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ABSTRACT 

This study examines and analyze the significant effect of brand equity 

consist; brand awareness, brand association, perceived quality and brand loyality 

on purchased decision. Based on the literature review, this research hypothesis 

states that the four elements of brand equity affect purchasing decisions. This 

research uses survey data from Coffee Toffee visitors in Surabaya. Data were 

collected by questionnaire from respondent. Hypothesis testing technique is done 

by using multiple regression analysis. The results of this study indicate that brand 

awareness has a significant positive effect on purchasing decisions, brand 

association has no significant positive effect on purchasing decisions, the perceived 

quality has a significant positive effect on purchasing decisions, and brand loyalty 

have a significant positive effect on purchasing decisions. 

Keywords: Brand Equity, Brand Awareness, Brand Associations, Perceived 

Quality, Brand Loyalty and Purchase Decision. 

 

 

 

 

 

 




