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Pengaruh Brand Prestige dan Perceived Quality Terhadap Purchase Intention

Melalui Brand Attitude (Studi pada Konsumen Iphone di Kota Yogyakarta)

ABSTRAK

Pada era perkembangan teknologi ini, penggunaan smartphone di Indonesia
diprediksi akan terus mengalami peningkatan setiap tahunnya. Semakin ketatnya
persaingan menyebabkan beberapa perusahaan mengalami penurunan penjualan
dan akhirnya gulung tikar, merek yang masih bertahan diharuskan untuk tetap
mengembangkan inovasi dengan menciptakan keunggulan bersaing dibandingkan
kompetitornya. Terdapat merek ponsel yang cukup terkenal di kalangan masyarakat
Indonesia yaitu iPhone. IPhone dikenal sebagai merek yang mewah dan bergengsi
berupaya menjaga kualitas produknya untuk mempertahankan merek agar tetap
diminati dan mendapat sikap positif konsumen ditengah ketatnya persaingan.
Sehingga tujuan penelitian ini ialah untuk mengetahui pengaruh brand prestige dan
perceived quality terhadap purchase intention melalui brand attitude. Pengaruh
antara variabel bebas, variabel terikat, dan variabel mediasi pada penelitian akan
diuji. Pengambilan sampel pada penelitian ini menggunakan non-probability
sampling yaitu dengan purposive sampling, sehingga didapatkan jumlah responden
sebanyak 200 responden yang telah mengisi kuesioner. Tipe penelitian ini adalah
explanatory research dengan pengolahan data menggunakan aplikasi perangkat
komputer SPSS 28.0. Hasil penelitian menunjukkan bahwa brand prestige dan
perceived quality masing-masing berpengaruh positif dan signifikan terhadap
brand attitude. Variabel brand prestige dan perceived quality masing-masing juga
berpengaruh positif dan signifikan terhadap purchase intention. Lalu variabel brand
prestige dan perceived quality melalui brand attitude dari hasil pengaruh tidak
langsung, masing-masing menunjukkan hasil yang positif dan signifikan. Ini artinya
brand attitude mampu berperan sebagai mediator tiap hubungan secara parsial.

Kata Kunci : Brand Prestige, Perceived Quality, Brand Attitude, dan Purchase
Intention



The Effect of Brand Prestige and Perceived Quality on Purchase Intention

Through Brand Attitude (Study on Iphone Consumers in Yogyakarta City)

ABSTRACT

In this era of technological development, the use of smartphones in Indonesia is
predicted to continue to increase every year. Increasingly intense competition has
caused several companies to experience a decline in sales and eventually go out of
business, brands that are still surviving are required to continue to develop
innovation by creating competitive advantages compared to their competitors.
There is amobile phone brand that is quite well-known among Indonesians, namely
iPhone. IPhone is known as a luxury and prestigious brand trying to maintain the
quality of its products to maintain the brand so that it remains in demand and gets
a positive attitude from consumers in the midst of intense competition. So the
purpose of this study is to determine the effect of brand prestige and perceived
quality on purchase intention through brand attitude. The influence of independent
variables, dependent variables, and mediating variables on the research will be
tested. Sampling in this study used non-probability sampling, namely by purposive
sampling, so that the number of respondents was 200 respondents who had filled
out the questionnaire. This type of research is explanatory research with data
processing using the SPSS 28.0 computer software application. The results showed
that brand prestige and perceived quality each had a positive and significant effect
on brand attitude. Brand prestige and perceived quality variables also have a
positive and significant effect on purchase intention. Then the variable brand
prestige and perceived quality through brand attitude from the results of indirect
influence, each of which shows positive and significant results. This means that the
brand attitude is able to act as a mediator which is partial mediation.

Keywords : Brand Prestige, Perceived Quality, Brand Attitude, and Purchase
Intention.
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