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Abstract: This study aims to determine the effect of perceived quality, brand awareness,
and brand trust on buying interest in Tropicana Slim consumers. This study uses a
population, namely Tropicana Slim consumers who live in DKI Jakarta and a sample with
the criteria of knowing the Tropicana Slim brand and have never bought Tropicana Slim
products, live in DKI Jakarta, and are at least 15 years old. The data in this study were
processed using the SPSS version 25 application. This study used a sample of 100
respondents who were Tropicana Slim consumers. The results of hypothesis testing with the
t-test explain that partially perceived quality and brand awareness have a positive and
significant effect on brand trust and brand awareness has a positive and significant effect on
purchase intention. Meanwhile, perceived quality and brand trust have no significant effect
on purchase intention. Then in the sobel test results perceived quality and brand awareness
have a negative and no significant effect on purchase intention mediated by brand trust.
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INTRODUCTION

Human lifestyle in daily activities has changed, especially in living a healthy lifestyle.
According to Ahira Anne (2010 cited in Eko & Sinaga, 2018) states that a healthy lifestyle is
a lifestyle that pays attention to several things that can have an impact on health. But on the
contrary, an unhealthy lifestyle will have a negative impact on health and cause many
diseases. Sugar and salt are basic ingredients used in the production of food and beverages, so
that the resulting product has a taste that consumers can like. But if the use of sugar and salt in
accordance with the needs will not cause problems to health. However, many companies that
produce food and beverages contain excessive amounts of sugar and salt. This makes people
unconsciously have implemented an unhealthy lifestyle, if consumed in excess and over a
long period of time, causing people to be at risk of life-threatening diseases, one of which is
diabetes.
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Based on Basic Health Research (Riskedas) in 2018, which states that the number of
people with diabetes increased from 6.9% to 8.5%, this shows that the food and drinks
consumed by the community contain a lot of sugar. Then this is also supported by the
Indonesian Ministry of Health, the International Diabetes Federation (IDF) and the Central
Statistics Agency (BPS), which states that Indonesia has a prevalence of diabetes number 5 of
the 10 highest diabetic countries in the world with a total of 19.5 million sufferers. Then in
Indonesia has a percentage of diabetics aged 15 to 24 years of 0.1% and at the age of 25 to 34
years of 0.2%. The above statement shows that diabetics can attack young people not only the
elderly, due to an unhealthy lifestyle.

According to Basic Health Research (Riskesdas) data in 2018, states that the province
that has the highest prevalence of diabetes mellitus in Indonesia is DKI Jakarta, with a value
of 3.4%. This figure makes DKI Jakarta in first place as the province with the highest number
of people with diabetes mellitus in Indonesia, where the highest prevalence of diabetes
mellitus after that is East Kalimantan, DI Yogyakarta, North Sulawesi, East Java, Bangka
Belitung Islands, Gorontalo, Aceh, Banten, and Central Sulawesi.

Based on this phenomenon, there is a company engaged in the food and beverage
industry, namely PT Nutrifood. PT Nutrifood is a company that produces a variety of health
products that can help people maintain a healthy lifestyle, so PT Nutrifood presents one of its
products, Tropicana Slim. Tropicana Slim is a product brand name that focuses on preventing
diabetes and is known as a sugar-free and low-calorie product, so it can help consumers
consume sweet foods or drinks without having to worry about rising blood sugar.

Table 1. Top Brand Data in Indonesia for 2021-2023
Category Low or Calorie-Free Sweeteners

Brand Name 2021 (%TBI) 2022 (%TBI) 2023 (%TBI)
Tropicana Slim 63,50% 62,10% 62,60%
Diabetasol 30,50% 28,20% 27,30%
Equal 3,50% 5,40% 5,40%
DiaSweet 2,50% 4,30% 4,50%

Source: Research data

It is proven that Tropicana Slim is always the first top brand award in the low or
calorie-free sweetener category based on the top brand index from 2021 to 2023 compared to
its competitors, namely Diabetasol, Equal, and DiaSweet. This shows that Tropicana Slim has
succeeded in marketing its products well to consumers, but please note that the Top Brand
Award measures brand performance based on three criteria or parameters as a reference for
Top Brand, namely Mind Share, Market Share, and Commitment Share. It can be seen from
table 1 that the Tropicana Slim Top Brand Index numbers from 2021 to 2023 have decreased.
This shows that Tropicana Slim products tend to experience a decrease in buying interest by
consumers, so it is a serious problem that needs to be faced and handled properly by
Tropicana Slim.

Perceived quality according to Sivaram et al., (2020) states that consumers will have a
good perception of the quality of a brand when the brand is considered to meet consumer
expectations. Based on the above statement, the perceived quality of a brand can affect
consumer assessments of the quality of a product in making purchase intention on Tropicana
Slim. This is in line with previous research conducted by Shwastika & Keni (2021) which
states that perceived quality has a significant effect on purchase intention, while previous
research conducted by Kusumawati & Arrahim (2021) states that perceived quality is not
significant to purchase intention. However, perceived quality is also able to influence brand
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trust in consumer assessments of a product. This is in line with previous research conducted
by Konuk (2021) which states that perceived quality has a positive effect on brand trust, while
according to research by Sun et al., (2022) stated that perceived quality has a significant
negative effect on brand trust.

Then according to Aaker (1991 cited in Hasan & Sohail, 2020) states that brand
awareness is the ability of customers to recognize and recall a brand in different scenarios. So
according to S.Knox (2004 cited in Sun et al., 2022) states that the higher the level of brand
awareness, the more likely consumers are to form a purchase intention. So based on table 1
above, although Tropicana Slim always ranks first as a top brand, it can be seen that the top
brand index number has a tendency to decrease. This shows that consumer purchase intention
for Tropicana Slim products has decreased, which can be caused by a lack of consumer
awareness of Tropicana Slim. This is in line with previous research conducted by Hasan &
Sohail (2020) which states that brand awareness has a positive effect on purchase intention
and according to Hameed et al., (2023) state that brand awareness has no significant effect on
purchase intention. However, brand awareness is also able to influence brand trust in
consumer purchase intentions. This is in line with research conducted by Junarsin et al.,
(2022) states that brand awareness has a significant effect on brand trust and according to
research conducted by Sidharta et al., (2018) states that brand awareness has no significant
effect on brand trust.

Then according to Sirdeshmukh et. al. (2002 cited in Konuk, 2018) states that brand
trust is defined as the hope held by consumers that the company as a producer is reliable. So
that if consumers have a high sense of trust in a brand, consumers will form a purchase
intention. This is in line with previous research conducted by Tan et al., (2022) states that
brand trust has a positive effect on purchase intention, while according to Wijaya & Keni
(2022) states that brand trust has a negative effect on purchase intention. According to DAM
(2020), purchase intention is a consumer intention for a product which is considered a
combination of consumer interest and ability to buy a product.

Conceptual Framework

................

Perceived
Quality

Purchase
Intention

Brand
Awareness

Source: Research Results
Figure 1. Conceptual Framework
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Hypothesis:

H1 : Perceived quality has a significant positive effect on brand trust.

H2 : Brand awareness has a significant positive effect on brand trust.

H3 : Perceived quality has a significant positive effect on purchase intention.

H4 : Brand awareness has a significant positive effect on purchase intention.

HS : Brand trust has a significant positive effect on purchase intention.

H6 : Perceived quality has a significant positive effect on purchase intention which is
mediated by brand trust.

H7 : Brand awareness has a significant positive effect on purchase intention which is
mediated by brand trust.

METHOD

This study aims to determine the effect of perceived quality, brand awareness, and
brand trust on buying interest in Tropicana Slim consumers. This study uses a population,
namely Tropicana Slim consumers who live in DKI Jakarta and a sample with the criteria of
knowing the Tropicana Slim brand and have never bought Tropicana Slim products, live in
DKI Jakarta, and are at least 15 years old. The data in this study were processed using the
SPSS version 25 application. This study used a sample of 100 respondents who are
Tropicana Slim consumers. So that this type of research is quantitative.

RESULTS AND DISCUSSION

This Customers who became respondents were 41% male and 59% female. 42% aged
15-24 years, 34% aged 25-34 years, and 24% aged > 35 years. Then 22% of respondents
currently domiciled in West Jakarta, 19% are domiciled in East Jakarta, 17% are domiciled in
Central Jakarta, 22% are domiciled in North Jakarta, and 20% are domiciled in South Jakarta.
30% worked as students or college, 25% work as self-employed, 23% work as public or
private employees and 22% work as other. Based on the results of the validity, and reliability
test using SPSS software, it is declared valid and reliable. Based on the normality test, it
can be seen that the points spread around the diagonal line, and the distribution follows the
direction of the diagonal line, so it can be said that the residual data in the regression model
between the variables of perceived quality, brand awareness, brand trust, and purchase
intention are normally distributed. Based on the heteroscedasticity test, it can be seen that the
points spread randomly or do not form a certain regular pattern, both above and below the
number 0 on the Y axis, so it can be said that this test does not occur heteroscedasticity and
the regression model is feasible to use. Based on the multicollinearity test, it can be seen that
the VIF value of all independent variables is less than 10. So it can be said that this
regression model is feasible to use because there is no multicollinearity between the
independent variables. Based on the autocorrelation test, it can be seen that the durbin
watson value of 1,700 is between -2 and 2 so it can be concluded that there is no
autocorrelation.

Table 2. Coefficient of Determination (R?)
Model Summary®

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 ,9672 ,935 ,933 1,04463

a. Predictors: (Constant), Brand Trust, Brand Awareness, Perceived
Quality
b. Dependent Variable: Purchase Intention

Source: Research data
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Based on the table above, it can be seen that the R? value is 0.935, which means that
the ability of the independent variables, namely Perceived Quality, Brand Awereness, and
Brand Trust in explaining the dependent variable, namely Purchase Intention is 93,5% and
the remaining 6,5% is influenced by factors not examined in this study.

Table 3. t test on mediation
Coefficients?

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
1 (Constant) -,546 1,417 -,385 , 701
Perceived Quality ,408 ,073 ,459 5,601 ,000
Brand Awareness ,320 ,065 ,403 4,921 ,000

a. Dependent Variable: Brand Trust

Source: Research data

Table 4. Multiple Linear Regression Analysis and t test on Purchase Intention

Coefficients?
Unstandardized Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Error Beta Tolerance VIF
1 (Constant) -1,898 ,818 -2,321 ,022
Perceived Quality ,030 ,048 ,024 ,627 ,532 ,455 2,196
Brand Awareness 1,088 ,042 ,974 25,969 ,000 ,482 2,074
Brand Trust -,046 ,059 -,032 -,778 ,438 ,393 2,546

a. Dependent Variable: Purchase Intention

Source: Research data

Table 5. Sobel Test Results Hypothesis 6 dan 7

Variable | Sobel Test Sig Kesimpulan
PQ-BT-PI | -0,7722 0, 2200 Negative dan not mediating
BA-BT-PI | -0,7700 0, 2206 Negative dan not mediating

Source: Research data

Based on the results of multiple linear regression analysis for a t-test and sobel test:

1. Based on table 3 above, it can be seen that the perceived quality variable has a B value of
0.408 and a significance value of 0.000. So it can be interpreted that the B value has a
positive number and a significance value of 0.000 <0.05. So it can be concluded that
hypothesis 1 is supported, this shows that the perceived quality variable has a positive and
significant effect on brand trust. So this study proves that the first hypothesis which states
that the effect of perceived quality has a significant positive effect on brand trust. So that
the results of this study are in line with previous research conducted by Izzati (2019)
which states that perceived quality has a positive and significant effect on brand trust.

2. Based on table 3 above, it can be seen that the brand awareness variable has a B value of
0.320 and a significance value of 0.000. So it can be interpreted that the B value has a
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positive number and a significance value of 0.000 <0.05. So it can be concluded that
hypothesis 2 is supported, this shows that the brand awareness variable has a positive and
significant effect on brand trust. So this study proves that the second hypothesis which
states that brand awareness has a significant positive effect on brand trust. So that the
results of this study are in line with previous research conducted by G. Hasan (2023)
which states that brand awareness has a positive and significant effect on brand trust.

3. Based on table 4 above, using two tailed probability in the calculation, in the table above
it can be seen that the perceived quality variable has a B value of 0.030 and a significance
value of 0.532. So that the significance value must be divided by 2 in order to become a
one tailed probability because the hypothesis that is built has a directional relationship,
then the result of the perceived quality significance value becomes 0.266. Therefore, it
can be interpreted that the B value has a positive number and a significance value of
0.266> 0.05. So it can be concluded that hypothesis 3 is not supported, this shows that the
perceived quality variable has a positive and insignificant effect on purchase intention. So
this study does not prove that the third hypothesis which states that perceived quality has
a significant positive effect on purchase intention. So that the results of this study are not
in line with research conducted by Shwastika & Keni (2021). However, the results of this
study are in line with previous research conducted by Kurniawan & Indriani (2018) which
states that perceived quality has a positive and insignificant effect on purchase intention.

4. In table 4 above, using a two tailed probability in the calculation, the table above can be
seen in the brand trust variable has a B value of -0.046 and a significance value of 0.438.
So that the significance value must be divided by 2 so that it becomes a one tailed
probability, then the result of the significance value of brand trust becomes 0.219.
Therefore, it can be interpreted that the B value has a negative number and a significance
value of 0.219> 0.05. So it can be concluded that hypothesis 4 is not supported, this shows
that the brand trust variable has a negative and insignificant effect on purchase intention.
So this study does not prove that the fourth hypothesis which states that brand trust has a
significant positive effect on purchase intention. So that the results of this study are not in
line with previous research conducted by Tan et al., (2022). However, the results of this
study are in line with previous research conducted by Hafidz & Rahma (2023) which states
that brand trust has a negative and insignificant effect on purchase intention.

5. In table 4 above, it can be seen that the brand awareness variable has a B value of 1.088
and a significance value of 0.000. So it can be interpreted that the B value has a positive
number and a significance value of 0.000 <0.05. So it can be concluded that hypothesis 5 is
supported, this shows that the brand awareness variable has a positive and significant effect
on purchase intention. So this study proves that the fifth hypothesis which states that brand
awareness has a positive and significant effect on purchase intention. So that the results of
this study are in line with previous research conducted by Adquisiciones et al., (2019)
which states that brand awareness has a negative and insignificant effect on purchase
intention.

6. Based on table 5 above, it can be seen that the indirect effect of the perceived quality
variable on purchase intention mediated by brand trust has a sobel test value of -0.7722 and
a significance value of 0.2200, it can be concluded that there is a negative effect and there
is no partial mediation relationship. This is evident from the sobel test value which has a
negative number and a significance value> 0.05, so it can be stated that hypothesis 6,
namely perceived quality has a positive and significant effect on purchase intention
mediated by brand trust, is not supported. So this study does not prove that hypothesis 6
which states that perceived quality has a significant positive effect on purchase intention
mediated by brand trust. So that the results of this study are in line with previous research
conducted by Sun et al., (2022) which states that perceived quality has a negative and
insignificant effect on purchase intention mediated by brand trust.
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7.

In table 5 above, it can be seen that the indirect effect of the brand awareness variable on
purchase intention mediated by brand trust has a sobel test value of -0.7700 and a
significance value of 0.2206, so it can be concluded that there is a negative effect and there
is no partial mediation relationship. This is evident from the sobel test value which has a
negative number and a significance value > 0.05, so it can be stated that hypothesis 7,
namely brand awareness has a positive and significant effect on purchase intention
mediated by brand trust, is not supported. So this study does not prove that hypothesis 7
which states that brand awareness has a significant positive effect on purchase intention
mediated by brand trust. So that the results of this study are in line with previous research
conducted by Nurjanah & Jerico (2022) which states that brand awareness has a negative
and insignificant effect on purchase intention mediated by brand trust.

CONCLUSION

Based on the discussion of research results and data analysis that has been carried out

from the influence of perceived quality, brand awareness, and brand trust on purchase
intention Tropicana Slim, by, Therefore, the following conclusions have been summarized:

1.

Perceived quality has a positive and significant effect on brand trust. This is evidenced by
the results of the t test that has been carried out by looking at the B value of 0.408 and a
significance value of 0.000. So it can be concluded that hypothesis 1 is supported, based on
the above statement, the results of the hypothesis in this study are in line with previous
research conducted by (Izzati, 2019).

. Brand awareness has a positive and significant effect on brand trust. This is evidenced by

the results of the t test that has been carried out by looking at the B value of 0.320 and a
significance value of 0.000. So it can be concluded that hypothesis 2 is supported. then the
results of the hypothesis in this study are in line with previous research conducted by (G.
Hasan, 2023).

. Perceived quality has a positive and insignificant effect on purchase intention. This is

evidenced by the results of the t test that has been carried out by looking at the B value
of 0.030 and a significance value of 0.266. So it can be concluded that hypothesis 3 is
not supported. So the results of this study are not in line with research conducted by
(Shwastika & Keni, 2021). However, the results of this study are in line with previous
research conducted by (Kurniawan & Indriani, 2018).

. Brand trust has a negative and insignificant effect on purchase intention. This is

evidenced by the results of the t test that has been carried out by looking at the B value
of -0.046 and a significance value of 0.219. So it can be concluded that hypothesis 4 is
not supported. So the results of this study are not in line with previous research
conducted by (Tan et al., 2022). However, the results of this study are in line with
previous research conducted by (Hafidz & Rahma, 2023).

. Brand awareness has a positive and significant effect on purchase intention. This is

evidenced by the results of the t test that has been carried out by looking at the B value
of 1.088 and a significance value of 0.000. So it can be concluded that hypothesis 5 is
supported. So the results of this study are in line with previous research conducted by
(Adquisiciones et al., 2019).

. Perceived quality has a negative effect and does not mediate purchase intention through

brand trust. This is evidenced by the results of the t test that has been carried out by
looking at the sobel test value of -0.7722 and a significance value of 0.2200. So it can
be concluded that hypothesis 6 is not supported, because there is a negative effect and
there is no partial mediation relationship. So the results of this study are in line with
previous research conducted by (Sun et al., 2022) which states that perceived quality has
a negative and insignificant effect on purchase intention mediated by brand trust.
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7. Brand awareness has a negative effect and does not mediate purchase intention through
brand trust. This is evidenced by the results of the t test that has been carried out by
looking at the sobel test value of -0.7700 and a significance value of 0.2206. So it can
be concluded that hypothesis 7 is not supported, because there is a negative effect and
there is no partial mediation relationship. So the results of this study are in line with
previous research conducted by (Nurjanah & Jerico, 2022) which states that brand
awareness has a negative and insignificant effect on purchase intention mediated by
brand trust.

REFERENCES

Adaquisiciones, L. E. Y. D. E., Vigente, T., Frampton, P., Azar, S., Jacobson, S., Perrelli, T. J.,
Washington, B. L. L. P., No, Ars, P. R. D. a T. a W., Kibbe, L., Golbére, B., Nystrom,
J., Tobey, R., Conner, P., King, C., Heller, P. B., Torras, A. I. V., To-, I. N. O,
Frederickson, H. G., ... SOUTHEASTERN, H. (2019). Pengaruh Brand Awareness,
Brand Image dan Customer Perceived Value Terhadap Purchase Intention. Duke Law
Journal, 1(1), 81-86.

DAM, T. C. (2020). Influence of Brand Trust, Perceived Value on Brand Preference and
Purchase Intention. Journal of Asian Finance, Economics and Business, 7(10), 939—
947. https://doi.org/10.13106/jateb.2020.vol7.n1010.939

Dewanto, N. P., & Anggraeni, R. (2020). The Impact Of Brand Awareness, Brand Image,
And Perceived Quality On Ticket Purchase Intention (A Study on We The Fest Music
Festival). Faculty of Economics and Business, Brawijaya University, 282.

Hafidz, G. P., & Rahma, S. (2023). Analisis Hubungan antara Brand Image , Brand Trust dan
Perceived Quality terhadap Niat Beli Konsumen pada Merek Pakaian Impor. JIIP
(Jurnal Ilmiah Ilmu Pendidikan), 6, 3405-3418.

Hameed, F., Malik, I. A., Hadi, N. U., & Raza, M. A. (2023). Brand awareness and purchase
intention in the age of digital communication: A moderated mediation model of
celebrity endorsement and consumer attitude. Online Journal of Communication and
Media Technologies, 13(2). https://doi.org/10.30935/0jcmt/12876

Hasan, G. (2023). Effect Of Brand Image, Celebrity Endorsement, EWOM, Brand Awareness
And Social Media Communication On Purchase Intention With Brand Trust As A
Mediation Variable On Smartphone Users In Batam City Pengaruh Brand Image,
Celebrity Endorsement, EWOM, Brand Aw. Management Studies and
Entrepreneurship Journal, 4(1), 606—615. http://journal.yrpipku.com/index.php/mse;j

Hasan, M., & Sohail, M. S. (2020). The Influence of Social Media Marketing on Consumers’
Purchase Decision: Investigating the Effects of Local and Nonlocal Brands. Journal of
International Consumer Marketing, 0(0), 1-18.
https://doi.org/10.1080/08961530.2020.1795043

Irfandi, F., & Abdurrahman, A. (2023). The Effect of Product Advertising Through YouTube
Media on Brand Awareness, Brand Image, and Purchase Intentions in the Millennial
Generation. International Journal of v 2(4), 1013-1034.
http://journal.lembagakita.org/index.php/IJIMSIT/article/view/1534%0Ahttps://journal.l
embagakita.org/index.php/IJMSIT/article/download/1534/1035

Izzati, R. R. (2019). Pengaruh Perceived Quality Dan Brand Image Terhadap Brand Trust
Produk Kosmetik Wardah. Jurnal  Ilmu Manajemen, 8(2), 15.
https://doi.org/10.32502/jimn.v8i2.1807

Japarianto, E., & Adelia, S. (2020). Pengaruh Tampilan Web Dan Harga Terhadap Minat Beli
Dengan Kepercayaan Sebagai Intervening Variable Pada E-Commerce Shopee. Jurnal
Manajemen Pemasaran, 14(1), 35-43. https://doi.org/10.9744/pemasaran.14.1.35-43

Junarsin, E., Pangaribuan, C. H., Wahyuni, M., Hidayat, D., Putra, O. P. B., Maulida, P., &
Soedarmono, W. (2022). Analyzing the relationship between consumer trust, awareness,

8l|Page


https://review.e-siber.org/SIJDB

https://review.e-siber.org/SIJDB, Vol. 2, No. 1, July - September 2024

brand preference, and purchase intention in green marketing. International Journal of
Data and Network Science, 6(3), 915-920. https://doi.org/10.5267/.1jdns.2022.2.005

Khan, N., Sarwar, A., & Tan, B. C. (2021). Determinants of purchase intention of halal
cosmetic products among Generation Y consumers. Journal of Islamic Marketing,
12(8), 1461-1476. https://doi.org/10.1108/JIMA-11-2019-0248

Konuk, F. A. (2018). The role of store image, perceived quality, trust and perceived value in
predicting consumers’ purchase intentions towards organic private label food. Journal
of Retailing and Consumer Services, 43(March), 304-310.
https://doi.org/10.1016/j.jretconser.2018.04.011

Konuk, F. A. (2021). The moderating impact of taste award on the interplay between
perceived taste, perceived quality and brand trust. Journal of Retailing and Consumer
Services, 63(February), 102698. https://doi.org/10.1016/j.jretconser.2021.102698

Kurniawan, H. A., & Indriani, F. (2018). Pengaruh Product Knowledge, Perceived Quality,
Perceived Risk, dan Perceived Value Terhadap Purchase Intention Pada Motor
Kawasaki Ninja 250 FI di Kota Semarang. Diponegoro Journal of Management, 7(4),
1-13. http://ejournal-s1.undip.ac.id/index.php/dbr

Kusumawati, N., & Arrahim, D. (2021). How Muslim Youth Community Brand Sells
Merchandise Case: Shift Youth Movement. The Asian Journal of Technology
Management (AJTM), 14(1), 1-18. https://doi.org/10.12695/ajtm.2021.14.1.1

Lee, J. E., Goh, M. L., & Mohd Noor, M. N. Bin. (2019). Understanding purchase intention of
university students towards skin care products. PSU Research Review, 3(3), 161-178.
https://doi.org/10.1108/prr-11-2018-0031

Nurjanah, L., & Jerico, J. (2022). SEIKO: Journal of Management & Business Analisa
Dampak Berbagai Faktor Brand trust dan Purchase intention di E-Commerce Pada iGen.
SEIKO : Journal  of  Management & Business, 4(3), 539-553.
https://doi.org/10.37531/sejaman.v4i3.2718

Pandiangan, K., Masiyono, M., & Dwi Atmogo, Y. (2021). Faktor-Faktor Yang
Mempengaruhi Brand Equity: Brand Trust, Brand Image, Perceived Quality, & Brand
Loyalty. Jurnal Ilmu Manajemen Terapan, 2(4), 471-484.
https://doi.org/10.31933/jimt.v214.459

Patoding, A. A., & Muzammil, O. M. (2023). The influence of brand awareness, perceived
quality, brand association, brand loyalty on purchase intention towards Bear Brand’s
consumers. Dinasti International Journal of Digital Business Management (DIJDBM),
4(2), 370-380. https://creativecommons.org/licenses/by/4.0/

Raharjo, R. M., & Mulyanto, H. (2018). Kualitas Produk, Citra Merek Dan Minat Beli
Konsumen Keripik Singkong. Jurnal Manajemen Kewirausahaan, 15(1), 109.
https://doi.org/10.33370/jmk.v1511.198

Rahmawan, G., & Suwitho, S. (2020). The Influence of Brand Image , Brand Awareness ,
Perceived Quality on School Shoes Purchase Intention. International Conference on
Business & Social Sciences (ICOBUSS), 514-523.

Sampurno, N. V., Ciakrawinata, C. P., & Jokom, R. (2019). Pengaruh Karakteristik Selebriti
Endorser Terhadap Minat Beli Melalui Kesadaran Merek Hotel Di Instagram. Jurnal
Manajemen Perhotelan, 5(1), 36—44. https://doi.org/10.9744/jmp.5.1.36-44

Shwastika, R., & Keni, K. (2021). The Effect of Brand Awareness, Social Media Marketing,
Perceived Quality, Hedonic Motivation, and Sales Promotion Towards Consumers
Intention to Purchase in Fashion Industry. Proceedings of the International Conference
on Economics, Business, Social, and Humanities (ICEBSH 2021), 570(Icebsh), 23-31.
https://doi.org/10.2991/assehr.k.210805.004

Sidharta, R. B. F. 1., Sari, N. L. A., & Suwandha, W. (2018). Purchase Intention Pada Produk
Bank Syariah Ditinjau Dari Brand Awareness Dan Brand Image Dengan Trust Sebagai
Variabel Mediasi. Mix: Jurnal  Ilmiah Manajemen, 8(3), 562.

82|Page


https://review.e-siber.org/SIJDB

https://review.e-siber.org/SIJDB, Vol. 2, No. 1, July - September 2024

https://doi.org/10.22441/mix.2018.v813.007

Sivaram, M., Munawar, N. A., & Ali, H. (2020a). Determination Of Purchase Intention
Through Brand Awareness And Perceived Quality (Case Study: For consumers PT.
Sentosa Santosa Finance Tangerang area). Management, Magister Buana, Mercu, 2(1),
112—-124. https://doi.org/10.31933/DIJMS

Sivaram, M., Munawar, N. A., & Ali, H. (2020b). Determination Of Purchase Intent
Determination Of Purchase Intention Through Brand Awareness And Perceived Quality
(Case Study: For consumers PT. Sentosa Santosa Finance Tangerang area). Dinasti
International Journal of  Management Science, 1(2), 232-246.
https://doi.org/10.31933/dijms.v1i2.71

Sugiarti, Surachman, Rohman, F., & Wijayanti, R. (2023). Influence brand awareness and
brand association on brand equity: Mediation of trust and brand loyalty in Kentucky
Fried Chicken in East Java, Indonesia. International Journal of Applied Economics,
Finance and Accounting, 16(2), 319-335. https://doi.org/10.33094/ijacfa.v16i2.987

Sun, Y., Huang, Y., Fang, X., & Yan, F. (2022). The Purchase Intention for Agricultural
Products of Regional Public Brands: Examining the Influences of Awareness, Perceived
Quality, and Brand Trust. Mathematical Problems in Engineering, 2022.
https://doi.org/10.1155/2022/4991059

Tan, Z., Sadiq, B., Bashir, T., Mahmood, H., & Rasool, Y. (2022). Investigating the Impact of
Green Marketing Components on Purchase Intention: The Mediating Role of Brand
Image and Brand Trust. Sustainability (Switzerland), 14(10).
https://doi.org/10.3390/su14105939

Wicaksana, W. R., Paramastri, B., & Ardyanfitri, H. (2021). Purchase Intention Produk
Frozen Food Berdasarkan Perceived Quality Dan Price Fairness. Jurnal Manajemen
Dan Inovasi (MANOVA), 4(1), 1-12. https://doi.org/10.15642/manova.v4il.382

Wijaya, V., & Keni, K. (2022). Pengaruh Celebrity Endorsement Terhadap Purchase
Intention, Mediasi Brand Trust Dan Brand Attitude Pada Produk Skincare. Jurnal
Muara Ilmu Ekonomi Dan Bisnis, 6(2), 274-287.
https://doi.org/10.24912/jmieb.v6i2.19301

8 |Page


https://review.e-siber.org/SIJDB

