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PURCHASE INTENTION  MELALUI PERCEIVED QUALITY 

 DAN BRAND AWARENESS PADA MOBIL TOYOTA  

AGYA DI SURABAYA 

 

ABSTRAK 

 

 Bisnis otomotif di Indonesia saat ini sangat berkembang pesat, 

perusahaan-perusahaan besar mulai bersaing dalam mendapatkan minat beli 

konsumen untuk membeli produknya. Persaingan yang ketat membuat 

konsumen menjadi lebih sensitif dalam menyikapi iklan yang diberikan 

pemasar. Hal ini menjadi alasan Toyota Agya sebagai mobil LCGC dari 

perushaan ternama Toyota agar dapat dikenal oleh konsumen secara luas.  

Penelitian ini merupakan penelitian kausal yang bertujuan untuk 

mengetahui pengaruh Attitude toward Advertisement terhadap Purchase 

Intention melalui Perceived Quality dan Brand Awareness pada Mobil 

Toyota Agya di Surabaya. Sampel yang digunakan sebesar 150 responden 

yang mengetahui mobil Toyota Agya. Penelitian ini menggunakan teknik 

analisis SEM dengan bantuan LISREL 8.70. Hasil penelitian ini 

menunjukkan bahwa Attitude toward Advertisement berpengaruh positif 

terhadap Perceived Quality dan Brand Awareness, Brand Awareness 

berpengaruh positif terhadap Perceived Quality, Perceived Quality 

berpengaruh positif terhadap Purchase Intention, Brand Awareness 

berpengaruh positif terhadap Purchase Intention. Attitude toward 

Advertisement berpengaruh positif terhadap Perceived Quality melalui 

Brand Awareness, dan Brand Awareness tidak berpengaruh signifikan 

terhadap Purchase Intention melalui Perceived Quality. 

 

Kata Kunci: Attitude toward Advertisement, Purchase Intention, 

Perceived Quality, Brand Awareness, Toyota Agya 
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ABSTRACT 

 

Automotive industry is growing rapidly in Indonesia at this time, 

large companies initiate the action to raise consumers’ buying intention 

toward their products. The intents of competition among companies lead 

markerter to give/launch advertising in order to gain consumers attention. 

This intention of the advertising is to promote Toyota Agya as a LCGC 

brand from Toyota, to be widely recognized by consumers. 

This research is a causal research that aimed to investigate the 

influence of Attitude toward Advertisement on Purchase Intention through 

Perceived Quality and Brand Awareness concerning Toyota Agya in 

Surabaya. The sample conducted is 150 respondents who knows Toyota 

Agya. SEM techniques is used to data analysis with software LISREL 8.70. 

The results of this study indicate that Attitude toward Advertisement has 

positive effect on Perceived Quality and Brand Awareness, Brand 

Awareness has positive effect on Perceived Quality, Perceived Quality has 

positive influence on Purchase Intention, Brand Awareness has positive 

influence on Purchase Intention. Attitude toward Advertisement has 

positive effect on Perceived Quality through Brand Awareness, and Brand 

Awareness has no significant effect on Purchase Intention through 

Perceived Quality. 

 

Keywords: Attitude toward Advertisement, Purchase Intention, 

Perceived Quality, Brand Awareness, Toyota Agya 

 


