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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh Brand awareness, perceived 

value, dan brand image terhadap keputusan pembelian pada produk kopi bubuk 

instan Good Day. Data sampel yang diambil pada penelitian ini yaitu konsumen 

yang sudah melakukan pembelian produk kopi bubuk instan Good Day yang 

berjumlah 100 orang. Instrumen atau alat pengumpulan data pada penelitian ini 

menggunakan kuesioner. Teknik analisis data yang digunakan antara lain analisis 

kuantitatif yang terdiri dari uji instrumen, uji asumsi klasik, analisis regresi linear 

berganda dan uji hipotesis. Data diolah dengan bantuan program SPSS 25.0 for 

windows. Hasil analisis membuktikan bahwa Brand awareness, perceived value, 

dan brand image masing-masing secara parsial mempunyai pengaruh positif dan 

signifikan terhadap keputusan pembelian. Hasil analisis membuktikan Brand 

awareness, perceived value, dan brand image secara simultan mempunyai 

pengaruh dan signifkan terhadap keputusan pembelian. 

 

Kata kunci: Brand awareness, perceived value, dan brand image, keputusan 

pembelian 
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ABSTRACT 

This study aims to determine the effect of brand awareness, Perceived Value, and 

Brand Image on purchasing decisions for Good Day instant coffee powder 

products. The sample in this study consisted of 100 consumers who had previously 

purchased Good Day instant coffee powder. The data collection instrument used 

was a questionnaire. The data analysis techniques employed include quantitative 

analysis consisting of instrument testing, classical assumption testing, multiple 

linear regression analysis, and hypothesis testing. Data were processed using SPSS 

25.0 for Windows. The analysis results show that brand awareness, Perceived 

Value, and Brand Image each have a positive and significant partial effect on 

purchasing decisions. Furthermore, brand awareness, Perceived Value, and Brand 

Image simultaneously have a significant effect on purchasing decisions. 

 

Keywords: brand awareness, Perceived Value, Brand Image, purchasing decisions 
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