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PENGARUH BRAND AWARENESS, PERCEIVED QUALITY,
BRAND ASSOCIATION, DAN BRAND LOYALTY
TERHADAP KEPUTUSAN PEMBELIAN KONSUMEN

GENERASI Z PADA KOPI KULO

(Salma Alika Zhafirah)

ABSTRAK

Peningkatan konsumsi kopi di Indonesia, mendorong persaingan yang semakin
ketat di industri kedai kopi lokal. Kopi Kulo sebagai salah satu kedai kopi lokal
mengalami tantangan dalam mempertahankan keputusan pembelian konsumennya
di tengah marakanya pesaing dan perubahan perilaku konsumen. Penelitian ini
bertujuan untuk mengetahui pengaruh Brand Awareness, Perceived Quality,
Brand Association, dan Brand Loyalty terhadap Keputusan Pembelian Konsumen
Generasi Z pada Kopi Kulo. Penelitian ini menggunakan metode deskriptif
kuantitatif dengan skala likert 1-5. Penyebaran kuesioner dilakukan kepada 167
responden Generasi Z yang berdomisili di wilayah Jabodetabek dan pernah
membeli produk Kopi Kulo. Teknik analisis data dilakukan menggunakan IBM
SPSS versi 26 melalui uji validitas, uji reliabilitas, uji asumsi klasik, uji analisis
regresi linear berganda, uji F, dan uji t. Hasil penelitian menunjukkan bahwa
variabel brand awareness, perceived quality, brand association, dan brand loyalty
secara bersama-sama berpengaruh positif terhadap keputusan pembelian. Secara
parsial, seluruh variabel independen juga terbukti berpengaruh positif terhadap
keputusan pembelian. Brand Association memiliki pengaruh terbesar terhadap
keputusan pembelian, diikuti oleh perceived quality, brand loyalty, dan brand
awareness. Penelitian menyimpulkan bahwa keputusan pembelian konsumen
Generasi Z pada Kopi Kulo dipengaruhi oleh kemampuan brand membangun
kesadaran merek, memberikan kualitas yang konsisten, menciptakan asosiasi
merek yang kuat, serta mempertahankan loyalitas konsumen.

Kata kunci: Brand Awareness, Perceived Quality, Brand Association, Brand
Loyalty, Keputusan Pembelian



THE INFLUENCE OF BRAND AWARENESS, PERCEIVED
QUALITY, BRAND ASSOCIATION, AND BRAND LOYALTY
ON GENERATION Z CONSUMER'S PURCHASING

DECISIONS AT KOPI KULO

(Salma Alika Zhafirah)

ABSTRACT

The rise in coffee consumption in Indonesia has driven increasingly fierce
competition in the local coffee shop industry. Kopi Kulo, as one local coffee shop,
faces challenges in maintaining its customers' purchasing decisions amidst
increasing competition and changing consumer behavior. This study aims to
determine the influence of Brand Awareness, Perceived Quality, Brand
Association, and Brand Loyalty on Generation Z Consumer Purchase Decisions
at Kopi Kulo. This study used a quantitative descriptive method with a Likert
scale of 1-5. Questionnaires were distributed to 167 Generation Z respondents
residing in the Greater Jakarta area and previously purchased Kopi Kulo
products. Data analysis was performed using IBM SPSS version 26 through
validity tests, reliability tests, classical assumption tests, multiple linear
regression analysis, F-tests, and t-tests. The results showed that brand awareness,
perceived quality, brand association, and brand loyalty collectively had a positive
effect on purchasing decisions. Partially, all independent variables also positively
influenced purchasing decisions. Brand association had the greatest influence on
purchasing decisions, followed by perceived quality, brand loyalty, and brand
awareness. The study concluded that Generation Z consumers' purchasing
decisions for Kopi Kulo were influenced by the brand's ability to build brand
awareness, provide consistent quality, create strong brand associations, and
maintain consumer loyalty.

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

Loyalty, Purchase Decisions
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