 

According to Ambler cited by Fandy (2007: 99), there are 

three kinds of brand benefits are: 

1. Economist 

 A consumer chooses a brand based on value for 

money offered by various brand 

 A brand is something that can be used to compete in 

the market 

 The relationship between a brand and a consumer 

starts from selling system. Premium price can be 
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function as risk assurance for a company. A consumer 

would prefer an expensive one and feel satisfied rather 

than cheaper one but has no proper performance 

2. Functional 

 A brand guarantees good quality 

 A brand gives an opportunity for differentiation. 

Companies also expand their brand with new type of 

products and improves differentiation of quality 

 A brand facilitates promotion and sponsorship 

 A brand facilitates extensive availability of a 

product 

 A brand marketer emphasizes the end users and 

toward issues that will be resolved 

3. Psychology 

 A brand is a simplification of all product 

information that needs to be understood by consumer 

 Brand symbolism does not only influence others‟ 

perception but also self-identification with certain 

objects 

 A brand strengthens self-image and other perception 

toward user/owner 

 Brand choice is not always based on consideration of 

rationality. In many cases, emotional factor has a 

dominant role in purchasing decision 
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2.4 Brand Equity 

Although there are various definitions with different views of brand equity, 

all researchers mostly agree with the term “added value”. Aaker (1991; 2009) 

believed that “brand equity is a set of brand assets and liabilities linked to a brand; 

its name and symbol, which add to or subtract from the value provided by a 

product or service to a firm and/or to that firm‟s customers”. It means that brand 

equity is the added value that bonds with consumers. 

According to Schiffman (2008:215) Brand Equity is an additional value 

given by brand to a product. This value is reflected in ways of consumers think, 

feel, and act toward brand, price, and target market, and the profitability owned by 

a company (Kotler, 2007: 334). 

According to Aaker (1991; 2009), brand equity could be evaluated from 

brand loyalty, brand awareness, perceived quality, brand associations and other 

proprietary brand assets. Aaker categorized brand equity into two groups, which 

are consumer-based brand equity, consisting of the first four elements, and the 

second group is the other proprietary assets, such as patents, trademarks and 

channel relationships. 
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Figure 2.3 

Elements of Brand Equity 

 

Source: Secondary Data Processed, David Aaker in Y.L and Lee Journal 2011 

. 

2.4.1 Brand Awareness 

Brand awareness refers to the strength of a brand‟s presence 

in consumers‟ minds and is an important component of brand 

equity (Aaker, 1991; Keller, 1993). Aaker mentioned several levels 

of brand awareness, ranging from mere recognition of the brand to 

dominance, which refers to the condition where the brand involved 

is the only brand recalled by a consumer. Aaker (1991, p. 61) 

defines brand awareness as “the ability of the potential buyer to 

recognize and recall that a brand is a member of a certain product 

category”. According to Keller, brand recall refers to consumers‟ 

ability to retrieve the brand from memory, for example, when the 

product category or the needs fulfilled by the category are 

mentioned. Keller (1993, p. 3) argued that “brand recognition may 

be more important to the extent that product decisions are made in 

the store”. Customer-based brand equity occurs when the consumer 

has a high level of awareness and familiarity with the brand and 

Brand Equity 

Brand Awareness 

Perceived Quality 

Brand Association 

Brand Loyalty 
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holds some strong, favorable, and unique brand associations in 

memory. 

Organizations can generate brand awareness by, firstly 

having a broad sales base, and secondly becoming skilled at 

operating outside the normal media channels. Brand awareness is 

measured according to the different ways in which consumers 

remember a brand, which may include unaware brand, recognition, 

brand recall, top of the mind brand (Aaker, 1997).  

a) Unaware brand is the lowest level in the pyramid brand 

awareness, where the consumer is not aware of the 

existence of a brand which is done by the aid of recalling 

(aided recall). 

b) Brand recognition is related to consumers‟ ability to 

confirm prior exposure to that brand when given the brand a 

cue. It requires that consumers can correctly discriminate 

the brand which has been previously seen or heard.  

c) Brand recall: Brand recall relates to consumers‟ aptitude to 

retrieve the brand from memory given the product category, 

the needs fulfilled by the category or a purchase or usage 

situation as a cue. It requires consumers to correctly 

generate the brand from memory when given a relevant cue.  

d) Top-of-mind brand is the brand name that first comes to 

mind when a consumer is presented with the name of a 

product classification.  
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Brand awareness creates value in different ways. Brand 

awareness provides the anchor to which other associations can be 

linked. Recognition provides the brand with a sense of familiarity 

and people like familiarity. In the absence of motivation to engage 

in attribute evaluation, familiarity may be enough. Brand 

awareness can be a signal of substance. The first set in the buying 

process often is to select a group of brands to consider. Brand 

awareness can be crucial to getting into this group (Aaker1991). 

 

2.4.2 Brand Association 

A brand association is “anything linked in memory to a 

brand” (Aaker, 1991, p. 109). Aaker (1991) argued that a brand 

association has a level of strength, and that the link to a brand 

(from the association) will be stronger when it is based on many 

experiences or exposures to communications, and when a network 

of other links supports it. Brand associations may reflect 

characteristics of the product.  

Aaker (1996) conceptualized that brand awareness must 

precede brand associations. That is where a consumer must first be 

aware of the brand in order to develop a set of associations 

(Washburn and Plank, 2002). Brand association contains the 

meaning of the brand for consumers (Keller, 1993). It is anything 

linked in memory to a brand (Aaker, 1991). Brand associations are 

mostly grouped into a product-related attribute like brand 
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performance and non- product related attributes like brand 

personality and organizational associations (Aaker, 1996; Chen, 

2001; Keller, 2003; Netemeyer et al., 2004; Pappu et al., 2005). 

Customers evaluate a product not merely by whether the product 

can perform the functions for which it is designed for but the 

reasons to buy this brand over the competitors (Aaker, 1996) such 

as brand‟s fault-free and long-lasting physical operation and 

flawlessness in the product‟s physical construction (Lassar et al., 

1995). 

Brand personalities include symbolic attributes (Aaker, 

1996; Keller, 1993; Chen, 1996) which are the intangible features 

that meet consumers needs for social approval, personal expression 

or self-esteem (Keller, 1993; Hankinson and Cowking, 1993; Pitta 

and Katsanis, 1995). The symbolic attributes that are commonly 

linked to a brand are:   

1. Social Image: Lassar et al (1995) argued that social 

image which includes the attributions a consumer makes 

and a consumer thinks that others make to the typical user 

of the brand is more relevant in measuring customer-base 

brand equity.   

2. Perceived value: Consumer choice of a brand depends on 

a perceived balance between the price of a product and all 

its utilities (Lassar et al., 1995). A consumer is willing to 
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pay premium prices due to the higher brand equity (Aaker, 

1993). 

3. Trustworthiness: It refers to the level of confidence a 

consumer places in the organization (Lassar et al., 1995). 

As a customer buys a good or service before experiencing 

it, fostering of trust is a key to build a customer relationship 

(Kinard and Capella, 2006).     

4. Country-of- origin: It leads to associations in the minds 

of consumers (Aaker, 1991; Keller, 1993). Country image 

can influence perceived quality and brand loyalty. (Pappu et 

al, 2007). Country of origin refers to the country of origin of 

a firm or a product (Johansson et al., 1985; Ozsomer and 

Cavusgil, 1991).    

Organizational associations include corporate ability and 

social responsibility associations (Aaker, 1996; Chen, 2001). 

Consumers will consider the organization, which is related to 

people, values, and programs that lies behind the brand. Brand- as-

organization can be particularly helpful when brands are similar 

with respect to attributes or when a corporate brand is involved 

(Aaker, 1996). Corporate social responsibility (CSR) influences the 

development of brands (Blumenthal and Bergstrom, 2003) as the 

public is interested to know what, where, and how much brands 

give back to the society. 
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2.4.3 Perceived Quality 

Perceived quality is another important dimension of brand 

equity (Aaker, 1991). Aaker measures perceptions quality using 

quantitative techniques by providing questions about the quality of 

products and services. Perceived quality cannot necessarily be 

objectively determined, because perceived quality itself is a 

summary construct.  

1) Quality of products 

a) Performance: how well a product performs its 

function. 

b) Features (product characteristics). 

c) Conformance with specifications 

d) Reliability.  

e) Serviceability. 

f) Fit and finish. 

2) Quality of service 

a) Reliability. 

b) Responsiveness. 

c) Assurance. 

d) Empathy. 

e) Tangibles. 

There are five values that can be described on perceived 

quality (Aaker1991). Next is a general description of perceived 

quality: 
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1) Reasons to buy 

Limitations of information and money when 

making a purchase decision are influenced by the 

perceived quality of a brand that is in the minds of 

consumers. Therefore, the reason for purchasing decision 

is usually based only on perceived quality of the brand to 

be bought. 

2) Differentiation or position 

An important characteristic of brand is its position 

in the dimension of perceived quality, whether the brand is 

super optimum, optimum, worth, or economic. In addition, 

regarding to its perceived quality, it is the position of a 

brand whether it is the best brand or just competitive 

against other brands. 

3) Premium Price  

The advantage of perceived quality gives options 

in the determination of premium price. Premium price can 

increase profits or provide resources for reinvestment. A 

variety of efforts is used to build brand, such as 

strengthening the awareness or association of product 

quality. 

4) The Interest of Distribution channel  

Perceived quality also has significance for retailers, 

distributors, and other channel posts. Retailers or other 
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channel posts can offer a product that is perceived to have 

a high quality with interesting price and can control the 

traffic of distribution. Post motivates the distribution 

channel to channel brands that are wanted by consumers. 

5) The Brand Extension 

A brand with a strong perceived quality can be 

exploited to the direction of brand extension. Brand with 

strong perceived quality can be used to introduce a new 

product category, which is in various kinds. Products with 

strong perceived quality will have bigger chance of 

success than the weak brands, so the expansion of brand 

products with a strong quality perception allows larger 

market share. In this case, perceived quality is a 

significant guarantee over brand extensions. 

 Perceived quality is not the actual quality of the product 

but the consumer‟s subjective evaluation of the product (Zeithaml, 

1988, p. 3). It is a competitive necessity and many companies 

today have turned customer-driven quality into a potent strategic 

weapon. They create customer‟s satisfaction and value by 

consistently and profitably meeting customer‟s needs and 

preferences for quality. Kotler (2000) drew attention to the intimate 

connection among product and service quality, customer‟s 

satisfaction, and company profitability. 
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According to Aaker (1991), perceived quality is an 

intangible overall feeling about brand, usually based on underlying 

dimensions. Thus, perceived quality is related to consumer‟s 

subjective perception of a product or brand attributes involved  in 

the decision-making process. Following Zeinthaml (1988), the 

perceived quality is the global outcome of the experience of the 

different sensory stimuli that the consumer is rather unable to 

analyze, but that can be used as a global assessment of the 

competitive quality of a brand. Accroding to Aaker (1991, 1996), 

perceived quality is conceptualized as an intangible overall 

evaluation of a brand, usually based on some underlying 

dimension, such as the products charactheristics attached to a brand 

like reliability and perfomance. 

2.4.4 Brand Loyalty 

Brand loyalty is a major component of brand equity. Aaker 

(1991, p. 39) defined brand loyalty as a situation which reflects 

how likely a customer will be to switch to another brand, especially 

when that brand makes a change, either in price or in product 

features. Javalgi and Moberg (1997) defined brand loyalty 

according to: 

1. Behavioral perspectives: it is based on the amount 

of purchases for a particular brand 

2. Attitudinal perspecitves: it incorporates consumer‟s 

preferences and dispositions towards brands 
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3. Choice perspectives: it focuses on the reasons for 

purchases or the factors that may influence choices 

These brand loyalty definitions were empirically researched 

under three major categories: multi domain approach, behavioral 

approach, and attitudinal approach (Rundle-Thiele and Bennett, 

2001). Oliver (1997) defined brand loyalty as a deeply held 

commitment to rebuy or repatronise a preferred product or service 

consistently in the future, despite situational influences and 

marketing efforts having potential to cause switching behavior. 

Oliver‟s definition emphasizes the behavioral dimension of brand 

loyalty, whereas Rossiter and Percy (1987) argued that brand 

loyalty is often characterized by a favorable attitude towards a 

brand and repeated purchases of the same brand over time. Brand 

loyalty is also conceptualized based on an attitudinal perspective. 

Chaudhuri and Holbrook (2001, p. 82) argued that attitudinal brand 

loyalty includes a degree of dispositional commitment in terms of 

some unique value associated with the brand. From an attitudinal 

perspective, brand loyalty is defined as “The tendency to be loyal 

to a focal brand, which is demonstrated by the intention to buy the 

brand as a primary choice” (Yoo and Donthu, 2001, p. 3) 

From a behavioral perspective, brand loyalty is defined as 

the degree to which a consumer concentrates its purchases over 

time on a particular brand within a product category (Schoell and 

Guiltinan 1990). Brand loyalty adds considerable value to a brand 
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because it provides a set of habitual buyers for a long period of 

time (Aaker,1991). Brand loyalty is conceptualized as a situation 

which reflects how likely a customer will be to switch to another 

brand, especially when the brand makes a change, either in price or 

features. Keller (2003) referred to a brand loyalty as the nature of 

customer-brand relationship. These definitions highlight that brand 

loyalty is a core dimension of Brand Equity (Aaker,1991). 

Customers who are loyal to a particular brand buy more and are 

willing to pay higher prices (Zeinthaml et al. 1996).   

2.5  Consumer’s Behavior 

According to Glenn & Gordon (1970) in Yun (2013), consumers‟ 

behavior is determined by the consumers themselves. They decide what to 

buy, when tobuy, where to buy, and whether to buy, which is a process for 

consumers in using products or services. Consumers‟ behavior discovers 

how consumers decide their purchasing decisions. Those factors will 

influence their purchase intention and royal intention in the future (Lin, 

2008 in Yun, 2013). 

2.5.1 Concept of Consumer’s Behavior 

Jeddi et al. (2013) mentioned seven key concepts of 

consumer‟s behavior as follow: 

1. Consumer‟s behavior is motivational. The definition of 

consumer‟s behavior is to meet the needs and demands of 

the customer. Behavior is a tool to achieve objectives and 
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target consumers derived from his needs and desires 

(Wilke, 2000 in Jeddi et al., 2013). 

2. Consumer behavior includes many activities. All 

consumers have differences in terms of thoughts, feelings, 

and decisions with each other. Marketers must pay attention 

to the activities of consumers. Consumers activities are 

seeing advertisement, purchase decision, paying decision 

(cash, credit), and so on. 

3. Consumer‟s behavior is a process. The selection, purchase, 

and consumption of goods and services include in 

eliminating of three steps before buying activities, 

purchasing activities, and activities after purchase 

(Rostami, 2001 in Jeddi et al., 2013). 

4. Consumer‟s behavior at different times has different 

complexity. Buying different product by different people 

has different implications. Buying some goods involves all 

three-process steps of consumer‟s Behavior. Meanwhile, 

buying goods that are consumed regularly is very simple, 

and it does not require multiple steps. Customers try to 

make buying process simple by trusting others who show 

loyalty to the brand. 

5. Consumer‟s behavior includes different roles. Consumers 

in different time can play each three roles that are affective, 

buyers, and as consumer. When we buy something for 
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ourselves, we can play the three roles (Golchinfar, 2006 in 

Jeddi et al., 2013). 

6. Consumer‟s behavior is influenced by external factors. 

Consumer behavior is influenced by many external factors 

such as culture, subculture, and social classes. These effects 

can be short, medium, or long in term. 

7. Consumer‟s behavior is different for different people. 

Because people have different desires and needs, so their 

behavior is different. The difference on consumer‟s 

behavior makes predicting consumer‟s behavior becomes 

more difficult. To resolve this problem, marketers need to 

categorize the market (Abbasi & Torkamani, 2010 in Jeddi 

et al., 2013). 

2.6  Purchase Intention 

According to Howard (1991, p. 41), purchase intention is closely related to 

consumers‟ plans in making actual purchase in certain period of time. Purchase 

intention also can be described as the urge or motivation arising from consumers‟ 

minds to purchase a certain brand after they evaluate it before deciding to make 

any purchase based on their needs, attitudes, and perceptions towards the brands 

(McCarthy, 2002, p.298; Durianto& Liana, 2004, p. 44; Madahi&Sukati, 2012). 

In marketing a brand, purchase intention is considered as a crucial factor to 

know and predict the consumer‟s behavior (Durianto & Liana, 2004). It is also 

proven by some researches (Pi et al., 2011; Pavlou & Gefen, 2004) that purchase 

intention acts as an important factor influencing the actual final purchase and may 
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lead to repeat buying in the future. Tariq et al., (2013) argued that purchase 

intention is a multi-step process. First, consumers collect any related information 

regarding their desired brand. Then, they will start to evaluate it by using its 

attributes since they have experienced the product and have complete product 

knowledge about the product. If the product suits them, they will purchase it again 

in the future. 

The immediate determinant of whether consumers will engage in a particular 

behavior is their intention to engage in that behavior (Peter and Olson 2010:145). 

According to Peter and Olson (2010:150) predicting consumers‟ future behaviors, 

especially their purchase behavior is a critical aspect of forecasting and marketing 

planning. According to the theory of reasoned action (Fishbein 1980 in Peter and 

Olson 2010:150), predicting consumers‟ purchase behaviors is a matter of 

measuring their intentions to buy just before they make a purchase to accurately 

predict behaviors. Marketers should measure consumers‟ intentions at the same 

level of abstraction and specificity as the action, target, and time components of 

the behavior.  Measures of purchase intentions are often the best way to predict 

future purchase behavior. In addition, in the Purchase decision process, between 

evaluation stage and purchase decision, the consumer forms preference among the 

brands in the choice set. The consumer may also form an intention to buy the most 

preferred brand. This is often called purchase intention (Kotler and Amstrong 

2014:177). 
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Figue 2.4  

Steps between Evaluation of Alternatives and Purchase Decision 

 

 

 

Source :Kotler and Keller( 2006:187) 

After the a consumer evaluates each alternatives in the evoked set, he or she 

forms an intention to purchase a particular product or brand (Ferrel and Hartline 

2008:155). Moreover, a purchase intention and the actual act of buying are 

different concept. Every customers may have an intention to buy a product and 

they are also influenced by unexpected situational factors. The consumer may 

form a purchase intention based on factors such as expected family income, 

expected price and expected benefits from the product. When the consumer is 

about to act, unexpected situational factors may arise to change the purchase 

intention (Kotleret al. 2005:285) 

On the other hand, purchase intention can measure the possibility of a 

consumer to buy a product, and the higher the purchase intention, the higher a 

consumer‟s willingness to buy a product (Schiffman and Kanuk, 2000; Yiho et. al 

2014). Purchase intention is the probability that customers in a certain purchasing 

situation choose a certain brand of a product category (Crosno et. al, 2009). 

Purchase intention refers to the subjective judgment by the consumers that is 

reflected after the general evaluation to buy a product or services (Dodds et. al., 

1991; Chi et. al 2009). For marketers, purchase intention is generally defined as 

Evaluation of 

alternatives 

Purchase Intention Purchase Decision 
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forecasted consumer behavior which is highly dependent on this purchase 

intention of the customers (Rizwan et al. 2014). Purchase intention occurs when 

consumer forms a positive intention to buy and it becomes a commitment that the 

brand is positive and good. This may encourage consumer to make actual buying 

decision (Schiffman, Kanuk 2007:238) 

 

2.6.1 Purchase Intention Measurement 

   According to Till and Busler (2000:6), 3 items are used to measure 

purchase intention, which are: 

1. Unlikely/likely 

2. Improbable/probable 

3. Definitely would not/definitely would 

 This measurement was also used by Cunningham, Fink and Kenix 

(2008:374). In the research, they used the positive statement to measure potential 

consumer intention to purchase. They are explained as follow: 

A. Likely: refers to the consumers‟ plan in purchasing a product. 

B. Probable: refers to the probability in purchasing a product. 

C. Definitely would: refer to the certainty in purchasing. 
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2.7 Research Framework 

This research aims at identifying the impact of Brand Equity towards 

consumer‟s Purchase Intention of Teh Botol Sosro Product on college students at 

the Faculty of Economics and Business Brawijaya University. The researcher 

distributed the questionnaires to the consumers in this case the students at the 

Faculty of Economics and Business who consume who are considered as samples 

of the population. The research framework concept will be explained as follows: 

 

 

 

 

 

 

 

 

 

 

 

 



43 
 

Figure 2.5 

Research Framework 
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2.7 Research Hyphothesis 

According Sekaran and Bougie (2010: 87), hypothesis is a tentative, yet 

testable, statement that predicts what researcher expects to find out on his 

empirical data. Moreover, hypothesis can be proven and corrected if it is 

supported by empirical data (fact on the field). The hypothesis concept is as 

follows: 
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Figure 2.6 

Hypothesis Model 
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 Based on the research problems, research objectives, literature review, and 

previous researchers, four dimensions of brand equity include brand awareness, 

brand association, perceived quality, and brand loyalty (Aaker 1991; 2009), will 

be used as the variables in this study. The hyphotheses of this study are: 

1. The effect of Brand Awareness on Purchase Intention 

 In this research the theory of Brand Awareness is developed by 

replicating the previous research from Jalilvand, Samei and Mahdavinia (2011). 

This research found that brand awareness has significant influence on the 

consumers‟ purchase intention toward the product. According to Keller (2003), 

brand awareness plays an important role in consumer‟s decision making by 

bringing three advantages; these are learning advantages, consideration 

advantages, and choice advantages. According to previous research the research 

hyphotesis can be determined as follows: 

H1: Brand Awareness has a significant effect on Consumer’s Purchase 

Intention of Teh Botol Sosro. 

2. The effect of Brand Association on Purchase Intention 

 Brand Associations represent basis for purchase decisions and also 

create value to firm and its customes.  Aaker (1991) has listed the benefits of 

brand associations namely: helping to process/retrieve information, 

differentiating the brand, generating a reason to buy, creating positive 

attitudes/feelings, and providing a basis for extensions. According to previous 

research the research hyphotesis can be determined as follows: 
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H2: Brand Association has a significant effect on Consumer’s Purchase 

Intention of Teh Botol Sosro. 

3. The effect of Perceived Quality on Purchase Intention 

 Perceived Quality also provides value to consumers by providing 

them with a reason to buy and by differentiating the brand from competing 

brands. According to Aaker (1991), Perceived quality is another important 

dimension of brand equity. Perceived quality is not actual quality of the product 

but the consumer‟s subjective evaluation of the product (Zeinthaml, 1988, p. 3). It 

is a competitive necessity and many companies today have turned customer-

driven quality into a potent strategic weapon. They create customer’s satisfaction 

and value by consistently and profitability meeting customer‟s needs and 

preferences for quality. According to previous research hypothesis can be 

determined as follows: 

H3: Perceived Quality has a significant effect on Consumer’s Purchase 

Intention of Teh Botol Sosro. 

4. The effect of Brand Loyalty on Purchase Intention 

 Aaker (1991, p. 39) defined brand loyalty as a situation which 

reflects how likely a customer will be to switch to another brand, especially when 

that brand makes a change, either in price or in product features. Javalgi and 

Moberg (1997) defined brand loyalty according to behavioral, attitudinal, and 

choice perspectives. In this case, behavioral perspective is based on the amount of 

purchases for a particular brand, attitudinal perspective incorporates consumer 
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preferences and dispositions towards brands. According to previous research the 

hyphothesis can be determined as follows: 

H4: Brand Loyalty has a significant effect on Consumer’s Purchase Intention 

of Teh Botol Sosro. 

5. The effect Simultaneously Brand Equity on Purchase Intention. 

 According previous research, there is a relationship between brand 

equity and purchase intention. Although empirical evidence indicated that brand 

equity can affect purchase intention in various contexts (Ashil and Sinha, 2004; 

Chang and Liu, 2009. According to Keller (2003), brand awareness plays an 

important role in consumer’s decision making by bringing three advantages 

namely learning advantages, consideration advantages and choice advantages. 

Brand Associations represent basis for purchase decisions and also create value to 

the firm and its customers. Aaker (1991), has listed the benefits of brand 

associations as follow: helping the process/retrieve information, differentiating the 

brand, generating a reason to buy, creating positive attitudes/feelings, and 

providing a basis for extensions. Similar to brand associations, perceived quality 

also provides value to consumers by providing them with a reason to buy and by 

differentiating the brand from competing brands. According to the literature, the 

definitions of brand loyalty are based on a behavioral perspective accentuated 

consumer intentions to be loyal to the brand as reflected in purchase intention and 

there is relationship between brand equity and purchase intention simultaneously. 

According to previous research the hypothesis can be determined as follows: 

H5: Brand Equity has a significant effect on Consumer’s Purchase Intention 

of Teh Botol Sosro 
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CHAPTER III 

RESEARCH METHOD 

3.1 Type of Research 

 Based on the explanation of the charactheristics of research problems and  

research objectives that were examined, the type of research used in this study is 

quantitative research and it is included into explanatory research. According to 

Maxwell and Mittapalli (2008, p.324-326), the term explanatory research refers to 

a research in question which is intended to explain, rather than simply to describe 

the phenomena which has been quanititative in nature and has been typically 

tested prior hyphotheses by measuring relationships between variables. 

3.2 Research Location 

  The research was carried out to potential consumers of Teh Botol Sosro at 

the Faculty of Economics and Business Brawijaya University. The researchers 

distribute questionnaires directly to student consumers of Teh Botol Sosro product 

at the Faculty of Economics and Business Brawijaya University. 

3.3 Population and Sample 

  This study uses a survey approach. Due to that reason, population and 

sampling are needed to restrict the research object or subject. Population and 

sample of this study can be explained below. 
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3.3.1 Population 

 According to Sekaran and Bougie (2010:262), population refers to the 

entire group of people, events, or things of interest that the researcher wishes to 

investigate. It is group of people, events or things of interest for which the 

researcher wants to make inferences. The population in this study is the student 

consumers of Teh Botol Sosro Product at the Faculty of Economics and Business 

Brawijaya University (UB). Students of the Faculty of Economics and Business, 

Brawijaya University consist of class of 2011 to 2015 batch.  Based on the data 

from Faculty Economics and Business Brawijaya University (UB) the total 

number of students starting from class of 2011 consists of 1044 students, class of 

2012 consists of 1323 students, class of 2013 consists of 1145 students, class of 

2014 consists of 1054, and class of 2015 consists of 1034.  

Faculty Economics and Business canteen was chosen as the place to select 

the population in this research because, canteen at the Faculty of Economics and 

Business Brawijaya University sells a product of Teh Botol Sosro brand. Based on 

the data source of the seller in the canteen of the Faculty of Economics and 

Business Brawijaya University, it shows that in December 3, 2015 the stock sales 

of Teh Botol Sosro reach: 

Table 3.1 

Stock Sales Teh Botol Sosro at FEB UB 

a. Per day sales 

1) 1 Cardboard Teh Botol Sosro packaging box contains 24 boxes 

2) 1 Cardboard Teh Botol Sosro packaging bottle contains 24 bottles 

b. Weekly sales 

1) 5 Days = 5 Cardboard x 24 box  = 120 box 

2) 5 Days = 5 Bottle  x 24 bottle  = 120 bottle 

Source: Primary Data at canteen FEB UB (2015) 
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Based on these data, the sales of  Teh Botol Sosro in a month reaches 480 

packaging box and 480 packing bottles. With regard to this result sale, it 

provides the researcher with a strong reason to choose research location  at the  

Faculty of Economics and Business Brawijaya University. 

3.3.2 Sample 

 According to Sekaran (2006, p.133), sample describes as a number of 

population‟s member but not every population‟s member can be defined as 

sample.  A census involves a complete count of each element in a population. On 

the other hand, a sample is a subgroup of the population (Malhotra and Peterson, 

2006,p.71). Thus, the sample of this study 120 students of Faculty Economics and 

Business University of Brawijaya (UB) who have intention to purchase Teh Botol 

Sosro. 

3.3.3 Sampling Technique 

 Sampling technique has two types that are probability sampling and non-

probability sampling. In this case, sampling is the design that the elements in the 

population have some known, nonzero chance or probability of being selected as 

sample subjects. In non-probability sampling is the elements do not have a known 

or predetermined chance of being selected as subjects. Probability sampling 

designs are used when the representativeness of the sample is of importance in the 

interests of wider generalizability. When time or other factors, rather than 

generalizability, become critical, nonprobability sampling is generally used. 

Therefore, the findings from the study of the sample cannot be confidently 

generalized to the population (Sekaran and Bougie, 2010). 
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 According Sekaran and Bougie (2010), the categories of non probability 

sampling that is used in this study is purposive sampling. Purposive sampling is 

instead of obtaining information from those who are most readily or conveniently 

available, it might sometimes become necessary to obtain information from 

specific target groups. The two major types of purposive sampling is judgment 

and quota sampling. Judgment sampling is a sampling technique in which the 

researcher selects the sample members based on some criteria. The criteria of the 

sample that be used in this study are:  

1. The consumers Teh Botol Sosro product in Faculty Economics and Business 

University of Brawijaya Malang 

2. The consumers who have intention to purchase the product Teh Botol Sosro 

3.3.4 Sampling 

  According Roscue (1975) cited by Sekaran (2006) the population cannot 

be known for its certainty so the researcher determines the size of the sample 

based on the rule. The rules in determining the size of a sample are as follow: 

1. Sample sizes which are larger than 30 and less than 500 are appropriate for 

most research. 

2. When samples are broken into subsamples; (male/females, juniors/seniors) 

a minimum sample size of 30 for each category is necessary. 

3. In multivariate research (including multiple regression analysis), the 

sample size should be several times (preferably 10 times or more) as large 

as the number of variables in the study. 
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4. For simple experimental research with tight experimental controls (e.g 

matched pairs), it is possible to have samples as small as 10 to 20 in size 

for successful research. This research uses multiple regression analysis and   

based on the statement above, the sample size must be 10 times or more as 

large as the number of variable and the sample size which is larger than 30 

and less than 500 are appropriate. This research takes Brand Equity as 

independent variable including Brand Awareness (X1), Brand 

Association(X2), Perceived Quality (X3), Brand Loyalty (X4) and one 

dependent variable which is Purchase Intention (Y). The researcher has 

decided that the sample size which is taken (10 times or more) 30 x 4 (total 

variables). Therefore, the total samples are 120 (larger than 30 and less 

than 500) respondents that represent the population. 

3.4 Type of Data 

 The data used in this research consist of primary data and secondary data. 

Primary and secondary data are described as follow: 

a. Primary Data 

According to Sekaran and Bougie (2010:61), primary data 

is the first hand information obtained by the researcher on the 

variables of interest for specific purpose of the study. The primary 

data obtained from this study are acquired by distributing 

questionnaires to student consumers of Teh Botol Sosro product at 

the Faculty of Economics and Business Brawijaya University. 

b. Secondary Data 
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According to Sekaran and Bougie (2010:184), secondary 

data is information gathered by someone other than the researcher 

conducting the current study. The secondary data is data obtained 

by other people, website, books, article, journals, and other 

literature. 

3.5 Data Collection Method  

  The techniques of data collection method that is used to collect both 

primary and secondary data are as follow: 

A. Primary Data 

a. Questionnaire 

According to Sekaran (2003:236), a questionnaire is a pre-

formulated written set of questions to which respondents record 

their answers, usually within rather closely defined alternatives. 

Questionnaires are an efficient data collection mechanism when the 

researcher knows exactly what is required and how to measure the 

variables of interest. 

B. Secondary Data 

a. Literature Review 

Literature review is data collection method which is done by 

studying the literature that support and complement the data of this 

research. The researcher obtains this data by studying literature 

such as, people, website, books, article, journals, and other 

literature. 
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3.6 Research Variable and Variable Operational Definition  

3.6.1 Research Variable  

 According to Sekaran and Bougie (2010:69), variable is anything that can 

be taken in differing or varying values. Meanwhile, different book by Sekaran 

(2006:4) stated that operational definition of variable is related to the effort of 

defining a concept to make it measurable. The independent variables in this study 

are Brand Awareness, Brand Association, Perceived Quality, Brand Loyalty, 

while the dependent variable is Purchase Intention. The followings are the  

operational definition consisting of independent variables and dependent variable   

determined by the indicator variable: 

a. Independent Variable 

According to Sekaran and Bougie (2010: 72), independent variable is the 

variable that can influence the dependent variable in both positive and negative 

way. In this research the independent variables are: 

1. Brand Awareness (X1) 

2. Brand Association (X2) 

3. Perceived Quality (X3) 

4. Brand Loyalty (X4) 

b. Dependent Variable  

According to Sekaran and Boguie (2010:70), is the variable of primary 

interest to the researcher. Dependent variable is affected by the independent 

variable. The researcher‟s goal is to understand and describe the dependent 

variable, or to explain its variability, or predict it. From the Independent 

vaiable we can know that (X) Variable affects (Y) variable. 
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3.6.2 The Operational  definition of Variable   

 The title of this minor thesis is “The impact of Brand Awareness, Brand 

Association, Perceived Quality, Brand Loyalty components on Purchase 

Intention”. Therefore, there are five variables of the study which are described as 

follow: 

1. Brand Awareness (X1) 

 According to (Aaker 1991, Keller 1993), brand awareness refers to 

the strength of a brand‟s presence in consumer‟s mind and is an important 

component of brand equity. According to Keller (1993), brand recall refers 

to consumers‟ ability to retrieve the brand from memory. According to 

Keller (1993, p.3), brand recognition may be more important to the extent 

that product decisions are made in store”.The indicators of Brand 

Awareness are: 

- X1.1Unaware brand is the lowest level in the pyramid brand 

awareness, where the consumer is not aware of the existence of a 

brand 

- X1.2 Brand recognition is related to consumers‟ ability to confirm 

prior exposure to that brand when given the brand a cue 

- X1.3 Brand recall is related to consumers‟ aptitude to retrieve the 

brand from memory given the product category 

- X1.4 Top-of-mind brand,  is the brand‟s name that first comes to 

mind when a consumer is presented the name of a product  

2. Brand Association (X2) 
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According to Aaker (1991), brand association is “anything linked 

in memory to a brand”. Aaker (1991) argued that a brand 

association has a level of strength, and that the link to a brand 

(from the association) will be stronger when it is based on many 

experiences or exposures to communications, and when a network 

of other links supports it. The indicators are: 

- X2.1, Social Image: Lassar et al (1995) argued that social image 

which includes the attribution a consumer makes and a consumer 

thinks that others make to the typical user of the brand is more 

relevant in measuring customer-base brand equity.   

- X2.2, Perceived value: Consumer‟s choice of a brand depends on a 

perceived balance between the price of a product and all its utilities 

(Lassar et al., 1995). A consumer is willing to pay premium prices 

due to the higher brand equity (Aaker, 1993). 

- X2.3, Trustworthiness: it refers to the level of confidence consumer 

places in the organisation (Lassar et al., 1995). As a customer buys a 

good or service before experiencing it, fostering of trust is a key to 

build a customer relationship (Kinard and Capella, 2006).     

- X2.4, Country-of- origin: it leads to associations in the minds of 

consumers (Aaker, 1991; Keller, 1993). Country image can influence 

perceived quality and brand loyalty. (Pappu et al, 2007). Country of 

origin refers to the country of origin of a firm or a product 

(Johansson et al., 1985; Ozsomer and Cavusgil, 1991).    

3. Percieved Quality (X3) 
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According to Aaker (1991), perceived quality is a nother important 

dimension of brand equity. Perceived quality is not the actual quality of the 

product but the consumer‟s subjective evaluation of the product (Zeithaml, 

1988, p. 3).The indicators are: 

- X3.1, Quality of products  consist of Performance, features, 

conformance, realibilty, etc. 

- X3,2, Quality of service, consist of realibility, responsiveness, 

assurance, empathy, tangibles. 

4. Brand Loyalty (X4) 

According Aaker (1991, p.39) brand loyalty is a major compnent 

of brand equity. Brand loyalty as a situation which reflects how 

likely a customer will be to switch to another brand, especially 

when that brand makes a change, either in price or in product 

features. The indicators are:  

- X4,1, Behavioral pesrpectives are the amount of purchases for a 

particular brand 

- X4,2, Attitudinal perspectives incorporate consume preferences 

and dispositions towards brands 

- X4,3, Choice perspectives  focus on the reasons for purchases or 

the factors that many influence choices 

5. Puchase Intention 

According to Howard (1991, p.41), purchase intention is closely 

related to consumers‟ plan in making actual in certain period of time. In 

marketing a brand, purchase intention is considered as a crucial factor to know 
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and predict the consumer‟s behavior (Durianto & Liana, 2004). The indicators 

are: 

- Y1, Likely: refers to the consumers‟ plan in purchasing a product. 

- Y2, Probable: refers to the probability in purchasing a product. 

- Y3, Definitely would: refers to the certainty in purchasing. 

 

 

Table 3.2 

Operational Variable (Brand Awareness, Brand Association, 

Perceived Quality, and Brand Loyalty) of Research 

 

Variable Indicator Item Source 

 

 

Brand 

Awareness 

( X1 ) 

 

 

Brand Recall (X1.1)  I can quickly recall symbol or logo 

of Teh Botol Sosro product/brand 
 

 

 

Yooet al.  

(2000) 

 

Brand Recall (X1.2) I can quickly recall some 

characteristics of the Teh Botol Sosro 

product/brand 

Brand Recognition  (X1.3) I can recognize Teh Botol Sosro 

product/brand quite easily in comparison 

with the other competing product/brand 

Top of Mind Brand (X1.4) I know  how Teh Botol Sosro 

product/brand looks like 

Brand 

Association 

(X2) 

Social Image 

 

(X2.1)  I consider the company and people 

who stand behind the Teh Botol Sosro 

product/brand have the expertise in 

producing the product 

Keller 

(1993) 

Hankinson 

& 

Cowking 

(1993) 

Pitta 

& 

Katsanis 

(1995) 

 

Trustwothiness 

(X2.2) I believe that Teh Botol Sosro 

company and people who stand behind the 

brand are socially responsible 

(X2.3)  I believe the brand image of The 

Botol Sosro product/brand has a good 

image 

 

Perceived Value 

(X2.4)   Teh Botol Sosro product/brand is 

well priced 

(X2.5) I believe that Teh Botol Sosro 

company contributes to the society 

 Quality of Products (X3.1)  The products of Teh Botol Sosro 

product/brand have a good quality 

 

Nigam and 
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Perceived 

Quality 

( X3 ) 

Realibility (X3.2) The products of Teh Botol Sosro 

product/brand are reliable and /trustworthy 

Kaushik 

( 2011 ) 

Dodds et al. 

(1991) 

 

Features 

 

(X3.3)  The products of Teh Botol Sosro 

give me the result I‟m looking for 

(X3.4) I don‟t have difficulties in 

recognizing Teh Botol Sosro if it is  

compared to other brand of the product in 

terms of the colour, flavor, form, 

apprearance 

 

 

 

 

 

Brand  

Loyalty 

( X4 ) 

Behavioral 

Approach 

(X4.1) I consider myself a loyal consumer to  

Teh Botol Sosro product/brand 

 

 

Javalgi 

& 

Moberg 

(1997) 

Yoo et al. 

(2000) 

 

 

 

 

 

Choice 

Perspectives 

 

(X4.2) I will definitely buy Teh Botol Sosro 

product/brand although its price is higher 

than the other product/brand of the product 

which offer similar benefits 

Social 

Responsibility 

 

(X4.3) I intend to keep on buying Teh Botol 

Sosro product/brand 

Purchase 

Intention 

(Y) 

Likely (Y1) I am likely to purchase any Teh Botol 

Sosro product/brand 

 

Netmeyer et al., 

(2004) 

Cunningham, 

Fink 

& 

Kenix 

Profable 

 

(Y2) If I want to buy products in the future, 

given the choice, I probably will buy Teh 

Botol Sosro product/brand 

Definitely 

Would 

 

(Y3) I would definitely consider Teh Botol 

Sosro product/brand to be my first choice 

when I want to purchase products 
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Definitely 

Would 

(Y4) I would definitely have a willingness 

to buy Teh Botol Sosro product/brand  in 

the future 

(2008) 

Source: Secondary data processed (2015) 

3.7 Measurement Scale 

 In quantitative data, the statement will be accurate if it is analyzed by 

using Likert Scale analysis. According to Sekaran and Bougie (2010:152), likert 

scale is designed to examine how strong the subject agree or disagree with 

statements on a five-point scale. Therefore, the distance among points will be 

shown quickly. Below is the weight score of Likert Scale measurement: 

Table 3.3 

Measurement Scale of Likert Scale 

 

Brand Equity towards Purchase Intention 

Answer Choice Score 

Strongly Agree 5 

Agree 4 

Neither Agree or Disagree 3 

Disagree 2 

Strongly Disagree 1 

Source: Sekaran and Bougie, (2010:152) 

3.8 Research Test Instrument 

3.8.1 Instruments of Validity Test 

 Validity test is technique to test questionnaire as the instrument used in a 

research to get the data which can be considered as valid or not. There are several 

types of validity test according to Sekaran and Bougie (2010:158) that is used to 
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test the goodness of measurement. The researcher uses different terms to denote 

them. The researcher analyses the validity of research instrument by entering the 

items of respondents per each variable to put into calculation of validity analysis 

program named SPSS 19 for Windows. 

 The correlation technique is the technique to determine the validity of the 

items. Furthermore, the interpretation of the coefficient correlation where the 

items have positive correlation with criteria (total score) and has high correlation,   

indicates that the item also has high validity 

Decision making to validity test: 

If the value of r > r table, then the item is considered as valid question 

If the value of r < r table, then the item is considered as invalid question 

The correlation coefficient is valid when coefficient of item and total item has a 

Significant level below or equal to ≤ 0.05 (5%). 

3.8.2 Instruments of Reability Test 

 For the reliability test, the researcher uses a Cronbach Alpha 

method. According to Hair et al. (2009:9), if validity is assured, a research 

still must consider a reliability of the measurements. On the other hand, 

reliability itself is a degree to which the observed variable measures the “true” 

value and is “error free”. Thus, it is an opposite of measurement error. 

According to Maholtra and Birks (2006:314), an instrument could be said 

reliable if the CronbachAlpha score is greater than > 0,6. Croanbach Alpha 

itself is a measurement of internal consistency reliability that is the average of 

all possible split-half coefficients resulting from different splitting of the scale 

items. 
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3.9 Descriptive Test 

 Descriptive statistics involve transformation or raw data into a 

form that would provide information to describe a set of factors in a situation. 

This is done by ordering and manipulating the raw data collected (Sekaran, 

2003:394-395). 

3.9.1 Frequency Distribution 

 Frequencies simply refer to the number of times of various sub 

categories of a certain phenomenon occurs from which percentage and the 

cumulative percentage of their occurrence can be easily calculated (Sekaran, 

2003:395). For instance, frequency distribution would be useful to know how 

many respondents who give answers in certain categories (e.g. age, gender, or 

statement such as disagree or agree) 

3.10 Classical Assumption Test 

 The classical assumption test is conducted to determine the condition of 

the data used in this research. There are three models of classical assumption test 

namely normality test, multicollinearity, and heteroscedasticity. 

3.10.1 Normality Test  

 The most fundamental assumption in multivariate analysis is normality, 

referring to the shape of the data distribution for an individual metric and its 

correspondence to the normal distribution (Hair et al. 2009:70). Normality test is 

used to determine whether the data are normally distributed to the population or 

not. In SPSS, the normality test methods which are often used is the Kolmogorov 

-Smirnov test. If the data were   normally distributed, the significance is greater 

than 0.05. The other method is analysis chart (normal probability plot). According 
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to Hair et al. (2009:155), normal probability plot is graphical comparison of the 

shape of the sample distribution to the normal distribution. In the graph, the 

normal distribution is represented by a straight line angled at 45 degrees. If the 

data spread around the diagonal line or histogram, the data is normally distributed. 

On the other hand, if the data spread far from the diagonal line or histogram, the 

data is not normally distributed. 

3.10.2 Multicollinearity Test 

 Multicollinearity test according to Sekaran and Bougie (2010) is an 

often encountered statistical phenomenon in which two or more independent 

variable in a multiple regression model are highly correlated. Multicollinearity is a 

condition where two or more independent variables are highly correlated, and if 

this happens, it will give impact on the damage in multiple regressions. To 

analyse multicollinearity, it can be determined by the amount of value inflation 

factor (VIF).  

Multiocllinearity is an often encountered statistical phenomenon in which 

two or more independent variables in multiple regression model are highly 

correlated (Sekaran and Bougie, 2010). Steps to analyze multicollinearity 

assumption are: 

 If the VIF value is smaller than 10 (VIF < 10), there is no 

multicollinarity problem. 

 If the value < 1, there is no multicollinarity problem 
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3.10.3 Heteroscedasticity Test 

 Dependent variable in a research should show equal relationship with the 

independent variables. This condition is known as homoscedasticity and is 

favored in a research. On the other hand, the condition where dependent variable 

shows unequal relationship with independent variables is known as 

heteroscedasticity and it is an unfavorable aspect in a research (Hair et al., 2010). 

One way to detect heteroscedastisity is by looking at the graph scatter plot. A 

good scatter plot should be roughly distributed in the rectangular shape with most 

of the scores concentrated in the center. If the scatter plot shows certain clear 

systematic pattern, then the data is likely to have heteroscedasticity problem 

(Pallant, 2005). 

3.11 Data Analysis Method 

3.11.1 Multiple Linear Regression Analysis 

 According to Hair et al. (2009:17), a multiple linear regression is 

an appropriate method of analysis when the research problem involves a single 

metric dependent variable presumed to be related to two or more metric of 

independent variables. This method is used to analyze a linear relationship 

between two or more independent variables (X1, X2, ...Xn) with the 

dependent variable (Y). This analysis is to determine whether the direction of 

the relationship between the dependent and independent variables are each 

independent variable associated positive or negative, and to predict the value 

of the dependent variable when the independent variables increase or decrease. 

Multiple regression equations are as follow: 
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    Y= α +β1X1+ β2X2 + e 

Y     = dependent variable  

X1, X2    = independent variable  

α    = Constant 

β1, β2    = each factor coefficient 

 

In this research the independent variable are Brand Awareness, 

Brand Association, Perceived Quality, and Brand Loyalty and the 

dependent variable is Purchase intention. In addition the estimation of 

multiple regressions are: 

Y   = Purchase Intention 

α = Constanta of linier regression equation  

β1 = Regression coefficient of Brand Awareness 

β2 =Regression coefficient of Brand Association 

β3 = Regression coefficient of Perceived Quality 

β4 = Regression coefficient of Brand Loyalty 

X1 = Brand Awareness 

X2 = Brand Association 

X3 = Perceived Quality 

X4 = Brand Loyalty 

e = Errors (other variable) 
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3.11.2 Determination Coefficient (R
2
) 

 According to Hair et al. (2009:153), the coefficient of determination is 

used to see how much the independent variables together are able to provide an 

explanation of the dependent variable where the value of Adjusted R
2
 ranges from 

0 to 1 (0≤R
2
≤1). Actually, if the independent variable consists of more than two 

variables, it should use adjusted R
2
. On the other hand, larger the value of 

Adjusted R
2
, the greater the variation in the dependent variable that can be 

explained by the variation in the variables, predictors or the independent variable. 

Conversely, the smaller the value of Adjusted R
2
, the smaller the variation in the 

dependent variable that can be explained by the independent variables. 

3.12 Hyphothesis Testing 

3.12.1 Simultaneous  Significance Test (F Test) 

 Test F-statistic or F-test is the test that aims to determine how the 

independent variables simultaneously affect the dependent variable. According to 

Ghozali (2011:68), the decision to accept or reject the hypothesis is already 

formulated like this:  

Ho : The independent variable does not influence dependent variable 

simultaneously 

Ha  : The independent variables influence dependent variable simultaneously 

1.  If the significance value <0,05, Ho is rejected and Ha is accepted. In other 

word, an independent variable influences dependent variable at the same 

time.  
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2. If the significance value >0,05, Ho is  accepted and Ha is rejected. In other 

word, an independent variable does not influence the dependent variable at 

the same time. 

3.12.2 Partial Significance Test (T Test) 

 According to Hair et al. (2009:211), Statistical t-test is a test to 

measure a significance of the partial correlation of the variable reflected in 

the regression coefficient. The steps of the test, which have been explained 

by Ghozali (2011:64), are as follow: 

a. Determining the hypothesis formulation 

 Ho = independent variables (X) have no influence over 

dependent variable (Y). 

 Ha = independent variables have influence over dependent 

variable (Y). 

b. Determining the 95 % confidence level (α = 0.05) 

c. Determining the significance 

 The value of significance (P value) < 0.05 then Ho is rejected 

and Ha is accepted. 

 The value of significance (P value) > 0.05 then Ho is rejected 

and Ha is accepted.  

d. Drawing conclusion 

 If (P value) < 0.05 then Ho is rejected and Ha is accepted. It 

means that independent variables partially influence the 

dependent variable. 
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 If (P value) > 0.05 then Ho is rejected and Ha is accepted. It 

means that independent variables do not partially influence the 

dependent variable. 

For the hypothesis testing t, whether it is accepted or rejected, it can be 

observed by comparing the t-value to t-table. If t-value < t-table, then Ho is 

rejected and Ha is accepted and if the t-value > t-table, then Ho is accepted and 

Ha is rejected.  

3.12.3 Dominant Test (Standardized Coefficient Beta) 

 To evaluate which variable that has dominant effect to dependent variable, 

a research often uses dominant test using standardized regression coefficient that 

allows for a direct comparison between coefficients as it has relatively good 

explanatory power of dependent variable. Whereas, regression coefficients are 

expressed in terms of the units of the associate variable, beta coefficients use 

standardized data which can be directly compared (Hair et al. 2009:153). 
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CHAPTER IV 

FINDING AND DISCUSSION 

 

4.1  Description of research object 

 

 The object of this research is Teh Botol Sosro, a popular Indonesian drink 

produced by the Sosro company which is sold worldwide. 

 

4.1.1 History of the Company 

 Sosro is the pioneer of packaged ready-to-drink tea in Indonesia. The 

name “Sosro” is taken from the name of the founding family, namely “ 

Sosrodjojo”. In 1940, Sosrodjojo family started their business in a small city in 

Central Java called Slawi. At the time, the product sold is dried tea with the brand 

of “Teh Cap Botol” and it was distributed only around Central Java. In 1953, 

Sosrodjojo family started to expand their business to enter the capital city Jakarta 

to introduce “Teh Cap Botol” and it was distributed only around Central Java. 

 The journey to introduce the “Teh Cap Botol” product was started by 

doing CICIP RASA (product tasting) promotions to several markets in Jakarta. 

The promotion was conducted by entering the markets and brewing the “Teh Cap 

Botol” tea product on the spot. When the tea was ready, it was distributed to 

people in situ. This promotion was not too successful as the distributed tea was 

too hot to drink whilst the brewing process took too long, making those who 

would like to taste it feel impatient to wait. 
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 With regard to the problem faced, the second method was then used 

namely tea was not brewed on the spot, but carried already brewed in big pans to 

the markets using open trucks. Again, this was unsuccessful because there are 

more of the tea spilled on the way to the market, mostly to the bad, pockmarked 

road condition in Jakarta at the time. Then, an idea sprang up to carry the brewed 

tea in cleaned bottles. It turned out that this method was quite interesting for the 

customers because it was pratical and ready to consume without the need to wait 

for the tea to be brewed. Then, in 1969, the idea to sell ready to drink tea in bottle 

was formulated, and in 1970, a bottled tea plant of PT SINAR SOSRO was 

established “The first ever of bottled ready to drink tea plant in Indonesia and the 

world”. 

Figure 4.1 

The bottle design for Teh Botol Sosro 

 

Source: www.sosro.com (2015) 

 

http://www.sosro.com/
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The bottle design for Teh Botol Sosro has changed three times: 

1. First Version 

It was released in 1970 with the brand of Teh Cap Botol Soft Drink 

Sosrodjojo. 

2. Second Version 

It was released in 1972 with the brand of Teh Cap Botol (with smaller size 

for “Cap” so that people would see more of Teh Botol). The phrase „Soft 

Drink‟ was taken out, while „Teh Botol‟ was written in red and while to 

symbolize that it was a product of Indonesia. The name Sosrodjojo was 

shortened into Sosro within red circle logo. 

3. Third Version 

In 1974, the third change took place. The bottle design was not like the 

first and second version. The bottle design got new shape and brand name 

was changed into Teh Botol Sosro. The third design was launched in the 

wake of the establishment of PT. Sinar Sosro‟s first plant in Cakung, 

Jakarta. 

Figure 4.2 

Teh Botol Sosro Product/Package 

 

Source: www.sosro.com (2015) 

http://www.sosro.com/
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Figure 4.3 

Founder PT Sinar Sosro 

 

Source: www.sosro.com (2015) 

Sosro business has so far been run by three Sosrodjojo generations. They 

are: 

1. Mr. Soemarsono Sosrodjojo 

2. Mr. Soegiharto Sosrodjojo 

3. Mr. Soetjipto Sosrodjojo 

4. Mr. Surjanto Sosrodjojo 

Teh Botol Sosro is one of the flagship products. Teh Botol Sosro is 

packaged in returnable glass bottle (RGB). Teh Botol Sosro is the first ready to 

drink tea in Indonesia and the world launched for the first time in 1974. To meet 

the demands of its enthusiasts anywhere, and out of its innovativeness, Teh Botol 

Sosro has several packaging variants by 2014: 

1. Returnable Glass Bottle with a volume of 220ml 

2. Tetra Pak in volume 200ml, 250ml, 330ml, and 1 Liter 

3. Plastic Bottle PET 450ml 

4. Pouch with a volume of 150ml 

http://www.sosro.com/
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For Teh Botol Sosro consumers who want to reduce sugar, they can 

consume Teh Botol Sosro in  Less Sugar variant. This product is available in PET 

package of 450ml and Tetra Pak of 250ml. Teh Botol Sosro is made from jasmine 

tea (i.e., green tea mixed with jasmine flowers) and without any preservatives, 

artificial sweeteners, or artificial coloring. 

4.1.2  Company’s  Symbol/Logo 

Figure 4.4 

Teh Botol Sosro Logo 

 

Source: www.sosro.com (2015) 

 Sosro is a fragment of family, namely Sosrodjojo. Sinar Sosro has a 

meaning of thousand sinar. Sosro logo has a certain meaning in which  red and 

white aim to reflect the colors of the Indonesian flag. Sosro is  a product originally 

from Indonesia which is produced in this country. 

4.2  The Characteristics of Respondents 

4.2.1 Characteristics of Respondents by Gender 

The results of data tabulation on the general overview of respondents  

characteristics based on sex  are presented in Table 4.1 as follow: 

 

http://www.sosro.com/
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Table 4.1 

The Characteristics of Respondents based on Gender 

No. Gender Number of Respondent Percentage (%) 

1 Male 63 52,5 

2 Female 57 47,5 

Total 120 100 
Source: Primary Data Processed (2015) 

According (Schiffman and Kanuk, 2007) gender is quite frequently a 

distinguishing segmentation variable considering that some products and services 

are associated more or less with male and female. Respondents‟ characteristic 

based on gender in this research can bee seen in table 4.1. Based on table 4.1, teh 

botol sosro is consumed more by male with 63 respondents or (52,5%) than 

female ones with 57 respondent or (47,5%). However, the number is not much 

different between the two gender. 

 

4.2.2 The Characteristics of Respondents based on Age 

The results of data tabulation on the general overview of respondents 

characteristics based on age are presented in Table 4.2  as follow: 

Table 4.2 

The Characteristics of Respondents based on Age 

No. Age (years old) Number of Respondent Education Percentage (%) 

1 16-19 48 S1 40 

2 20-23 61 S1/S2 50,83 

3 23-26 11 S2/S3 9,17 

Total 120  100 
Source: Primary Data Processed (2015) 

 

According (Schiffman and Kanuk, 2007) age is a useful demographic 

variable for market segmentation. This is due to the fact that product of teh 
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botol sosro needs and interests often vary with customers age. Based on table 

4.2, it can be seen that the number of respondents having the age between 16-

19 years is 48 respondents or (40%) followed by those having the age between 

20-23 years for  61 respondents or (50,83%). Next is occupied by the 

respondents whose age is between 23-26 years for 11 respondents or (9,17 %). 

It shows that the majority of  Teh Botol Sosro‟s consumers at the  Faculty of 

Economics and Business Brawijaya University is those having the age range 

of  20 to 23 years old. 

4.2.3 The Characteristics of Respondents based on Latest Education 

The results of data tabulation on the  general overview of respondents‟ 

characteristics based on respondents‟ latest education are presented in Table 

4.3, as follow: 

Table 4.3 

The Charactheristics of Respondents based on Latest Education 

No. Education Level Number of Respondent Percentage (%) 

1 Senior High School 109 90,83 

2 S1/S2/S3 11 9,17 

Total 120 100 
Source: Primary Data Processed (2015) 

According (Schiffman and Kanuk, 2007) education levels affect the 

activities undertake as well as the occupation and income. Based on table 4.3, 

it can be seen that respondents who graduate  from senior high school is 109 

respondents or (90,83%) followed by under graduate and post graduate for 11 

respondents or (9,17%). It can be concluded that the consumers of Teh Botol 

Sosro at the Faculty Economics and Business Brawijaya University are 

students who are ready to select the product that they will choose. The highest 
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educational background of Teh Botol Sosro consumers is senior high school  

because they think that Teh Botol Sosro is available and can be enjoyed  in 

any places or condition. 

4.2.4 The Characteristics Respondents based on Current Occupation 

The results of data tabulation on the general overview of respondents 

based on current occupation are presented in Table 4.4, as follow: 

Table 4.4 

The Characteristics Respondents based on Current Occupation 

No. Education Level 
Number of 

Respondent 

Percentage 

(%) 

1 Student 120 100 

Total 120 100 
Source: Primary Data Processed (2015) 

 According (Schiffman and Kanuk, 2007),  respondents‟ current occupation 

is correlated with the educational background and the monthly income. Based on 

the  table 4.4, it can be seen that the respondents are student. Because in this 

research, the population and sample are  students at the Faculty of Economics and 

Business Brawijaya University, the results of the questionnaire also shows that 

most of Teh Botol Sosro ready to drink tea consumers are college students with 

the total of 120 respondents or (100%). It can be concluded that the majority of 

Teh Botol Sosro‟s consumers is students. 

4.2.5 The Characteristics of Respondents by Monthly Pocket 

The results of data tabulation on the  general overview of respondents 

based on monthly income are presented in Table 4.5, as follow: 
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Table 4.5 

The Characteristics Respondents based on Monthly Pocket   

No. Monthly income 
Number of 

Respondent 

Percentage 

(%) 

1 <Rp 500.000 26 21,67 

2 Rp 1.000.000-2.000.000 73 60,83 

3 Rp 2.100.000-3.000.000 16 13,33 

4 >Rp 3.000.000 5 4,17 

Total 120 100 
Source: Primary Data Processed (2015) 

 According (Schiffman and Kanuk, 2007), income is an important variable 

to distinguish between market and segments. Based on table 4.5, it can be seen the 

number of respondents in this research that have less than 500.000 as their income 

reaches 26 respondents or (21,67%). Next there are 73 respondents or (60,83%) 

who have  an income from  1.000.000 to 2.000.000 while the other 16 respondents 

or (13,3%) have an income from 2.100.000 to 3.000.000. last, there are 5 

respondents or (4,17) have an income above 3.000.000 . It can be concluded that  

the majority of Teh Botol Sosro‟s consumers at the  Faculty of Economics and 

Business Brawijaya University Malang has an income range  from 1.000.000 to 

2.000.000. 

4.2.6 The Characteristics of Respondents based on the source of Teh 

Botol Sosro’s information  

The results of data tabulation on the general overview of respondents 

based on the source of Teh Botol Sosro information are presented in Table 4.6, 

as follow: 
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4.2.7 The Characteristics Respondents  based on the source of Teh Botol 

Sosro’s information  

Table 4.6 

The Characteristics Respondents  based on the source of Teh Botol 

Sosro’s information 

No. Source Number of Respondent Percentage (%) 

1 Social Media 49 40,83 

2 Brochure/Banner 9 7,5 

3 Website 46 38,33 

4 Friend 16 13,33 

Total 120 100 
Source: Primary Data Processed (2015) 

 Based on table 4.6, it shows there are 49 respondents or (40,83%) out of 

120 respondents know Teh Botol Sosro from Social Media, followed by 9 

respondents or (7,5) who get the information about Teh Botol Sosro from 

Brochure/Banner. Next, the other 46 respondents or (38,33%) know Teh Botol 

Sosro from Website  and 16 respondents or (13,33%) know Teh Botol Sosro from 

their friends. It can be concluded that, the majority of Teh Botol Sosro‟s 

customers in this research  know the product/brand of Teh Botol Sosro from 

Social Media and Website. 

4.3 The Description on the Distribution of Respondents’ Answers 

The description on the frequency of the distribution of respondents‟ 

answer aims to know the frequency of the respondents‟ answer regarding Brand 

Awareness, Brand Associations, Perceived Quality, and Brand Loyalty as 

Independent Variable, and Purchase Intention as the Dependent Variable in this 

research. This research was conducted by distributing the questionniares to 120 

respondents at the Faculty of Economics and Business Brawijaya University   
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Malang. The respondents were asked to fill out the questionnaire with the 

following level of scoring: 

 

Table 4.7  

Level of Scoring 

Brand Equity towards Purchase Intention 

Answer Choice Score 

Strongly Agree (SA) 5 

Agree (A) 4 

Neither Agree or 

Disagree (N) 

3 

Disagree (D) 2 

Strongly Disagree 

(SD) 

1 

 

4.3.1  Brand Awareness 

 The frequency distribution of Brand Awareness variable based on the 

questionnaire  distributed to 120 respondents is presented as follows: 
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Table 4.8 

The Frequency Distribution of Brand Awareness Variable (X1) 

Item 

Answer Scale 
Total of 

Responde

nt Mean 5 4 3 2 1 

SA A N D SD Unit % 

BA 1 42 35 56 46,67 22 18,33 0 0 0 0 120 100 4,16 

BA 2 26 21,67 61 50,83 29 24,17 3 0,025 1 0,83 120 100 
3,9 

BA 3 34 28,3 68 56,67 17 14,17 1 0,083 0 0 120 100 
4,12 

BA 4 35 16,67 69 57,5 13 10,83 2 0,017 1 0,83 120 100 
4,12 

Mean of Brand Awareness 4,1 

Source: Primary Data Processed (2015) 

Information: 

X1.1  I can quickly recall symbol or logo of Teh Botol Sosro product/brand 

X1.2  I can quickly recall some characteristics of the Teh Botol Sosro product/brand 

X1.3 I can recognize Teh Botol Sosro product/brand quite easily in comparison with the 

other competing product/brand 

X1.4 I know Teh Botol Sosro product/brand looks like 

 

The respondents‟ answers from table 4.5 shows that  there is a positive 

perception and results. From Table 4.8, it can be seen that from 120 respondents, 

most of them choose the third item (X1.4) stating: “I know Teh Botol Sosro 

product/brand looks like”. There are 69 respondents or 57,5% who  agree with this 

statement and it  has the highest mean value of  4,12. Besides, the total mean 

result of respondents‟ answer is 4.1. From the (X1.4), it can be seen that most of 

the respondents know Teh Botol Sosro as one of the first ready to drink tea 

products/brands in Indonesia and around the world. 

The other statement that have higher value is (X1.3) stating: “ I can 

recognize Teh Botol Sosro product/brand quite easily in comparison with the 
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other competing product/brand”. There are 68 respondents or 56,67% who agree 

with this statement. This proves that most of the respondents can recognize Teh 

Botol Sosro among other competitor product. It can be concluded that the 

character of Teh Botol Sosro itself is different from other competitors‟ brand. 

From the total mean score of 4.1, it shows that the mean score is above 

4,12 which indicates that the mean score for the variable is good. It indicates that 

the mean score for the variable is good and it tends to follow the agree statement 

variable (X1) which is 4,1. It shows that all respondents agree with the statement 

regarding  brand awareness above. 

4.3.2 Brand Associations 

The frequency distribution of Brand Associations variable based on 

questionnaire distributed to 120 respondents is presented as follows: 

Table 4.9 

The Frequency Distribution of Brand AssociationsVariable (X2) 

Item 

Answer Scale 
Total of 

Responde

nt Mean 5 4 3 2 1 

SA A N D SD Unit % 

BAS 1 20 16,67 47 39,17 46 38,33 6 0,05 1 0,83 120 100 3,65 

BAS 2 20 16,67 47 39,17 45 37,5 7 0,053 1 0,83 120 100 
3,65 

BAS 3 19 15,83 63 52,5 35 29,17 2 0,017 1 0,83 120 100 
3,8 

BAS 4 22 18,33 69 57,5 28 23,33 1 0,083 0 0 120 100 
3,93 

BAS 5 16 13,33 51 42,5 41 34,17 10 0,083 2 1,67 120 100 
3,57 

Mean of Brand Association 3,72 

Source: Primary Data Processed (2015) 

Information: 

X2.1 I consider the company and people who stand behind the Teh Botol Sosro 
product/brand have the expertise in producing the product 
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X2.2 I believe that Teh Botol Sosro company and people who stand behind the brand are 

socially responsible 

X2.3 I believe the brand image of Teh Botol Sosro company is  good   

X2.4 Teh Botol Sosro product/brand is well priced 

X2.5 I believe that Teh Botol Sosro company contributes to the society 

The respondents‟ answers from the table 4.9 shows that there is a positive 

perception and results. In Table 4.9, it can be seen that from 120 respondents most 

of them agree with the statement (X2.4) stating: “Teh Botol Sosro product/brand is 

well priced”. It is supported by 69 respondents or 57,5%  who agree with the 

statement having the highest mean value  of 3,93. It can be concluded that for 

most the respondents they agree that Teh Botol Sosro is well priced. 

The other statement that has higher values is (X2.3) stating :” I believe the 

brand image of Teh Botol Sosro company is good” with 63 respondents or 52,5% 

who say agree. This image can be used by Teh Botol Sosro to attract new 

customers in the future. The positive image of Teh Botol Sosro can  happen 

because there are many of Teh Botol Sosro‟s consumers who have an experience 

with Teh Botol Sosro feel satisfied. 

From the total mean score, it shows that the Mean score  above 3,72 is the 

highest   and the lowest mean score is 3,57. It  means that Mean score for  (X2) 

variable is good. From the table 4.9 with the item of (X2.4) stating :”The Teh Botol 

Sosro brand/product is well priced” has the highest score of 3,93. All the 

questions related to brand association variable (X2) is 3,72 which means that all 

the respondents agree with the statement of brand association above. 
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4.3.3 Perceived Quality 

The frequency distribution of Perceived Quality variable based on 

questionnaire  distributed to 120 respondents is presented as follows: 

Table 4.10 

The Frequency Distribution of Perceived Quality Variable (X3) 

Item 

Answer Scale Total of 

Responde

nt 

Mean 

5 4 3 2 1 

SA A N D SD Unit % 
 

PQ 1 24 20 64 53,33 30 25 2 0,017 0 0 120 100 3,97 

PQ 2 21 17,5 49 40,83 45 37,5 3 0,025 2 1,67 120 100 3,7 

PQ 3 16 13,33 53 44,17 46 38,33 4 0,033 1 0,833 120 100 3,63 

PQ4 39 32,5 45 37,5 31 25,83 3 0,025 2 1,67 120 100 3,97 

Mean of Perceived Quality  3,80 

Source: Primary Data Processed (2015) 

Information: 

X3.1 The products/brand of Teh Botol Sosro have a good quality 

X3.2 The products of Teh Botol Sosro offer excellent features 

X3.3 The quality of products/brand Teh Botol Sosro is in accordance with  what I want  

X3.4 I don‟t have difficulties in comparing Teh Botol Sosro with  other brand of the 
product in terms of the colour/flavor/form/appearance 

The respondents‟ answers from  table 4.10 shows that there is a positive 

perception and results. In table 4.10 the highest Mean score 3,97 is in the (X3.1) 

stating “The products/brand of The Botol Sosro have a good quality” with 64 

respondents or 53,33% choose to agree. It can be concluded that for most the 

respondents they agree that Teh Botol Sosro has a good quality. 

The other statement that have higher value is (X3.3) “The quality of 

products/brand Teh Botol Sosro  is in accordance with what I want “ with 53 
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respondents or 44,17% agree. This proves that most respondents agree with Teh 

Botol Sosro as it meets their wants. 

 From the total mean score, it shows that the mean score  above 3,97 is the 

highest mean score and the lowest mean score  is 3,63 which  means that the mean 

score of  (X3) variable is good. From the table 4.10, the item of (X3.1)  stating 

“The products/brand of Teh Botol Sosro have a good quality” has the highest 

value with 3,97. All the questions about the Perceived Quality variable (X3) is 

3.80 which  means all the respondents agree with the statements of Perceived 

Quality above. 

4.3.4 Brand Loyalty 

The frequency distribution of Brand Loyalty variable based on the 

questionnaire distributed to 120 respondents is presented as follows: 

Table 4.11 

The Frequency Distribution of Brand Loyalty Variable (X4) 

Item 

Answer Scale Total of 

Responde

nt Mean 5 4 3 2 1 

SA A N D SD Unit % 

BL 1 8 6,67 27 22,5 68 56,67 15 0,125 2 1,67 120 100 3,2 

BL 2 3 2,5 16 13,33 75 62,5 20 0,167 6 5 120 100 2,97 

BL 3 6 5 35 29,17 62 51,67 14 0,167 3 2,5 120 100 3,25 

Mean of Brand Loyalty 3,14 

Source: Primary Data Processed (2015) 

Information: 

X4.1 I am loyal consumer of Teh Botol Sosro product/brand 
X4.2 I would buy Teh Botol Sosro product/brand although its price is higher than the other 

product/brand 

X4.3 I intend to buy Teh Botol Sosro product/brand continuosly 
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The respondents‟ answers from table 4.11 shows that  there is a positive 

perception and results. In Table 4.11, it  can be seen that from 120 respondents it 

is found out that most of them agree with the statement (X4.2) stating ”I would buy 

Teh Botol Sosro product/brand athough its price is higher than the other 

product/brand” with 75 respondents or 62,5% while the remaining number 

chooses to be neutral.  

The other statement that has higher value is (X4.1) stating” I am loyal 

consumer to Teh Botol Sosro product/brand” with 68 respondents or 56,67% . 

This proves that most of the repondents are loyal to Teh Botol Sosro 

product/brand. It can be concluded the product provided by Teh Botol Sosro is 

able to attract or make an interesting things to a new customer to keep his or her 

loyalty to Teh Botol Sosro. 

From the total mean score, it  shows that the mean score is above 3,25 as 

the highest mean score and the lowest mean is 2,97. It  means that the mean score 

for the variable (X4) is good. From table 4.11 the item of (X4.2)”I would buy Teh 

Botol Sosro product/brand although its price is higher than the other 

product/brand” has  a mean value of 2,97. It means that all the questions about the 

Brand Loyalty variable (X4) is 3,14 which  means all the respondents agree with 

the statement of brand loyalty above. 

4.3.5 Purchase Intention 

The frequency distribution of Purchase Intention variable based on 

questionnaire distributed to 120 respondents is presented as follows: 
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Table 4.12 

The Frequency Distribution of Purchase Intention Variable (Y) 

 

Item 

Answer Scale Total of 

Responde

nt Mean 5 4 3 2 1 

SA A N D SD Unit % 

PI 1 6 5 40 33,33 59 49,17 13 0,183 2 1,67 120 100 3,29 

PI 2 7 5,83 46 38,33 53 49,17 11 0,097 3 2,5 120 100 3,35 

PI 3 8 6,67 34 28,33 52 43,33 20 0,167 6 5 120 100 3,15 

PI 4 5 4,167 42 35 65 54,17 7 0,053 1 0,83 120 100 3,35 

Mean of Purchase Intention 3,3 

Source: Primary Data Processed (2015) 

Information: 

Y.1 I prefer to buy   Teh Botol Sosro product/brand 

Y.2 If there is a choice I would buy Teh Botol Sosro product/brand in the future 

Y.3 I would buy Teh Botol Sosro product/brand as my first choice 
Y.4 I have a willingness to buy Teh Botol Sosro product/brand in the future 

 

The respondents‟ answers from the table 4.12 shows that there is a positive 

perception and results. It can be seen from table 4.12 that the highest mean score 

is 3,35 (Y2) stating ”If there is a choice I would buy Teh Botol Sosro 

product/brand in the future” with 46 respondents or 38,33% who  agree. This 

proves that most of the respondents would buy Teh Botol Sosro‟s product/brand 

in the future. It can be conluded that Teh Botol Sosro has a good product for its 

customers in the future. 

From the mean score,  it shows that the highest mean score is 3,35 and the 

lowest mean is 3.15. It means that the mean  score for (Y) variable is good. From 

the table 4.12 the item of (Y.2) stating”If there is a choice I would buy Teh Botol 

Sosro product/brand in the future” has the highest value with 3,35. All the 

questions  about the Purchase Intention variable (Y) is 3,3 which means that all 

the respondents agree with the statement of Purchase Intention above. 
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4.4 Validity and Reability Test 

 4.4.1     Validity Test 

  Validity test is a technique to test questionnaire that the instrument 

used in this research to get the data if it is valid or not. The validity tests in this 

research is conducted by comparing the r calculated and r table. According to 

Sekaran and Bougie (2010:158), to test the goodness of measurement, the 

reseacher uses different terms to denote them. An measurement can be said to be 

valid if it is able to measure what you want to measure or reveal the data from the 

variables studied properly. High or low validity instrument shows or indicates the 

extent of the data collected does not deviate from the description of variable 

intended. Validity test can be done by correlating each of the factors or variables 

with the total factor or variable by using the correlation (r) product moment. 

Table 4.13 

Validity Test Result 

Variable Indicator r calculated r table  Conclusion 

Brand 

Awareness 
1 .546 0.15 Valid 

2 .720 0.15 Valid 

3 .563 0.15 Valid 

4 .633 0.15 Valid 

Brand 

Association 
1 .704 0.15 Valid 

2 .677 0.15 Valid 

3 .707 0.15 Valid 

4 .391 0.15 Valid 

5 .589 0.15 Valid 

Perceived 

quality 
1 .665 0.15 Valid 

2 .673 0.15 Valid 

3 .648 0.15 Valid 

4 .379 0.15 Valid 
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Brand 

Loyalty 

1 .562 0.15 Valid 

2 .657 0.15 Valid 

3 .570 0.15 Valid 

Purchase 

Intention 

1 .730 0.15 Valid 

2 .774 0.15 Valid 

3 .761 0.15 Valid 

4 .765 0.15 Valid 
Source: Primary Data Processed (2015) 

The value of r table was calculated by SPSS for windows ver 19. By 

distributing 120 questionniares, the number of r table obtained was 0.15. Table 

4.13 displays  the validity test result of this study. As seen in the table, the r 

calculated for each indicator is greater than r table. Therefore, all the indicators in 

the questionniares are considered valid. 

4.4.2 Reliability Test 

According to Maholtra and Birks (2006:314), an insurement could be 

said realiable if the Cronbach  Alpha‟s score is greater than > 0,6. Cronbach 

Alpha itself is a measurement of internal consistency reliability that is the 

average of all possible split-half coefficients resulting from different splitting 

of the scale items. 

Table 4.14 

Reliability Test Result 

Variable 
Cronbach’s 

Alpha 

Comparative 

Value 
Explanation 

Brand Awareness 0.801 0.6 Reliable 

Brand Association 0.819 0.6 Reliable 

Perceived Quality 0.775 0.6 Reliable 

Brand Loyalty 0.764 0.6 Reliable 

Purchase Intention 0.885 0.6 Reliable 
Source: Primary Data Processed (2015) 
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 From the table 4.14, the Cronbach‟s Alpha for each variables are higher 

than 0,6. This means that the variables used in this research consisting of Brand 

Awareness, Brand Association, Perceived Quality, Brand Loyalty, and Purchase 

Intention are considered are reliable. 

4.5 Classical Assumption Test 

 4.5.1    Normality Test 

  The most fundamental assumption in multivariate analysis is 

normality, referring to the shape of the data distribution for an individual 

metric and its correspondence to the normal distribution (Hair et al. 2009:70). 

The results of normality test can be seen in figure 4.5 below. 

Figure 4.5 

Normality Test Result 

  

Source: Primary Data Processed (2015) 
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 From the figure 4.5 above, it shows that the points spread around the 

diagonal follow the direction of the diagonal line. Thus, it can be concluded that 

the regression model is suitable with the assumption of normality. 

Figure 4.6 

Normality Test Histogram Pattern 

 

Source: Primary Data Processed (2015) 

 In figure 4.6, it shows that the residual score is grouped into a 

normality test histogram pattern showing the shape of the curve has a impartial 

slope on the right and left. Therefore, it can be concluded that the regression 

model used in this study is normally distributed, then the residual is focused on 

the middle with it‟s highest peak equal to 0.000 
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4.5.2 Multicollinearity Test 

 According to Sekaran and Bougie (2010), multicollinearity test is an 

often encounterted statistical phenomenon in which two or more independent 

variable in a multiple regression model are highly correlated. To analyze 

multicollinearity test, it  can be determined by the amount of the value 

inflation factor (VIF). This test is done by comparing the value of tolerance 

acquired from multiple regression calculation. If the tolerance value is < 0.1, a 

multicollinearity occurs and vice versa. Multicollinearity test results can be 

seen in Table 4.15. 

Table 4.15 

Multicollinearity Test Result  

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardiz

ed 

Coefficients 

t Sig. Collinearity 

Statistics 

B Std. 

Error 

Beta Tolerance VIF 

1 

(Constant) ,886 1,500  ,591 ,556   

BAW -,116 ,093 -,094 -1,236 ,219 ,670 1,492 

BAS ,283 ,078 ,306 3,634 ,000 ,545 1,836 

PQ ,106 ,106 ,095 1,005 ,317 ,434 2,303 

BL ,779 ,101 ,542 7,690 ,000 ,776 1,288 

a. Dependent Variable: PI 

 

Source: Primary Data Processed (2015) 
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According to the table above, the followings are the test results 

from each independent variables: 

 Tolerance for Brand Awareness is 0,670 

 Tolerance for Brand Association is 0,545 

 Tolerance for Perceived Quality is 0,434 

 Tolerance for Brand Loyalty is 0,776 

From the test results, it can be seen all the tolerance value is > 0,1. 

Therefore, it can be concluded that there is no multicolinearity between each 

independent variables. 

Multicollinearity test can also be done by comparing the value of 

VIF (Variance Inflation Factor) by 10. If the value of VIF > 10 then there is 

multicollinearity. The following are the results of each independent 

variables: 

 VIF for Brand Awareness is 1,492 

 VIF for Brand Association is 1,836 

 VIF for Perceived Quality is 2,303 

 VIF for Brand Loyalty is 1,288 

 

From the results, it can be concluded that there is no multicollinearity 

among the independent variables. Thereby, in the assumption test, there is 

no multicollinearity found. 
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4.5.3 Heteroscedasticity Test 

Figure 4.7 

Heteroscedasticity Test Result Scatter Plot 

 

Source: Primary Data Processed (2015) 

 

  Heteroscedasticity can be determined by looking at the pattern in the 

scatter plot paragraph. The plots should be concentrated in the center and should 

not have clear systematic pattern to indicate the inexistency of heteroscedasticity 

problem (Pallant, 2005). The heteroscedasticity test in this study is explained in 

figure 4.7. It shows that the points does not form regular pattern and is 

concentrated in the center. Thus, it can be concluded that there is no 

heteroscedasticity problem found in the study. 
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4.6 Data Analysis Method 

 The multiple regression analysis is used to know the relation of 

independent variables namely Brand Awareness, Brand Association, 

Perceived Quality and Brand Loyalty to the dependent variable namely 

Purchase Intention. Based on the results of data processing using the SPSS for 

windows ver 19, the  obtained   results are shown in table 4.16. 

4.6.1  Multiple Regression Analysis 

 This multiple regression analysis used to know the relation of 

independent variables to dependent variable. Based on the data processing 

with using the SPSS for Windows ver 19, the  obtained   results are shown in 

table 4.16: 

Table 4.16 

Multiple Regression Analysis Results 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) ,886 1,500  ,591 ,556   

BAW -,116 ,093 -,094 -1,236 ,219 ,670 1,492 

BAS ,283 ,078 ,306 3,634 ,000 ,545 1,836 

PQ ,106 ,106 ,095 1,005 ,317 ,434 2,303 

BL ,779 ,101 ,542 7,690 ,000 ,776 1,288 

a. Dependent Variable: PI 

 
Source: Primary Data Processed (2015) 

Based on Table 4.16, the regression analysis result: 

Y = 0,886 + (-0,094) X1 + 0,306 X2 + 0,095 X3 + 0,542 X4 + e 
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*Information: 

A = 0.05 

Determinant Coefficient (Adj.R
2
) = 0.746 

F-score = 36.074 

F-table (F2 0.15,0.05) = 2,45 

Significance = 0.000 

F-table (F0.15,0.05) = 1.980 

 

  Based on the Table 4.16 above, the results obtained from some  

variables are as follow: 

  Based on the Table 4.16, the variables of Brand Associations (X2), and 

Brand Loyalty (X4) has a significant effect on customer‟s purchase intention of 

Teh Botol Sosro‟s consumers. Based on the Table 4.16, the variables of Brand 

Awareness (X1) and Perceived Quality (X3) do not give significant effect on 

consumer‟s purchase intention of Teh Botol Sosro‟s consumers. 

The implication of the regression model is as follows: 

a. H1: Brand Awareness has a significant effect on Consumer’s  Purchase 

Intention (β1= -0,094). In this study, it is found that Brand Awareness has 

a negative correlation with consumer‟s  purchase intention. However, the 

significance is 0,219 which is bigger than 0,05. The hyphothesis of brand 

awareness to purchase intention is (H1) is not supported because it is not 

significant. The reason happens because the significance is > 0,05. 
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b.  H2: Brand Associations has a significant effect on Consumer’s 

Purchase Intention (β2= 0, 306).  In this study it is found that brand 

association has positive correlation with consumer‟s purchase intention 

(β2= 0,306). Thus, when customer‟s brand association increases, the 

purchase intention will increase as well. The hyphothesis of brand 

association has a significant direct effect on customer‟s  purchase intention 

(H2) is supported because the significance is 0.000 which is less than 

0.001. 

c.  H3: Perceived Quality has a significant effect on Consumer’s Purchase 

Intention (β3= 0,095).  In this study, it is found that Perceived Quality has 

no correlation with consumers‟ purchase intention because  the 

significance is 0,317 which is bigger than 0,05. The hyphothesis of 

perceived quality to purchase intention (H3) is not supported because it is 

not significant. The reason happens because the significant is > 0,05. 

d.  H4: Brand Loyalty has a significant effect on Consumer’s  Purchase 

Intention (β4= 0,0542). In this study, it is found that brand loyalty has 

positive correlation with consumer‟s purchase intention (β4= 0,0542). 

Thus, when customer‟s brand loyalty increases, the purchase intention will 

increase as well. The hyphothesis of brand loyalty has a significant direct 

effect on consumer‟s purchase intention, so (H4) is supported because the 

significance of 0.000 is less than 0.001. 

e. H5: Brand Equity has a significant effect on Consumer’s  Purchase 

Intention. In this study, it is found Brand Association (X2) and Brand 

Loyalty (X4) influence the Purchase Intention. The other variables include 
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Brand Awareness (X1) and Perceived Quality (X3) do not influence 

Purchase Intention. 

4.6.2 Coefficient Determination (R
2
) 

  Coefficient Determination (R
2
) is essential to measure how far is the 

ability of model to explain variations to dependent variable. The cofficient of 

determinantion is between zero and one.To know contribution of  independent 

variables of Brand Awareness (X1), Brand Associations (X2), Perceived 

Quality (X3), and Brand Loyalty (X4) to the dependent variable namely 

Purchase Intention (Y) using the R
2
. 

Table 4.17 

Coefficient Determinant 

Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,746
a
 ,556 ,541 1,92012 

a. Predictors: (Constant), BL, BAW, BAS, PQ 

b. Dependent Variable: PI 

 

Source: Primary Data Processed (2015) 

 From to analysis in the table 4.17. The result of Adj. R Square 

(Determination Coefficient) is 0,541. It means that 54,1% of purchase intention 

variable will be influenced by the independent variables, namely Brand 

Awareness (X1), Brand Associations (X2), Perceived Quality (X3), and Brand 

Loyalty (X4). 
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4.6.3 F test (Simultaneous Test) 

Simultaneous test can be done to show whether variables (Brand 

Association and Brand Loyalty) used in the regression model have a 

significant effect on  Purchase Intention (PI) variable. All these variables are 

tested simultaneously by using the F test. The hypotheses used in the testing of 

simultaneous regression model coefficients are as follow: 

Ho: β1 = 0 (there is no a significant influence between Xi variable toward 

variable PI) 

H1: β1 ≠ 0 (there is a significant influence between X1 variable toward variable 

PI) 

If the result is significant, then H0 is rejected and H1 is accepted. Meanwhile, 

if the result is not significant, then H0 is accepted and H1 rejected. 

It can also be said as follows: 

H0 is rejected if F calculated > F table 

H0 accepted if F calculated < F table 
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Table 4.18 

 F-Test Result  

Hypothesis Score Decision 

H0 : βi = 0 (there is no significant influence 

between independent variable toward PI 

variable simultaneously) 

H1 : βi ≠ 0 (there is a significant influence 

between independent variable toward PI 

variable simultaneouly) 

α = 0.05 

F      = 

36.074 

sig    = 

0.000 

Ftable = 2,45 

 

H0 

Rejected 

Given the above table it can be seen that the calculated value of  Fcalculated 

obtained is 36.074 and  Ftable value at 2,45. It happens because Fcalculated is greater 

than Ftable and has s significance less than 0.05 which is 0.000, Then the H0 is 

rejected. This means that Brand AssociationVariable and Brand Loyalty  

significantly influence Purchase Intention (PI) Variable simultaneously. 

4.6.4  T Test (Partial Test) 

  T test is used to see the significant effect on the entire independent 

variable X or a partial effect on dependent variable Y. The independent variables 

have a significant effect if t is > t table or significance value is > α = 0.05. The 

hypothesis is formulated as follows: 

 H0: Xi = 0, there is no significant influence of independent variable on the 

dependent variable. 
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 H0: Xi = 0, there is a significant influence of independent variables on the 

dependent variable. 

Table 4.19 

T Test 

Variables Β T 
r table 

5% 

 
Sig. t Status 

Brand Awareness to 
Purchase Intention -.094 -1,236 1.980  .219 

Not 
Supported 

Brand Association to 

Purchase Intention .306 3,634 
1.980  

.000 Supported 

Perceived Quality to 
Purchase Intention .095 1,005 1.980  .317 

Not 
Supported 

Brand Loyalty to 

Purchase Intention .542 7,690 
1.980  

.000 Supported 

Source: Primary Data Processed (2015) 

 

Based on the table 4.18 , the results obtained are as follow: 

 The T test between Brand Awareness (X1) with Purchase Intention (Y) 

shows t count is -1,236 while t table (α = 0:05; db residual = 115) is equal 

to1.981. Because t count> t table is -1,236> 1.981 or sig. its (0,219)<α = 

0.05 then the effect of Brand Awareness (X1) towards Purchase Intention 

(Y)is not significant. This means that Ho is accepted and H1 is rejected, so 

it can be concluded that customer‟s satisfaction is affected significantly by 

brand awareness, or to increase brand awareness, purchase itention should 

be increased as well. 

 The T test between Brand Association (X2) with Purchase Intention (Y) 

shows that t count is = 3,634 while t table (α = 0:05; db residual = 115) is 

equal to 1,981. Because t count> t table is 3,634> 1.981 or sig. t (0.000) <α 

= 0.05 then the effect of Brand Associations (X2) towards Purchase 

Intention (Y) is significant at alpha 5%. This means that Ho is rejected and 
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H1 is accepted, so it can be concluded that purchase intention is 

significantly affected by brand associations, or by increasing the brand 

associations, purchase intention will increase significantly. 

 The T test between Perceived Quality (X3) with Purchase Intention (Y) 

shows that t count is = 1,005 while t table (α = 0:05; db residual = 115) is 

equal to 1,981. Because t count > t table is 1,005 > 1.981 or sig. t (0.317) 

<α is = 0.05, then the effect of Perceived Qualiry (X3) towardsPurchase 

Intention (Y) is not significant at alpha 5%. This means that Ho is accepted 

and H1 is rejected, so it can be concluded that purchase intention can be 

significantly affected by Perceived Quality or by increasing the Perceived 

Quality Purchase Intention will decrease significantly. 

 The T test between Brand Loyalty (X4) with Purchase Intention (Y) shows 

that t count is = 7,690. While t table (α = 0:05; db residual = 115) is equal 

to 1,981. Because t count > t table is 7,690 > 1.981 or sig. t (0.000) <α is = 

0.05, then the influence of Brand Loyalty (X4) towards Purchase Intention 

(Y) is significant at alpha 5%. This means that H0 is rejected and H1 is 

accepted, so it can be concluded that purchase intention can be affected 

significantly by brand loyalty or brand loyalty by increasing the purchase 

intention will increase significantly. 

From the all results, it can be concluded that all independent variables of 

Brand Association (X2) and Brand Loyalty (X4) have a significant effect partially 

to the dependent variable (Y). 
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4.6.5 Dominant Test 

To determine the independent variable that  gives the most influence on PI 

variable, it can be done by comparing the regression coefficient (β) between the 

variables to each other. The variable gives the most dominant influence on PI 

variable is a variable that has the greatest regression coefficients. To compare the 

regression coefficients of each independent variable, rank table is presented as 

follows: 

Table 4.20 

Dominant Test 

Source: Primary Data Processed (2015) 

Based on the above table, it can be seen that  Brand Association (X2) and 

Brand Loyalty (X4) variables have a significant effect partially on Purchase 

Intention (Y) variable. Brand Loyalty (BL) variable is a variable that has the 

greatest standardized beta coefficient that is equal to 0.542. This is proved that 

Purchase Intention variable is more influenced by Brand Association (BAS) 

variable. Coefficient owned by Brand Association (BAS) variable is positive 

which means if there is an increase in the total score on the Brand Association 

(BAS) variable, then there is an increase in the total score on Purchase Intention 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. Error Beta 

1 

(Constant) ,886 1,500  ,591 ,556 

BAW -,116 ,093 -,094 -1,236 ,219 

BAS ,283 ,078 ,306 3,634 ,000 

PQ ,106 ,106 ,095 1,005 ,317 

BL ,779 ,101 ,542 7,690 ,000 
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(PI) variable and vice versa if there is a decrease in total score of  Brand 

Association (BAS) variable, then there is a decline on Purchase Intention variable. 

4.7 Hyphothesis Test 

  After all the data collected, the data are processed  Simultaneously and 

Partially  in regression analysis. F test for Simultaneous and T Test for partial. 

This is done to answer the hyphotheses designed. 
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Figure 4.8 

Hyphothesis Result 

 

 

 

H1 

 

 H2 

 H3 

 

 

 H4 

 

 

 

Source: Data Processed 2015 

Information: 

                              = Partially affected    

 = Simultaneously affected   

 =Dominantly affected 
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4.8 Discussion 

 From the research results, it shows that there is a simultaneous and 

partially significant effect between the independent variables fromBrand 

Associations (X2), Brand Loyalty (X4) towards Purchase Intention (Y). Based 

on the result obtained in the hypotheses testing, Brand Loyalty (X4) has a 

postive significant effect on Purchase Intention. 

 In this research, Brand Awareness (X1), Brand Association (X2), 

Perceived Quality (X3) and Brand loyalty (X4) are used to reveal the 

consumer „s purchase intention on potential consumer of Teh Botol Sosro at 

the Faculty of Economics and Business Brawijaya University Malang. After 

conducting a research and analysis, it is found that all the predictors influence 

significantly, partially and simultaneously in creating consumer‟s purchase 

intention. Moreover, it can be seen that the frequencies of consumer who 

answer the questionnaire in the context of disagree, neither disagree or agree 

and agree are not far different. It  means that almost a half of the potential 

consumers of Teh Botol Sosro still assume that this brand is not quite good 

and they have low intention to purchase and the others still cannot determine 

whether their evaluation toward Teh Botol Sosro product is good or not. This 

happens due to ineffective marketing strategy. Thus, the other respondents 

think that Teh Botol Sosro is a good brand and having a good product that 

stimulate them to have intention to purchase. 
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4.8.1  The effect of Brand Awareness on Purchase Intention 

 Based on the research finding, the role of Brand Awareness of the Teh 

Botol Sosro brand very much influences in creating consumer‟s Purchase 

Intention, both partially and significantly. The effects of the relationship are 

negative which means that if the awareness of consumer toward the brand 

increases, the purchase intention of the product decrease. On the other hand, if the 

awareness of consumer toward the brand increase, the purchase intention of the 

Teh Botol Sosro product is also decreases. The reason that brand awareness and 

purchase intention do  not have  significance relationship, because, the significant 

is 0,219 which is > 0,05and brand awareness is the ability of potential consumer 

to recall and recognize certain brand rather than other competitor brands. For 

example, under consumer consciousness, they will interest into the more familiar 

brand. The high level of awareness they have, the high the intention to purchase a 

certain product. Furthermore, the findings of this research are also the same with 

the previous research from Chi et al. (2009) stating that Brand awareness partially 

influences Purchase intention. From table 4.8, it shows that the item “I know Teh 

Botol Sosro product/brand looks like” has a highest mean value. Consumers tend 

to make quick purchase intention about a product, if they know or recognize the 

brand. It can be assumed that people are aware than it‟s a converse when they saw 

a symbol, logo, and model. This proves that consumers can recognize, retain and 

remember a firm‟s brand, the more likely they will purchase it. Brand Awareness 

of Teh Botol Sosro can be said to have entered the stage top of mind. It can be 

seen from Teh Botol Sosro which  can become the market leader in the category 

of ready to drink tea. The result found in this study has a similar result with the 
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previous research conducted by Rizwan, et al., about the Future Of Green 

Products in Pakistan: An Empirical Study About Green Purchase Intention. The 

research had showed that Green Awareness (GAN) was the issue which  people 

disagreed most. It has been also found that the relationship between GAN and 

GAN is very weak. Also using multiple tests, it was found that GAN has no 

significant effects the Green Purchase Intention (GPIN). This suggests that the 

consumers do no apply enough afforts to extend awareness. Therefore, it could be 

argued that because “GAN has no significant effects on GPIN so there is no 

reason to waste money on “GPIN” clearly funds spent on “GAN” will not increase 

the GPIN at all; that‟s why, these funds could be spent on other variables.  

4.8.2 The influence of Brand Association on Purchase Intention 

There is a positive and significant effect of Brand Association (X2) to 

Purchase Intention (Y) in this result. Brand Association has a strong level and  it  

links to a brand (from teh association) which will be stronger when it is based on 

many experiences or exposures to communications  when a network of other links 

supports it (Aaker 1991). Brand associations may reflect the characteristics of the 

product. Product associations and organizational associations are taken as the two 

mostly referred categories (Chen‟s 2001). The relationship between the brand and 

its customers occurs because mind or the assumption is connected in customers‟ 

memory. From table 4.9  on the item stating “The Teh Botol Sosro product/brand 

is well priced” has the highest value as the consumers think that the 

chararacteristics given by the product meet their expectations and can fulfill their 

needs. Brand Association of Teh Botol Sosro is strong which can be seen that 

when people call “Teh Botol“ the the purpose of teh botol itself is Teh Botol 
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Sosro. According to (Aaker, 1991) brand association is anything linked in 

memory to a brand.  

4.8.3 The influence of Perceived Quality on Purchase Intention 

Based on the result obtained from hyphotheses testing, Perceived 

Quality has a negative result or  it does not significantly influence Purchase 

Intention. The effect of the relationship is negative which means that if the 

perceived quality of consumer toward the brand increases, the purchase intention 

of the product  also increases. On the other hand, if the perceived quality of 

consumer toward the brand decreases, the purchase intention of  Teh Botol Sosro 

product  also decreases. The reason making perceived quality and purchase 

intention do not significant relationship is because, the significance value is 0, 317 

which is > 0,05. According to (Aaker, 1991), perceived quality is the consumers‟ 

perceptions of quality or advantages a product or service in relation with a desired 

goal, compared with other alternatives products. According to (Zeinthaml, 1988, 

p.3), perceived quality is not the actual quality of the product but the consumer‟s 

subjective evaluation of the product. From table 4.10 in item stating” The 

product/brand of Teh Botol Sosro has a good quality” has the highest value shows 

that Teh Botol Sosro provides a good quality and has been consumed  by many 

people. Perceived Quality of Teh Botol Sosro has been proven for decades as the 

company  has managed to keep the quality of its product so that it gets a good 

notion from the consumers. The result found in this study has a similar result with 

the previous research conducted by Hendriana, et al., (2012) about the Purchase 

Intention on Counterfeit Movies: An Empirical Study on College Students. That 

research had showed that ethical concern has significant negative influence. 
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Meanwhile, this study found that idealism has a significant negative impact on 

ethical concern. 

4.8.4 The influence of Brand Loyalty on Purchase Intention 

Based on the result obtained in the hypotheses testing, Brand Loyalty 

has a positive and significant effect to Purchase Intention. According to (Aaker, 

1991) ,  brand loyalty is a situation which reflects how likely a customer will be to 

switch to another brand, especially when that brand makes a change, either in 

price or in product features. From table 4.11 in item stating “I would buy Teh 

Botol Sosro product/brand although its price is higher than the other 

product/brand” had a highest value with. According to (Yoo and Donthu, 2001, 

p.3) brand loyalty is the tendency to be loyal to a focal brand, which is 

demonstrated by the intention to buy the brand as a primary choice. This shows 

Teh Botol Sosro to provide a price to be loyal. Brand Loyalty of Teh Botol is 

strong. This is the result of the development of distribution channels, maintain 

quality and promotion strategies undertaken by tagline “ Whatever the food, the  

drink is Teh Botol Sosro”. It means that Teh Botol Sosro offers different things 

than the other product/brand. 

4.8.5 The influence of Brand Equity on Purchase Intention 

Brand Awareness, Brand Association, Perceived Quality, Brand 

Loyalty give an effect to Purchase Intention. Those variable can provide a value to 

the product. The value in its  product are already bond to the society and its 

customers for sure. Those variables can influence  the Purchase Intention. When 

people hear about Teh Botol Sosro, as a brand and company PT. Sinar Sosro is 
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already well known and has a good reputation in many people‟s  mind proven by 

the data from top brand. People may consume that Teh Botol Sosro is market 

leader and the first ready to drink tea in Indonesia and in the world. Based on the 

research result, brand loyalty is the most powerful factor that influences 

consumers‟ purchase intention. To cover the weakness, Teh Botol Sosro should 

increase brand loyalty by developing distribution channels, maintaining quality, 

and doing a promotion  strategies   about Teh Botol Sosro by offering uniqueness 

of the brand that differs from other competitors of the same product. 

4.9 Managerial Implications 

For its managerial implication, Teh Botol Sosro has to focus on 

maximizing its Brand Awareness (X1), Brand Association (X2), Perceived Quality 

(X3), and Brand Loyalty (X4). Morever, the impact from brand loyalty is stronger 

than the other variable. Teh Botol is required to improve its brand loyalty by 

developing more distribution channels, maintaining quality, and promoting 

strategies done to support  Teh Botol Sosro by offering uniqueness of the brand 

that   differs from other competitors of the same product. According to Rossiter 

and Percy (1987), brand loyalty is often characterized by a favorable attitude 

towards a brand and repeated purchases of the same brand over time. Brand 

loyalty is also conceptualized based on attitudinal perspective.  

From the theory and previous research, it shows that variable of brand 

awareness, brand association, perceived quality, and brand loyalty provides good 

value to their product and made a significant effect proven by Partially Test. 
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This study can be used by stake holders who have interest with Teh Botol 

Sosro and maybe the faculties. For the marketers in PT. Sinar Sosro, this research 

can be used to know the most dominant variable which influences the Purchase 

Intention. The variable which has a significant value can be used as an 

advantages. From the results in this study, brand loyalty has a dominant effect to 

the Purchase Intention. PT. Sinar Sosro can use its brand loyalty as the advantage. 

With acquisition from Frestea hopefully there is a combination or new innovation 

from Teh Botol Sosro between the two company to provide a better product. 

Thereby, with the good loyalty of Teh Botol Sosro and Frestea, the head of PT. 

Sinar Sosro now hopes to be able to attract his potential customer. Hopefully as 

the marketers of PT. Sinar Sosro, they can provide an added value more in 

Indonesian market. Giving a campaign like what PT. Sinar Sosro did for global 

market can be an example. Provide a place, for consumers to pour their creation 

idea in his Teh Botol Sosro ready to drink tea could be one of the strategies. This 

is done because Indonesia is one of the largest markets in the world to attract and 

increase the Purchase Intention of customers in Indonesia. 
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CHAPTER V 

CONCLUSIONS AND SUGGESTIONS 

5.1  Conclusion 

 This study was conducted to determine which variables having an 

influence on Purchase Intention. In this study, the independent variables are     

Brand Awareness, Brand Association, Perceived Quality, Brand Loyalty variables 

while the dependent variable is Purchase Intention. 

Based on the result of the multiple linear regression analysis, it can be concluded 

as follow: 

1. Brand Awareness does not have significant influence on Purchase 

Intention. 

2. Brand Association has significant influence on Purchase Intention. 

3. Perceived Quality does not have significant influence on Purchase 

Intention. 

4. Brand Loyalty has significant influence on Purchase Intention. 

5. Brand Awareness, Brand Association, Perceived Quality, Brand Loyalty 

simultaneously influence consumer‟s Purchase Intention. 
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6. Brand loyalty variable has a dominant influence on consumer‟s Purchase 

Intention of Teh Botol Sosro especially to consumers in Faculty of 

Economics and Business Brawijaya University Malang. 

5.2 Suggestions 

 Based on the research result, there are some suggestions which are 

expected to be useful for the company as well as for other parties. The 

suggestions are as follow:  

1. For the product/Teh Botol Sosro brand and the company in Indonesia 

generally, it is expected that the company can maintain and improve 

services to brand loyalty. Brand loyalty is a variable having a dominant 

influence in affecting consumer‟s Purchase Intention by making use of 

the image of Teh Botol Sosro which has already become a popular 

brand. It can be done by doing more promotion in term of 

advertisement, creating innovation, and making a new and unique   

packaging. Hopefully, the consumer‟s Purchase Intention will increase. 

2. For the next research, the researcher suggests to include some variables 

that can influence consumer‟s Purchase Intention, such as reference 

group, product attribute, brand positioning, brand image, marketing 

mix, and etc. Moreover, the next researcher can also add more 

respondents to be included in the next research. 
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3. For further research, it is expected to continue to develop this research. 

This study was designed to investigate brand equity in general, so it 

has not focused on Brand Equity objects in depth, so for other 

researchers subsequently to be more focused on one or several 

dimensions of brand equity only in order to create new findings within 

the scope of Brand Equity. 

4. Hopefully, this research can be used as a reference for further research   

by considering other variables which are not included in this present 

research. 
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Questionnaire (English) & (Indonesia) 
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Questionnaire (English) 

Dear respondent,  

  

Introduce myself, my name is Siska Amelia (125020207121008), a final 

year student in Faculty of Economics and Business, Brawijaya University, I am 

currently undergoing a process of completing a final project by conducting a 

research entitled “The Impact of Brand Equity Towards on Consumer Purchase 

Intention of Ready to Drink Tea (An Empirical Study of Teh Botol Sosro 

Product, on College Student in Faculty Economics and Business University of 

Brawijaya Malang)”. For that, I need your cooperation to fill this questionnaire 

and willing to give answers honestly, because is very important to my research in 

order to complete the data collection. The results of this study will be used in the 

preparation of the thesis course. The confidentiality of your answer will be 

guaranteed and will not be published. Thus the purpose of this questionnaire was 

made and I say, thank you for all the attention and participation. 

E-mail  : Siskeysikey@gmail.com 

Phone Number: +6281357010136 

 

Thank you for your support and willingness 

 

Sincerely, 

 

Researcher,   Lecture, 

 

 

Siska Amelia      Dodi Wirawan Irawanto, SE.,M.Com., Ph.D., 

 

mailto:Siskeysikey@gmail.com
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I. RESPONDENT IDENTITY 

 

1. Your current age …. Year 

 

a. 16-19 

b. 20-23 

c. 23-26 

 

2. Gender: 

 

a. Female 

b. Male 

 

3. Your Latest Education: 

 

a. Elementary school 

b. Junior High School 

c. Senior High School 

d. S1/S2/S3 

 

4. Your current occupation: 

 

a. Student 

b. Employee 

c. Entrepreneur 

 

5. Your monthly Income or Allowance: 

 

a. < Rp 500.000,00 

b. Rp 1.000.000 – Rp 2.000.000 

c. Rp 2.100.000 – Rp 3.000.000 

d. > Rp 3.000.000,00 

 

6. Where did you get the information about Teh Botol Sosro 

Product/Brand? 

 

a. Social Media (Instagram, Twitter, Path,etc) 

b. Brochure/Banner 

c. Website 

d. Friend 
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II. ANSWER INSTRUCTION 

 

a. Choose the correct answer by providing a cross (X), if you want to 

change your answer, circle your first choice then put a cross (X) 

on your new choice. 

b. Before submitting, please check back answers that you choose and 

make sure you have answered all the questions. 

Assessment Criteria:  

SD    : Strongly Disagree                         1 with the degree of value judgment is 

very low 

D      : Disagree                                        2 with the degree of low judgment 

N      : Neutral                                          3 with the degree of value judgment is 

enough 

A      : Agree                                            4 with the degree of good judgment 

SA    : Strongly Agree                             5 with the degree of value judgment is 

very good 

 

QUESTIONNAIRE                             ANSW

ER  

OPTION   

 SA A N D SD 

Brand Awareness 

I can quickly recall symbol or logo of Teh 

Botol Sosro product/brand 

     

I can quickly recall some characteristics of 

the Teh Botol Sosro product/brand 

     

I can recognize Teh Botol Sosro 

product/brand quite easily in comparison 

with the other competing product/brand 

     

I know The Botol Sosro product/brand looks 

like 

     

Brand Association 

I consider the company and people who 

stand behind the Teh Botol Sosro 

product/brand have the expertise in 

producing the product 

     

I believe that Teh Botol Sosro company and 

people who stand behind the brand are 
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socially responsible 

I believe the brand image of Teh Botol 

Sosro company has a good image 

     

The Teh Botol Sosro product/brand is well 

priced 

     

I believe that Teh Botol Sosro company is 

contributing to the society 

     

Perceived Quality 

The products/brand of Teh Botol Sosro have 

a good quality 

     

The products of Teh Botol Sosro offers 

excellent features 

     

The quality of the product/brand Teh Botol 

Sosro according to what I want 

     

I don‟t have difficulties as compared to 

other brand of the product in terms of the 

colour/flavor/form/appearance 

     

Brand Loyalty 

I am loyal consumer to the Teh Botol Sosro 

product/brand 

     

I would  buy Teh Botol Sosro product/brand 

although its price is higher than the other 

product/brand 

     

I intend to buy Teh Botol Sosro 

product/brand continuosly 

     

Purchase Intention 

I prefer to buy a product Teh Botol Sosro 

product/brand 

     

If there is a choice I would buy Teh Botol 

Sosro product/brand in the future 

     

I would buy Teh Botol Sosro product/brand 

as my first choice 

     

I  have a willingness to buy Teh Botol Sosro 

product/brand in the future 

     

 

-THANK YOU- 
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Questionnaire (Indonesia) 

 Responden yang terhormat,  

  

 Perkenalkan, nama saya Siska Amelia (125020207121008), mahasiswa 

semester akhir di Fakultas Ekonomi dan Bisnis, Universitas Brawijaya. Saya 

sedang menjalani proses tugas akhir dengan melakukan penelitian yang berjudul 

“Dampak Ekuitas Merek Terhadap Niat Pembelian Konsumen dari Teh Siap 

Minum (Sebuah Studi Empiris dari Teh Botol Sosro Produk, Pada Mahasiswa 

di Fakultas Ekonomi dan Bisnis Universitas Brawijaya Malang)”. Untuk itu, 

saya memohon bantuan dan kerjasama dari saudara/i kiranya bersedia 

memberikan jawaban sejujurnya pada kuisioner ini, karena hal ini sangat berarti 

bagi penelitian saya dalam rangka melengkapi pengumpulan data skripsi. Hasil 

dari penelitian ini akan digunakan dalam penyusunan skripsi saja dan tidak akan 

dipublikasikan. Demikian tujuan dari kuesioner ini dibuat dan saya ucapkan 

terima kasih atas segala perhatian dan partisipasinya. 

E-mail  :Siskeysikey@gmail.com 

Nomor Telp : +6281357010136 

 

Terimakasih atas dukungan dan partisipasi Anda. 

 

Peneliti,   Dosen Pembimbing, 

 

 

Siska Amelia      Dodi Wirawan Irawanto, SE.,M.Com., Ph.D., 
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I. IDENTITAS RESPONDEN 

 

1. Usia … Tahun 

 

a. 16-19 

b. 20-23 

c. 23-26 

 

d. Jenis Kelamin: 

 

a. Wanita 

b. Laki-laki 

 

c. Pendidikan terakhir: 

 

a. SD 

b. SMP 

c. SMA 

d. Diploma 3 

e. S1/S2/S3 

 

d. Pekerjaan: 

 

a. Pelajar/Mahasiswa 

b. Karyawan 

c. Wirausaha 

 

d. Uang Saku /Pendapatan Perbulan: 

 

a. Kurang lebih Rp. 500.000,00 

b. 1.000.000 -2.000.000 

c. 2.100.000 – 3.000.000 

d. > 3.000.000,00 

 

e. Mengetahui produk Teh Botol Sosro dari? 

 

a. Media Sosial (Instagram, Twitter, Path, dll) 

b. Brosur 

c. Spanduk 

d. Teman 
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II. INSTRUKSI PENGISIAN KUISIONER 

 

a. Pilih jawaban yang tepat dengan memberikan tanda silang (X). Jika 

Anda ingin mengubah jawaban, lingkarlah pilihan Anda yang 

pertama, kemudian beri tanda silang (X) pada pilihan Anda yang 

baru. 

b. Mohon diperiksa kembali jawaban yang Anda pilih dan pastikan 

Anda sudah menjawab semua pertanyaan. 

 

Kriteria Penilaian: 

STS   : Sangat Tidak Setuju   1 dengan tingkat penilaian nilai 

sangat rendah 

TS     : Tidak Setuju    2 dengan tingkat penilaian yang 

rendah 

N       : Netral     3 dengan tingkat pertimbangan nilai 

yang cukup 

S        : Setuju     4 dengan tingkat penilaian yang baik 

SS      : Sangat Setuju                                5 dengan tingkat penilaian nilai 

sangat baik 

 

                    KUISIONER  PILIHAN JAWABAN 

 STS TS N S SS 

Brand Awareness (Kesadaran Merek) 

Saya dapat dengan cepat mengingat simbol atau 

logo produk/merek dari Teh Botol Sosro  

     

Saya dapat dengan cepat mengingat beberapa 

karakteristik dari produk/merek Teh Botol Sosro  

     

Saya dapat dengan mudah mengenali 

produk/merek Teh Botol Sosro dibandingkan 

dengan produk/merek pesaing yang lain 

     

Saya mengetahui seperti apa produk/merek Teh 

Botol Sosro 

     

Brand Association (Asosiasi Merek) 

Saya menganggap perusahaan dan orang-orang 

yang berdiri di belakang produk/merek Teh 

Botol Sosro memiliki keahlian dalam 
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memproduksi produk 

Saya yakin bahwa perusahaan ini dan orang-

orang yang berdiri di belakang produk/merek 

Teh Botol Sosro bertanggung jawab secara 

social 

     

Saya percaya citra merek perusahaan 

produk/merek Teh Botol Sosro memiliki citra 

yang baik 

     

Produk/merek Teh Botol Sosro memiliki harga 

yang baik 

     

Saya meyakini bahwa perusahaan produk/merek 

Teh Botol Sosro ini memberikan kontribusi 

kepada masyarakat 

     

Perceived Quality (Persepsi Kualitas) 

Produk/merek Teh Botol Sosro memiliki 

kualitas yang baik 

     

Produk/merek Teh Botol Sosro menawarkan 

fitur yang sangat baik 

     

Kualitas produk/merek Teh Botol Sosro sesuai 

dengan keinginan saya 

     

Saya tidak memiliki kesulitan untuk 

membandingkan produk/merek Teh Botol Sosro 

dengan merek lain, dalam hal warna / rasa / 

bentuk / penampilan 

     

Brand Loyalty (Loyalitas Merek) 

Saya loyal kepada produk/merek Teh Botol 

Sosro 

     

Saya akan membeli produk/merek Teh Botol 

Sosro meskipun harganya lebih tinggi dari 

produk/merek yang lain 

     

Saya berniat untuk membeli produk/merek Teh 

Botol Sosro secara berlanjut 

     

Purchase Intention (Niat Pembelian) 

Saya lebih memilih untuk membeli 

produk/merek Teh Botol Sosro  

     

Jika ada pilihan saya akan membeli Teh Botol 

Sosro di masa yang akan datang 

     

Saya akan membeli produk/merek Teh Botol 

Sosro sebagai pilihan pertama saya 

     

Saya mempunyai  kemauan untuk membeli 

produk/merek Teh Botol Sosro di masa yang 

akan datang 

     

-TERIMA KASIH- 
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Questionnaires Data 
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Questionnaires Data 
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RESPONDENT IDENTITY 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

      120   SUM %   TOTAL 

Age a 16-19 48 a 48 40 

  120 

b 20-23 61 b 61 50,83 

c 23-26 11 c 11 9,17 

Gender a Female 57 a 57 47,5 

  120 b Male 63 b 63 52,5 

Education 

a 

Senior High 

School 109 a 109 90,83 

  120 b S1/S2/S3 11 b 11 9,17 

Occupation a Student 120 a 120 100   120 

Income a < Rp 500.000 26 a 26 21,67 

  120 

b 

Rp 1.000.000-

2.000.000 73 b 73 60,83 

c 

Rp 2.100.000-

3.000.000 16 c 16 13,33 

d >Rp 3.000.000 5 d 5 4,17 

Information 

about Teh 

Botol Sosro 

a Social Media 49 a 49 40,83 

  120 

b Brochure/Banner 9 b 9 7,5 

c Website 46 c 46 38,33 

d Friend 16 d 16 13,33 
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APPENDICES 3 

Validity and Reliability Test 
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BRAND AWARENESS VALIDITY AND RELIABILITY TEST 

 

VALIDITY TEST 

 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

BAW1 12,1500 3,355 ,546 ,346 ,782 

BAW2 12,4167 2,766 ,720 ,532 ,694 

BAW3 12,1917 3,450 ,563 ,331 ,774 

BAW4 12,1917 3,131 ,633 ,442 ,741 

 

RELIABILITY TEST 

 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items 

N of Items 

,801 ,799 4 

 

 

Item Statistics 

 Mean Std. Deviation N 

BAW1 4,1667 ,71401 120 

BAW2 3,9000 ,79282 120 

BAW3 4,1250 ,66815 120 

BAW4 4,1250 ,72833 120 
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BRAND ASSOCIATION VALIDITY AND RELIABILITY TEST 

 

VALIDITY TEST 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

BAS1 14,9667 5,814 ,704 ,558 ,754 

BAS2 14,9750 5,857 ,677 ,572 ,762 

BAS3 14,8167 6,201 ,707 ,505 ,757 

BAS4 14,6917 7,509 ,391 ,205 ,838 

BAS5 15,0500 6,048 ,589 ,351 ,792 

 

 

RELIABILITY TEST 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items 

N of Items 

,819 ,816 5 

 

 

Item Statistics 

 Mean Std. Deviation N 

BAS1 3,6583 ,84511 120 

BAS2 3,6500 ,85651 120 

BAS3 3,8083 ,74806 120 

BAS4 3,9333 ,67030 120 

BAS5 3,5750 ,88558 120 
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PERCEIVED QUALITY VALIDITY AND RELIABILITY TEST 

 

VALIDITY TEST 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

PQ1 11,3250 3,986 ,665 ,475 ,684 

PQ2 11,5417 3,544 ,673 ,529 ,668 

PQ3 11,5833 3,808 ,648 ,485 ,685 

PQ4 11,2750 4,151 ,379 ,147 ,834 

 

 

RELIABILITY TEST 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items 

N of Items 

,775 ,786 4 

 

Item Statistics 

 Mean Std. Deviation N 

PQ1 3,9167 ,71694 120 

PQ2 3,7000 ,84615 120 

PQ3 3,6583 ,78318 120 

PQ4 3,9667 ,91609 120 
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BRAND LOYALTY VALIDITY AND RELIABILITY TEST 

 

VALIDITY TEST 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

BL1 6,1417 1,971 ,562 ,331 ,720 

BL2 6,4250 1,893 ,657 ,432 ,614 

BL3 6,1167 1,936 ,570 ,343 ,712 

 

 

RELIABILITY TEST 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items 

N of Items 

,764 ,765 3 

 

 

Item Statistics 

 Mean Std. Deviation N 

BL1 3,2000 ,80544 120 

BL2 2,9167 ,77333 120 

BL3 3,2250 ,81439 120 
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PURCHASE INTENTION VALIDITY AND RELIABILITY TEST 

 

VALIDITY TEST 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Squared 

Multiple 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

PI1 9,8667 4,856 ,730 ,553 ,860 

PI2 9,8000 4,598 ,774 ,635 ,843 

PI3 10,0083 4,176 ,761 ,597 ,854 

PI4 9,8000 5,136 ,765 ,625 ,853 

 

RELIABILITY TEST 

 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items 

N of Items 

,885 ,890 4 

 

Item Statistics 

 Mean Std. Deviation N 

PI1 3,2917 ,79278 120 

PI2 3,3583 ,82804 120 

PI3 3,1500 ,94957 120 

PI4 3,3583 ,69567 120 
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APPENDICES 4 

Classical Assumption Test 
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MULTICOLLINEARITY TEST 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) ,886 1,500  ,591 ,556   

BAW -,116 ,093 -,094 -1,236 ,219 ,670 1,492 

BAS ,283 ,078 ,306 3,634 ,000 ,545 1,836 

PQ ,106 ,106 ,095 1,005 ,317 ,434 2,303 

BL ,779 ,101 ,542 7,690 ,000 ,776 1,288 

a. Dependent Variable: PI 
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HETERODASTICITY TEST 
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NORMALITY TEST 
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APPENDICES 5 

Multiple Regression Analysis 
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MULTIPLE REGRESSION ANALYSIS 

 

 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation Variance 

BAW 120 9,00 20,00 16,3167 2,30083 5,294 

BAS 120 7,00 25,00 18,6250 3,06529 9,396 

PQ 120 6,00 20,00 15,2417 2,53047 6,403 

BL 120 3,00 15,00 9,3417 1,97248 3,891 

PI 120 4,00 20,00 13,1583 2,83435 8,034 

Valid N (listwise) 120      

 

 

 

Coefficient Correlations
a
 

Model BL BAW BAS PQ 

1 

Correlations 

BL 1,000 ,207 -,115 -,341 

BAW ,207 1,000 -,163 -,400 

BAS -,115 -,163 1,000 -,483 

PQ -,341 -,400 -,483 1,000 

Covariances 

BL ,010 ,002 -,001 -,004 

BAW ,002 ,009 -,001 -,004 

BAS -,001 -,001 ,006 -,004 

PQ -,004 -,004 -,004 ,011 

a. Dependent Variable: PI 

 

 

 

Variables Entered/Removed
a
 

Model Variables 

Entered 

Variables 

Removed 

Method 

1 
BL, BAW, BAS, 

PQ
b
 

. Enter 

a. Dependent Variable: PI 

b. All requested variables entered. 
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Model Summary
b
 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 ,746
a
 ,556 ,541 1,92012 

a. Predictors: (Constant), BL, BAW, BAS, PQ 

b. Dependent Variable: PI 

 

 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 532,002 4 133,000 36,074 ,000
b
 

Residual 423,990 115 3,687   

Total 955,992 119    

a. Dependent Variable: PI 

b. Predictors: (Constant), BL, BAW, BAS, PQ 

 

 

Coefficients
a
 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) ,886 1,500  ,591 ,556   

BAW -,116 ,093 -,094 -1,236 ,219 ,670 1,492 

BAS ,283 ,078 ,306 3,634 ,000 ,545 1,836 

PQ ,106 ,106 ,095 1,005 ,317 ,434 2,303 

BL ,779 ,101 ,542 7,690 ,000 ,776 1,288 

a. Dependent Variable: PI 

 


