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ABSTRACT

ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE
DECISION IN MULTI-BRAND CAR DEALERS: A CASE STUDY OF PT.
ANEKA PUTRA SANTOSA

By

Naufalian Ramadhan
Esa Theodore Mbouw, BBA., M.Sc., Advisor

SWISS GERMAN UNIVERSITY

The automotive industry has an important role and is one of the industries that affect
the country’s economy. This study is focused on the car industry that is in demand
and has many people to support daily activities and car dealers are becoming one of
the places for people who want to buy a car and private dealers are the ones that
immediately come to people's minds. This study discussed multi-brand car dealer
which a place to buy a car, however, they offer almost all car brands that exist in the
market and this study is identifying the impact of brand equity elements which
consists of brand awareness, brand association, perceived quality and brand loyalty as
well as a brand image as related towards purchase decision in buying cars at the multi-
brand car dealer. For the basic analysis, this study is using an online questionnaire that
has been distributed to 112 respondents as the buyer of PT. Aneka Putra Santosa in
the last two years which in 2019 and 2020. For the data processing, SPSS statistics 26
software is being used to conduct the analysis that comes from the respondents. The
findings revealed that Brand Awareness, Perceived Quality and Brand Image had an
impact while Brand Association and Brand Loyalty was found has no impact towards
Purchase Decision in buying cars at Multi-brand car dealer. These findings provided
implications and recommendations for management to do continuous improvement.

Keywords: Automotive Industry, Brand Equity, Brand Awareness, Brand Association,

Perceived Quality, Brand Loyalty, Brand Image, Multi-brand car dealer.

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION
IN MULTI-BRAND CAR DEALERS: ACASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 4 of 90

© Copyright 2021
by Naufalian Ramadhan
All rights reserved

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION
IN MULTI-BRAND CAR DEALERS: ACASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 5 of 90

DEDICATION

| dedicate this works to my parents and for the future of automotive dealers for cars

especially Multi-Brand Car Dealers that sell almost all of the car brands that exist in
Indonesia.

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION
IN MULTI-BRAND CAR DEALERS: ACASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 6 of 90

ACKNOWLEDGEMENTS

| would like to convey my gratitude to all of those who have shown me the greatest
pray, love and support as well as given me the opportunity to complete my Bachelor's
Degree. First and foremost, | would like to praise to Allah SWT for giving me the
strength and in a health condition while working this study in the middle of the
pandemic era to achieve my goals as a college student. Secondly, which is no less
important, | would like to convey my gratitude to my lovely parents and sister for
continuously pray for me, their endless love and support, which inspires me to believe
that | can accomplish and fight for everything that | want which accompanied by
prayer, focus and remember that Allah SWT is always with us.

A special gratitude I give to my affable, relaxed but firm advisor who always motivate
me that | can get through this, Sir Esa Theodore Mbouw for your advisory during this
research and for sharing your knowledge, an advisor that has flexible time to do
consultation despite your busy agenda and have a lot of meetings and activities as
well as energy and motivation for encouraging self-confidence to my thesis work and
guided our teamwork to finish this study.

Last but definitely not least, | would like to thank of my friends in the IBA study
program batch 2017 since day one in SGU both Finance & Banking as well as
Marketing concentration which have studied together until the 8" semester for being
such a helpful and friendly classmate who always enliven the class situation and build
cohesive teamwork both in academic and non-academic matters. Also, to my best
friends since senior high school which I cannot name one by one for always be my
support system and do academic discussions with each other regarding university life.
See you guys on top!

To all of you regarding this, | wish you all the best things in life, success and may all

wishes come true. Amin Ya Rabbal Alamin.

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION

IN MULTI-BRAND CAR DEALERS: A CASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 7 of 90
TABLE OF CONTENTS
Statement By The AUTNOT ..........oooiii e 2
N 0] 1 - o SO RRTR 3
[ =Te [ToF=1 £ o] o PR SPSP USSR 5
ACKNOWIBAGEMENTS ... 6
Table Of CONTENTS.......oiiiiiie e e e e anes 7
Chapter 1 — INTrodUCTION. ........ioiiiiiieiii e 12
1.1 Brief BaCKgroUNd...........ccooiiiiiiiiiieiie e 12
1.2 ReSEArCH PrODIEIMS. ...t 16
1.3 RESEAICH QUESTIONS .....viie ettt tee e e et e e et e et e et e e e e eneeas 17
1.4 ReSEarCh ODJECTIVES......coiiiiiieiie e 17
1.5 Scope AN LIMITATIONS. ......civiiiiiiiiie et 17
1.6 SignIficaNCe OF STUY........cuiiiiiiieiiie it e e enaee s b 18
Chapter 2 - Literature REVIEW ..........ccoiueeeiiieeiiie e ciie e ssie e e sie e snan e snaee e snaee e 19
2.1 Brand EQUILY.......oieiiee ittt e e a e e e e e anna e nnnee e 19
2.2 BFand AWAIENESS ......coiiiiiiiieiiieateesiite sttt e stee st e et et e beessbeesbbe e beeabeesnneenbeeanees 19
2.3 Brand ASSOCIATION .....veeveeitieiiiieiieiieesitesteesbeeabe et e te e b e e staeesbe e baeanneenreeanes 20
2.4 PerceiVed QUANITY .......oooiiee ittt nnae e e e e s e e aneeeanneeeanes 20
2.5 Brand LOYalty ........ccvvioiiiieie et 21
2.6 Brand IMAJE.........eeiiiie ettt e e e e e st e e st e e annee e 22
2.7 PUICNASE DECISION .....viiiiieiiieiiii ettt 22
2.8 PreVIOUS STUAY .....ocoiiiieiiie ettt e et e et e e anneeeanes 24
2.9 StUAY DIffEIENCES ...t e 26
2.10 ReSEArCh MOAEL ... ..o s 27
2.11 HYPOUTNESIS ...ttt ettt e e et e e anne e e 27
Chapter 3 — Research Methods ............cceeiiiiiiiiie e 28
L TYPE OF STUAY ...t e e e 28
3.2 Unit Of Analysis And Unit Of Observation .............ccccccovveeviieeiiie e, 28
3.3 SAMPING DESIGN....ccuiiiieiiie et e e s e e e e e e 28
3.3.1 POPULATION AND SAMPLE TARGET ...ccttiitieiieieatiesteesieesiaeiesseesseesiaesaeaneesnes 28
3.3.2 SAMPLING METHOD .....cuviitiiitieieesiesite st e sieesta et ta et eseasae b e staesna e aneeanes 29
3.3, 3 SAMPLING SIZE ...ecuviiuii ittt ettt et nte e anes 29

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION

IN MULTI-BRAND CAR DEALERS: A CASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 8 of 90
3.4 Location And Time Frame Of StUAY........cccoovviiiiiriiiie e 30
3.5 Data Sources AN COECTION ......cooeeeeeeee e 30
ST B I N O =N B ) - NPT 30
3.5.2 DATA COLLECTION IMETHOD .. .. eeeeee et e e e e e e e e e e e e e e e eennns 31
3.6 Variable Operationalization .............ccccveiiiiiiiiiiene e 31
3.7 Data Processing ProCEAUNE............oiuiiiiieiie et 41
T I o = Iy TR 41
I AV 201y N I I TR 41
I Y7 N B 101 1 1 2 =1 ISR 41
B A RELIABILITY TEST e ettt ettt et e e e e et e e e e e e e e e e e e e e ee e e e e eennns 42
3.8 Classical ASSUMPTION TEST.......ooiuiiiiieiiieiie e 42
B 8. L N ORM A LITY TEST teteeiee et e e et et et e e e e et e e et e e et e e e e e e eee e eeaererneeeenareenaeennns 42
3.8, 2 HETEROSCED ASTICITY TEST wutitteteeeeeeee e e e teeeeeeeeeeeeeaeeeneeeeeaeeenareeneaeennns 42
3. 8.3 MULTICOLLINEARITY TES T etuttitteeeeeeee e et e e e te e et e e e e e e eeeeeeneeeeeaeeenareeneaeennns 42
3.8.4 MULTIPLE LINEAR REGRESSION ANALYSIS .. evuieiteeeeeeeeeeee e ee e e eeeianaeneaeeenns 43
IS I S = I TR TTTRRRTRRPRTRT 43
T T I I PP 43
3.9 Data ANalysiS TECANIQUE ......veeeiiieeiiieeeiie ettt e e e et e e aneeesnne e 43
3.9, DESCRIPTIVE ANALY SIS .. ttieetteeeeeteeeeeeet e e e e e et e et e e e eeeataaseee e eeeeanareesennnns 43
Chapter 4 — Data ANalYSIS...........ueiiuireiiieeeiiies e e e e e sae e sraa e e anraeesnaeee e 45
4.1 ComMPANY Profile .....ccveeeiieie et e e e 45
4.2 Validity And Reliability Pre-TesSt.........ccoiiieiiiieiie e 46
A.2.1 NV ALIDITY PRE-TEST RESULT ... etittt ettt ettt e e e e e e e et e e e e e e enernees 46
4.2.2 RELIABILITY PRE-TEST RESULT ...euutitttttiteeteeteeeteeeeeeeeesaeeesennaaeesestseesennneess 48
I o 1Y Fel 1= 48
4.3.1 RESPONDENTS PROFILE ... cteett ettt ettt e e et e e et e e e e e e e r e naes 48
4,3, 2 RELIABILITY T EST e itttti i ettt ettt ettt e ettt e et e e e et e e e e e e e e renaaes 58
4.4 Classical ASSUMPLION TESE.......eciiiieeiiie e 59
A AL NORMALITY TEST ittt ettt et ettt e ettt e e et e e e et e e e e e e e e e 59
A 4.2 MULTICOLLINEARITY T EST ettt ittetee et e ettt e e et e e e et e e e e e e e e neens 59
A A 3 HETEROSCEDASTICITY TEST cuneiiite e ettt e e et e e e e e e e r e 60
4.4.4 MULTIPLE LINEAR REGRESSION ANALYSIS ...vueeeeee et ee e e e 61
N R e =T TR 61
N I Y TR 62
4.4.4.3 Model SUMMAIY .....ccuvviiiiee et 63
A5 DISCUSSIONS ...ttt et et ettt e e e e e e e e e 63
A 5. L FIRST HYPOTHESIS ..ttt ettt ettt e e et e e e e e e 63
A.5.2 SECOND HYPOTHESIS ...ttt ettt e e et e e et e e e e e e e e 64
A.5. 3 THIRD HYPOTHESIS ..ttt ettt ettt e e e e et e e et e e e e e e e r e aaens 65
A.5.4 FOURTH HYPOTHESIS ...ttt ettt et e e e et e e e e e e e e e e e e e naens 65

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION

IN MULTI-BRAND CAR DEALERS: A CASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 9 0f 90
4.5.5 FIFTH HYPOTHESIS ...ttt e e 66
Chapter 5 — Conclusions And Recommendations ............cccccevviveiiieesiieeesineene 67
5.1 CONCIUSIONS ..ottt e et e et e e srae e e snae e e snseeeaneeeeanseeeanes 67
5.2 Managerial IMPIICATIONS...........cooiiiiiiiiieiie s 68
5.2.1 RECOMMENDATIONS FOR PT. ANEKA PUTRA SANTOSA .....ccitiiieeiiiiiaee i 68
5.2.2 RECOMMENDATIONS FOR FUTURE STUDY ....cciiiiiiiiiieiiiiiie e 70
GIOSSAIY .ttt ettt ettt 71
AAPPENAIX .t 74
APPENIX L.t 74
APPENIX 2.ttt 78
APPENAIX 3.ttt 79
=] (=] (=] (o0 RS TR 83
CUNTICUIUM VITAE.... e ettt e e e e e e e e e 90

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION
IN MULTI-BRAND CAR DEALERS: A CASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 10 of 90

LIST OF FIGURES

Figures Page
Figure 1.1-1: Car Sales Data in 2019-2020 (Per UNItS) ........coovveruerriverreeiieenieeninens 15
Figure 2.7-1: Five Stages of Consumer Buying DeCiSion ..........c.cccevvvvviieiiienineninnnn 23
Figure 2.10-1 ReSearch MOdEl..........c.cooiiiiiiiiiiie e 27
Figure 4.1-1: PT. Aneka Putra SantoSa LOJO0.........cccuverviereeiiiieiiie e 45
Figure 4.3-1 AQe Profile.......coouiiiiieie e 48
Figure 4.3-2 Area of Residence Profile...........cccooviiiiiiiiii e 50
Figure 4.3-3 Gender Profile ..o 51
Figure 4.3-4 EAucation Profile ..ot 52
Figure 4.3-5 Main Activities Profile.........cccccceeiiiiiiiiiii e 53
Figure 4.3-6 INCOME Profile.........ccoiiiiiiiie et 54
Figure 4.3-7 BUYEr EXPEIIEINCE ....ccovvveeiiieeeiiie e ciie e ettt e siaa e snaeennaaeeanaeeeeneeas 55
Figure 4.3-8 TiIME BUYING ...uuveiiiieeiieeeieiieesieeesteeesieseaaneeassseesssaeessssasesnsaeesnsneesnsees 56

Naufalian Ramadhan



ANALYZING THE IMPACT OF BRAND EQUITY TOWARDS PURCHASE DECISION

IN MULTI-BRAND CAR DEALERS: A CASE STUDY OF PT. ANEKA PUTRA SANTOSA Page 11 of 90
LIST OF TABLES
Table Page
Table 1.1-1: Car wholesales by brand January-December 2019 ............ccccoovrrnene. 13
Table 1.1-2: Car wholesales by brand January-December 2020 ..............cccoeverinnene 14
Table 1.1-3: Car Sales Data in 2019-2020 (Per UNItS).........cccververiurenieenieeiiieeseeenn 15
Table 2.8-1: List Of Previous StUdIES........cccuvveriireiiiie e see e see e 26
Table 2.9-1: Study DIffErENCES......ccuieiiiiiie e 26
Table 3.4-1: Time Frame Of StUAY..........coooviiiiiiiiiie e 30
Table 3.5-1: Likert Scale DeSCrIPLION .........cooiiiiiiriiiiiie i 31
Table 3.6-1: List of Variable Operationalization..............ccccoovviiiiiiiiicice e, 41
Table 4.2-1: Validity of Pre-Test RESUILS..........cccviiiiiiiieiiieicee e 47
Table 4.2-2: Reliability of Pre-Test RESUILS..........cccvveiiieeiiiee e 48
Table 4.3-1: AQE Profile .....oeeeeee e 49
Table 4.3-2: Area of Residence Profile ... 50
Table 4.3-3: Gender Profile............cooiiiiiiiiiieiii e 51
Table 4.3-4: Education Profile...........ccccoieiiiiiiiiiie i 52
Table 4.3-5: Main ActiVitieS Profile ..o 53
Table 4.3-6: INCOME Profile..........oiiiiiiiiiie e 54
Table 4.3-7: BUYET EXPEIIENCES ......vveiieiieeciie ettt e e saae e snne e 55
Table 4.3-8: TIME BUYING ....ecoivieeiiiee et aae e 56
Table 4.3-9: Validity Test in POSE-TESE.......c.eeeiiiiieiiii e 58
Table 4.3-10: Reliability Test in POSt-TESt .......c.ccciiiieiiiie e 58
Table 4.4-1: Normality TeSt RESUILS ........ccovriiiiii e 59
Table 4.4-2: Multicollinearity Test RESUIS...........covvveiiiie i 60
Table 4.4-3: Heteroscedasticity Test RESUIS..........cceeivieeiiiie e 61
Table 4.4-4: F-TeSt RESUIS ......covieiiieeiiee e 62
Table 4.4-5: T-TeSt RESUILS ......ooiieiiiecie e 62
Table 4.4-6: T-Test ReSUILS ANAIYSIS .......ovviiiiiiiiee e 63
Table 4.4-7: Model Summary of Regression TeSt ..........ccovvveeiiiiiiiee i 63

Naufalian Ramadhan



	STATEMENT BY THE AUTHOR
	ABSTRACT
	DEDICATION
	ACKNOWLEDGEMENTS
	TABLE OF CONTENTS
	1.1 Brief Background
	1.2 Research Problems
	1.3 Research Questions
	1.4 Research Objectives
	1.5 Scope and Limitations
	1.6 Significance of Study
	CHAPTER 2 - LITERATURE REVIEW
	2.1 Brand Equity
	2.2 Brand Awareness
	2.3 Brand Association
	2.4 Perceived Quality
	2.5 Brand Loyalty
	2.6 Brand Image
	2.7 Purchase Decision
	2.8 Previous Study
	2.9 Study Differences
	2.10 Research Model
	2.11 Hypothesis
	CHAPTER 3 – RESEARCH METHODS
	3.1 Type of Study
	3.2 Unit of Analysis and Unit of Observation
	3.3 Sampling Design
	3.3.1 Population and Sample Target
	3.3.2 Sampling Method
	3.3.3 Sampling Size

	3.4 Location and Time Frame of Study
	3.5 Data Sources and Collection
	3.5.1 Type of Data
	3.5.2 Data Collection Method

	3.6 Variable Operationalization
	3.7 Data Processing Procedure
	3.7.1 Pre-Test
	3.7.2 Post-Test
	3.7.3 Validity Test
	3.7.4 Reliability Test

	3.8 Classical Assumption Test
	3.8.1 Normality Test
	3.8.2 Heteroscedasticity Test
	3.8.3 Multicollinearity Test
	3.8.4 Multiple Linear Regression Analysis
	3.8.4.1 F-Test
	3.8.4.2 T-Test


	3.9 Data Analysis Technique
	3.9.1 Descriptive Analysis

	CHAPTER 4 – DATA ANALYSIS
	4.1 Company Profile
	4.2 Validity and Reliability Pre-Test
	4.2.1 Validity Pre-Test Result
	4.2.2 Reliability Pre-Test Result

	4.3 Post-Test
	4.3.1 Respondents Profile
	4.3.2 Reliability Test

	4.4 Classical Assumption Test
	4.4.1 Normality Test
	4.4.2 Multicollinearity Test
	4.4.3 Heteroscedasticity Test
	4.4.4 Multiple Linear Regression Analysis
	4.4.4.1 F-Test
	4.4.4.2 T-Test
	4.4.4.3 Model Summary


	4.5 Discussions
	4.5.1 First Hypothesis
	4.5.2 Second Hypothesis
	4.5.3 Third Hypothesis
	4.5.4 Fourth Hypothesis
	4.5.5 Fifth Hypothesis

	CHAPTER 5 – CONCLUSIONS AND RECOMMENDATIONS
	5.1 Conclusions
	5.2 Managerial Implications
	5.2.1 Recommendations for PT. Aneka Putra Santosa
	5.2.2 Recommendations for Future Study

	GLOSSARY
	APPENDIX
	APPENDIX 1
	APPENDIX 2
	APPENDIX 3
	REFERENCES
	CURRICULUM VITAE

