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ABSTRAK 

Yohana Selvina Wanda, 22942020026, Pengaruh Brand Awareness Terhadap 

Niat Beli Konsumen (Purchase Intention) Pada Produk Air Minum Merek 

Ewiti Di Kabupaten Sikka. Skripsi. Program Studi Kewirausahaan, Institut 

Filsafat dan Teknologi Kreatif Ledalero, 2026. 

Penelitian ini bertujuan untuk menganalisis pengaruh kesadaran merek (brand 

awareness) terhadap niat beli konsumen (purchase intention) pada produk air 

minum dalam kemasan (AMDK) merek Ewiti di Kabupaten Sikka. Latar belakang 

penelitian ini didasari oleh meningkatnya persaingan industri AMDK di wilayah 

tersebut, di mana merek lokal seperti Ewiti harus bersaing dengan merek nasional, 

sehingga kesadaran merek menjadi faktor penting yang memengaruhi keputusan 

pembelian konsumen. 

Penelitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian 

asosiatif. Populasi dalam penelitian ini adalah konsumen yang pernah membeli 

produk AMDK merek Ewiti di Kabupaten Sikka. Sampel yang digunakan 

berjumlah 100 responden yang ditentukan melalui teknik incidental sampling 

berdasarkan rumus Lemeshow. Pengumpulan data dilakukan dengan 

menggunakan kuesioner berbasis skala Likert 1–5 yang telah diuji validitas dan 

reliabilitasnya. Teknik analisis data yang digunakan meliputi analisis deskriptif, 

uji asumsi klasik (normalitas, heteroskedastisitas, dan linearitas), serta pengujian 

hipotesis dengan regresi linier sederhana menggunakan bantuan program SPSS 

16. 

Hasil penelitian menunjukkan bahwa brand awareness berada pada kategori cukup 

tinggi dengan nilai rata-rata 57,14, sedangkan purchase intention berada pada 

kategori tinggi dengan nilai rata-rata 42,64. Hasil analisis regresi linier sederhana 

menghasilkan persamaan Y = 2,451 + 0,703X, yang mengindikasikan bahwa 

setiap peningkatan satu satuan brand awareness akan meningkatkan purchase 

intention sebesar 0,703. Hasil uji t menunjukkan bahwa nilai t hitung (20,163) 

lebih besar daripada t tabel (1,66055) dengan tingkat signifikansi 0,000 < 0,05, 

sehingga H₀ ditolak dan H₁ diterima. Selain itu, nilai koefisien determinasi (R²) 

sebesar 0,806 menunjukkan bahwa brand awareness mampu menjelaskan 80,6% 

variasi purchase intention, sedangkan sisanya dipengaruhi oleh variabel lain di 

luar penelitian. 

Dengan demikian, dapat disimpulkan bahwa brand awareness berpengaruh positif 

dan signifikan terhadap purchase intention pada produk AMDK merek Ewiti di 

Kabupaten Sikka. Hal ini berarti semakin tinggi kesadaran konsumen terhadap 

merek Ewiti, maka semakin besar kecenderungan mereka untuk membeli produk 

tersebut. 

 

Kata Kunci : Kesadaran Merek, Niat Beli Konsumen, AMDK merek Ewiti, 

Kabupaten Sikka. 

 

 

 

 



ABSTRACT 

Yohana Selvina Wanda, 22942020026, The influence of brand awareness on 

consumer (purchase intention) for bottled drinking water products of the 

Ewiti brand in Sikka Regency. Thesis. Entrepreneurship Study Program, 

Ledalero Institute of Philosophy and Creative Technology, 2026. 

This study aims to analyze the influence of brand awareness on consumer 

purchase intention for Ewiti brand bottled drinking water (AMDK) in Sikka 

Regency. The background to this research is the increasing competition in the 

AMDK industry in the region, where local brands like Ewiti must compete with 

national brands, making brand awareness a crucial factor influencing consumer 

purchasing decisions. 

This study used a quantitative approach with an associative approach. The 

population was consumers who had purchased Ewiti brand bottled drinking water 

products in Sikka Regency. The sample size was 100 respondents, determined 

using incidental sampling based on the Lemeshow formula. Data collection was 

conducted using a questionnaire based on a 1–5 Likert scale that had been tested 

for validity and reliability. The data analysis techniques used included descriptive 

analysis, classical assumption tests (normality, heteroscedasticity, and linearity), 

and hypothesis testing using simple linear regression using SPSS 16. 

The results showed that brand awareness was in the moderately high category 

with an average value of 57.14, while purchase intention was in the high category 

with an average value of 42.64. The simple linear regression analysis yielded the 

equation Y = 2.451 + 0.703X, indicating that each one-unit increase in brand 

awareness would increase purchase intention by 0.703. The t-test results showed 

that the calculated t-value (20.163) was greater than the tabulated t-value 

(1.66055) with a significance level of 0.000 < 0.05, thus H₀ was rejected and H₁ 

was accepted. Furthermore, the coefficient of determination (R²) of 0.806 

indicated that brand awareness explained 80.6% of the variation in purchase 

intention, with the remainder influenced by other variables outside the study. 

Thus, it can be concluded that brand awareness has a positive and significant 

effect on purchase intention for Ewiti brand bottled water products in Sikka 

Regency. This means that the higher consumer awareness of the Ewiti brand, the 

greater their likelihood of purchasing the product. 

Keywords: Brand Awareness, Purchase Intention, Ewiti Brand Bottled Water, 

Sikka Regency. 



 

 

 

 

 



 

 

 

 



 

 

 

 



 

 

 

 



 

 

 

 
 



 

 

 


