
ABSTRACT 
 

 

This study is motivated by growing phenomenon about competition between 

existing brands and the emergence of newly brands that joint in market competition 

especially for mobile phone products. Particularly, this study examines the efforts by 

Nokia to maintain its position as market leader by forming and improving brand 

equity, because strong brand equity can support consumer to make buying decision 

and even repeat purchasing for that product. The problem of this study is “whether 

brand equity elements in Nokia mobile phone can influences consumer’s buying 

decision for Nokia mobile phone?” This study examines brand equity elements that 

consist of brand awareness, perceived quality, brand association, and brand loyalty. 

The aim of this study is analyze the influences of the fourth brand equity elements on 

consumer’s buying decision for Nokia mobile phone.  

 After literature review and hypotheses development, the data was collected by 

questionnaire method using purposive sampling technique toward 100 respondents 

that have made buying decision for Nokia mobile phone. The populations for study 

respondents are students of Economic Department of Diponegoro University 

Semarang. Data was analyzed by using quantitative and qualitative analyses. 

Quantitative analysis consists of validity and reliability tests, classic assumption test, 

multiple regression analysis, hypotheses testing by t test and F test, and 

determination coefficient (R
2
) analysis. Qualitative analysis is an interpretation from 

data collected in this study and data processing result by adding explanation.  

 The data that has subjected to validity, reliability, and classic assumption 

tests are processed that results in regression equation as follows: 

Y = 0.212 X1 + 0.262 X2 + 0.189 X3 + 0.324 X4 

where buying decision is (Y), Brand Awareness is (X1), Perceived Quality is (X2), 

Brand Association is (X3) and Brand Loyalty is (X4). Hypotheses test using t test 

shows that the fourth independent variables used in this study significantly influences 

dependent variable, which is Buying Decision. F test reveal that all independent 

variables are adequate to test dependent variable. Adjusted R Square of 0.623 shows 

that 62.3 percent of Buying Decision variance is explained by the fourth independent 

variables in regression equation, whereas the other 37.7 percent is explained by 

other variables.  

 

Keywords: Consumer’s Buying Decision, Brand Awareness, Perceived Quality, 

Brand Association, Brand Loyalty  

 

 

 

 


