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Judul : Pengaruh Brand Equity Terhadap Keputusan Pembelian Minute 

Maid Nutriboost di Kota Denpasar 

Nama : I Gusti Ayu Mas Pramita Utami Dewi 

NIM : 15.02.01.2031 

ABSTRAK 

 

 Keputusan pembelian merupakan tahap-tahap yang dilalui konsumen dalam 

menentukan pilihan tentang produk dan jasa yang akan dibeli atau tidak. Rumusan 

masalah penelitian ini adalah bagaimanakah pengaruh brand equity  terhadap 

Keputusan Pembelian Minute Maid Nutriboost di Kota Denpasar?. Tujuan 

penelitian ini adalah untuk mengetahui pengaruh brand equity  terhadap 

Keputusan Pembelian Minute Maid Nutriboost di Kota Denpasar.  

Penelitian ini dilakukan pada Head Office Coca-Cola Denpasar yang 

berlokasi di Jln. Nangka No. 196 Denpasar.yang merupakan pabrik Minute Maid 

Nutriboost. Jumlah responden yang diambil sebanyak 100 orang konsumen 

dengan rumus slovin dan metode accidental sampling. Pengumpulan data 

dilakukan melalui observasi, wawancara, dokumentasi, kepustakaan dan 

kuesioner. Teknik analisis data yang digunakan adalah uji validitas dan 

reliabilitas, uji asumsi klasik, analisis regresi linier berganda, determinasi, uji t 

dan uji F. 

Berdasarkan hasil analisis ditemukan bahwa Brand Awareness berpengaruh 

positif dan signifikan secara parsial terhadap Keputusan Pembelian Minute Maid 

Nutriboost  di Kota Denpasar,. dibuktikan thitung = 3,132 > ttabel = 1,658, maka 

dengan demikian H0 ditolak dan H1 diterima. Brand Preceived Quaity berpengaruh 

positif dan signifikan secara parsial terhadap Keputusan Pembelian Minute Maid 

Nutriboost  di Kota Denpasar, dibuktikan nilai thitung = 3,206 > ttabel = 1,658, maka 

dengan demikian H0 ditolak dan H2 diterima. Brand Associations berpengaruh 

positif dan signifikan secara parsial terhadap Keputusan Pembelian Minute Maid 

Nutriboost  di Kota Denpasar. Hal ini dapat dibuktikan dengan nilai thitung = 3,072 

> ttabel = 1,658, maka dengan demikian H0 ditolak dan H3 diterima. Brand Loyalty 

berpengaruh positif dan signifikan secara parsial terhadap Keputusan Pembelian 

Minute Maid Nutriboost  di Kota Denpasar. Hal ini dapat dibuktikan dengan nilai 

thitung = 3,180 > ttabel = 1,658, maka dengan demikian H0 ditolak dan H4 diterima. 

Brand Awareness, Brand Preceived Quaity, Brand Associations dan Brand Loyalty 

berpengaruh secara simultan terhadap Keputusan Pembelian Minute Maid 

Nutriboost  di Kota Denpasar. Hal ini dapat dibuktikan dengan nilai Ftabel 2,45 < 

Fhitung 44,097, sehingga H0 ditolak dan  H5 diterima. 

Diharapkan produsen Minute Maid Nutriboost untuk selalu mengembangkan 

kesadaran konsumen bahwa Minute Maid Nutriboost merupakan suatu produk yang 

berkualitas yang dapat meningkatkan sistem imuno tubuh manusia serta 

memperlancar proses metabolisme. 

 

Kata kunci:  Brand Awareness, Brand Preceived Quaity, Brand Associations, 

Brand Loyalty, Keputusan Pembelian 

 

 



vii 

 

DAFTAR ISI 

                                                                                                      Halaman 

 

HALAMAN JUDUL ................................................................................... i   

HALAMAN PENGESAHAN ..................................................................... ii 

PERNYATAAN ORISINALITAS ............................................................. iii  

KATA PENGANTAR ............................................................................... iv  

ABSTRAK ................................................................................................ vi 

DAFTAR ISI ............................................................................................ vii 

DAFTAR TABEL ...................................................................................... x 

DAFTAR GAMBAR ................................................................................. xi  

DAFTAR LAMPIRAN ............................................................................. xii 

 

BAB I PENDAHULUAN ........................................................................... 1 

 

1.1 Latar Belakang Masalah ........................................................................ 1 

1.2 Rumusan Masalah Penelitian ................................................................. 9 

1.3 Tujuan Penelitian ................................................................................ 10 

1.4 Kegunaan Penelitian............................................................................ 11 

 

BAB II KAJIAN PUSTAKA DAN HIPOTESIS ....................................... 12 

 

2.1 Landasan Teori ................................................................................... 12 

2.1.1 Pengertian Pemasaran .................................................................. 12 

2.1.2 Merek .......................................................................................... 14 

2.1.3 Peranan Merek ............................................................................. 15 

2.1.4 Ekuitas Merek (Brand Equity) ..................................................... 17 

2.1.5 Komponen Brand Equity ............................................................. 18 

2.1.6 Brand Awareness ......................................................................... 20 

2.1.7 Indikator Brand Awareness .......................................................... 21 

2.1.8 Brand Perceived Quality .............................................................. 22 

2.1.9 Indikator Brand Perceived Quality............................................... 23 

2.1.10 Brand Associations .................................................................... 23 

2.1.11 Indikator Brand Associations ..................................................... 28 

2.1.12 Brand Loyalty ............................................................................ 29 

2.1.13 Indikator Brand Loyalty ............................................................. 29 

2.1.14 Keputusan Pembelian ................................................................ 31 

2.1.15 Indikator Keputusan Pembelian ................................................. 32 

2.2 Penelitian Sebelumnya ........................................................................ 33 

2.3 Hipotesis Penelitian ............................................................................. 35 

 

BAB III METODE PENELITIAN ............................................................ 36 

 

3.1 Desain Penelitian ................................................................................ 36 

3.2 Lokasi Dan Ruang Lingkup Wilayah Penelitian .................................. 38 

3.3 Obyek Penelitian ................................................................................. 38 



viii 

 

3.4 Identifikasi Variabel ............................................................................ 38 

3.5 Definisi Operasional Variabel ............................................................. 39 

3.6 Jenis Dan Sumber Data ....................................................................... 44 

3.6.1 Jenis Data .................................................................................... 44 

3.6.2 Sumber Data ................................................................................ 45 

3.7 Populasi, Sampel Dan Metode Penentuan Sampel ............................... 45 

3.7.1 Populasi ....................................................................................... 45 

3.7.2 Sampel......................................................................................... 46 

3.7.3 Metode Penentuan Sampel ........................................................... 47 

3.8 Metode Pengumpulan Data ................................................................. 47 

3.8.1 Observasi ..................................................................................... 47 

3.8.2 Wawancara .................................................................................. 48 

3.8.3 Dokumentasi................................................................................ 48 

3.8.4 Kepustakaan ................................................................................ 48 

3.8.5 Kuisioner ..................................................................................... 49 

3.9 Uji Instrumen Penelitian ...................................................................... 49 

3.9.1 Uji Validitas ................................................................................ 49 

3.9.2 Uji Reliabilitas ............................................................................. 50 

3.10 Teknik Analisis Data ......................................................................... 50 

3.10.1 Uji Asumsi Klasik ..................................................................... 50   

3.10.2 Regresi Linier Berganda ............................................................ 52 

3.10.3 Analisis F test (Uji F)................................................................. 53 

3.10.4 Analisis t-test (Uji t) .................................................................. 53 

 

BAB IV DATA & PEMBAHASAN HASIL PENELITIAN ...................... 55 

 

4.1 Gambaran Lokasi Penelitian ................................................................ 55 

4.1.1 Sejarah Lokasi Penelitian ............................................................. 55 

4.1.2 Struktur Organisasi ...................................................................... 56 

4.2 Karakteristik Responden ..................................................................... 61 

4.2.1 Karakteristik Responden Berdasarkan Jenis Kelamin ................... 61 

4.2.2 Karakteristik Responden Menurut Usia ........................................ 62 

4.2.3 Karakteristik Responden Menurut Pekerjaan ................................ 62 

4.2.4 Karakteristik Responden Menurut Pendapatan ............................. 63 

4.3 Hasil Pengujian Instrumen Penelitian .................................................. 64 

4.3.1 Uji Validitas ................................................................................ 64 

4.3.2 Uji Reliabilitas ............................................................................. 65 

4.4 Deskripsi Variabel Penelitian .............................................................. 66 

4.4.1 Keputusan Pembelian .................................................................. 67 

4.4.2 Brand Awareness (X1) ................................................................. 68 

4.4.3 Brand Perceived Quality (X2) ..................................................... 69 

4.4.4 Brand Associations (X3) .............................................................. 70 

4.4.5 Brand Loyalty (X4) ...................................................................... 71 

4.5 Statistik Deskriptif .............................................................................. 73 

4.6 Uji Asumsi Klasik ............................................................................... 74 

4.6.1 Uji Normalitas ............................................................................. 74 



ix 

 

4.6.2 Uji Multikolinieritas .................................................................... 76 

4.6.3 Uji Heteroskedastisitas ................................................................ 77 

4.7 Pengujian Hipotesis ............................................................................. 78 

4.7.1 Analisis Linier Berganda ............................................................. 78 

4.7.2 Analisis Koefisien Determinasi (R2) ............................................ 80 

4.7.3 Uji Signifikan Parsial (Uji t-Test) ................................................ 82 

4.7.4 Uji Signifikan Simultan (Uji F-Test) ............................................ 93 

4.8  Pengaruh Brand Equity Terhadap Keputusan Pembelian Minute Maid     

Nutriboost Di Kota Denpasar ............................................................. 96 

4.8.1 Pengaruh Brand Awareness Terhadap Keputusan Pembelian Minute 

Maid Nutriboost Di Kota Denpasar ............................................. 96 

4.8.2 Pengaruh Brand Perceived Quality Terhadap Keputusan Pembelian 

Minute Maid Nutriboost Di Kota Denpasar ................................. 97 

4.8.3 Pengaruh Brand Associations Terhadap Keputusan Pembelian 

Minute Maid Nutriboost Di Kota Denpasar ................................. 99 

4.8.4 Pengaruh Brand Loyalty Terhadap Keputusan Pembelian Minute 

Maid Nutriboost Di Kota Denpasar ........................................... 100 

4.8.5 Pengaruh Brand Equity (Brand Awareness, Brand Perceived 

Quality, Brand Associations, dan Brand Loyalty) Terhadap 

Keputusan Pembelian Produk Nutriboost Di Kota Denpasar ...... 101 

 

BAB V PENUTUP 

 

5.1 Simpulan ........................................................................................... 103 

5.2 Saran ................................................................................................. 104 

DAFTAR PUSTAKA ......................................................................... 106 

LAMPIRAN-LAMPIRAN ................................................................. 109 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



x 

 

DAFTAR TABEL 

 

No. Tabel                  Tabel 

1.1 Data Penjualan Minute Maid Nutriboost di Head Office Coca-Cola 

      Tahun 2017 ........................................................................................... 8 

4.1 Karakteristik Responden Menurut Jenis Kelamin ................................ 61 

4.2 Karakteristik Responden Menurut Usia ............................................... 62 

4.3 Karakteristik Responden Menurut Pekerjaan ....................................... 63 

4.4 Karakteristik Responden Menurut Pendapatan .................................... 63 

4.5 Hasil Uji Validitas Variabel ................................................................ 64 

4.6 Hasil Uji Reliabilitas ........................................................................... 65 

4.7 Kriteria Dan Jawaban Penilaian Jawaban Kuisioner ............................ 67 

4.8 Hasil Penelitian Responden Atas Keputusan Pembelian ...................... 67 

4.9 Hasil Penelitian Responden Atas Brand Awareness ............................. 69 

4.10 Hasil Penelitian Responden Atas Brand Perceived Quality ................ 70 

4.11 Hasil Penelitian Responden Atas Brand Associations ........................ 71 

4.12 Hasil Penelitian Responden Atas Brand Loyalty ................................ 72 

4.13 Statistik Deskriptif ............................................................................ 73 

4.14 Uji Normalitas ................................................................................... 75 

4.15 Uji Multikolinieritas .......................................................................... 76 

4.16 Uji Heteroskedastisitas ...................................................................... 77 

4.17 Hasil Uji Regresi Linier Berganda ..................................................... 78 

4.18 Hasil Uji Analisis Koefisien Determinasi (R2) ................................... 81 

4.19 Hasil Uji Signifikan Parsial (Uji t-Test) ............................................. 83 

4.20 Hasil Uji Signifikan Parsial (Uji t-Test) ............................................. 86 

4.21 Hasil Uji Signifikan Parsial (Uji t-Test) ............................................. 88 

4.22 Hasil Uji Signifikan Parsial (Uji t-Test) ............................................. 91 

4.23 Hasil Uji Signifikan Simultan (Uji F-Test) ........................................ 94 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xi 

 

DAFTAR GAMBAR 

 

No. Gambar                                                                                                  Halaman                                                                                                         

3.1 Kerangka Pemikiran Pengaruh Brand Equity Terhadap Keputusan  

Pembelian Produk Minute Maid Nutriboost Di Kota  

Denpasar ............................................................................................ 37 

4.1 Struktur Organisasi ............................................................................. 57 

4.2 Kurva Daerah Penerimaan Dan Penolakan Hipotesis Pengaruh Brand 

Awareness Terhadap Keputusan Pembelian ........................................ 84 

4.3 Kurva Daerah Penerimaan Dan Penolakan Hipotesis Pengaruh Brand 

Perceived Quality Terhadap Keputusan Pembelian ............................ 87 

4.4 Kurva Daerah Penerimaan Dan Penolakan Hipotesis Pengaruh Brand 

Associations Terhadap Keputusan Pembelian ..................................... 89 

4.5 Kurva Daerah Penerimaan Dan Penolakan Hipotesis Pengaruh Brand  

      Loyalty Terhadap Keputusan Pembelian .............................................. 92 

4.6 Kurva Distribusi Normal Daerah Penolakan Dan Daerah Penerimaan  

      Ho ....................................................................................................... 95 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xii 

 

DAFTAR LAMPIRAN  

 

No. Lampiran                                                                                               Halaman 

Lampiran 1. Kuisioner Penelitian ............................................................ 109 

Lampiran 2. Tabulasi Data Penelitian ...................................................... 114 

Lampiran 3. Uji Validitas & Reliabilitas ................................................. 123 

Lampiran 4. Uji Asumsi Klasik ............................................................... 128 

Lampiran 5. Analisis Regresi Linier Berganda ........................................ 130 

Lampiran 6. Tabel Distribusi t................................................................. 131 

Lampiran 7. Tabel Distribusi F ............................................................... 132 

 

 

 

 


