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ARTICLE INFO ABSTRACT

The sales of bottled drinking water (AMDK) in Indonesia have
grown rapidly, increasing competition among brands. Aqua
remains the dominant brand in Klampis Village. This study
aims to examine the influence of brand awareness and product
quality on consumer purchasing decisions, both partially and
simultaneously. A quantitative approach was used with 97
respondents selected through purposive sampling. Data were
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Accepted 2025-06-13 quality (t = 9.987; sig. 0.000) both have a significant positive
effect on purchasing decisions. The F-test also indicates a
significant simultaneous effect (F = 126.009; sig. 0.000). These
findings conclude that both brand awareness and product
quality significantly influence consumer purchasing decisions
for Aqua in Klampis Village. It is recommended that Aqua
strengthen its brand image and maintain product quality to
encourage repeat purchases.
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1. INTRODUCTION

The availability of clean water suitable for consumption is increasingly limited due to
environmental pollution, while the community's need for drinking water continues to increase. The
lifestyle of modern society has also encouraged a change in preferences in choosing drinking water that
is more practical, hygienic, and accessible. This phenomenon has encouraged the rapid growth of the
bottled drinking water (AMDK) industry. According to data from the Central Statistics Agency (BPS,
2023), around 40.64% of households in Indonesia choose to use branded or refillable bottled water as
their main source of drinking water. This indicates the increasing dependence of the public on bottled
water products and the importance of brand image and product quality in influencing purchase
decisions.
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Aqua as a pioneer of the bottled water industry in Indonesia has built a strong reputation and
maintained its position as a market leader based on the highest Top Brand Index over the past five
years (2020-2024). Consumer perception of Aqua as a trusted brand makes it one of the dominant
symbols in the bottled water category. In fact, in Klampis Village, Brebes, people tend to refer to all
types of bottled drinking water as "Aqua", an indication of the strong brand awareness of this product.
However, Aqua's reputation was tested by the emergence of negative issues related to the BPA content
in gallon packaging and alleged political involvement. Although the company has clarified that its
products are safe and not involved in political issues, this case shows that consumer trust in the brand
does not depend solely on the quality of the product, but also on the overall perception of the brand.

An initial study conducted through interviews with 20 consumers in Klampis Village showed that
65% of respondents stated that they would buy bottled water from any brand as long as their needs
were met, while another 35% still chose Aqua because of their trust in the brand. This fact reinforces
the assumption that brand awareness plays an important role in purchasing decision-making, although
product quality also remains a key consideration. Hair et al. (2006) stated that brand engagement and
product quality can help consumers reduce the perception of social, performance, and financial risks.
The higher the brand awareness and perceived product quality, the greater the consumer's confidence
in his or her purchasing decision.

Kotler and Keller (2020) also state that purchasing decisions are influenced by consumers'
perception of the brand and product quality. Brands that are already widely known and associated
with high quality tend to gain trust and become the top choice of consumers. In line with this, several
previous studies have shown a significant influence of brand awareness and product quality on
purchase decisions. Research conducted by Annisa Fadilah (2022) and Taufik Saleh (2019) found that
high brand awareness significantly increases consumers' tendency to choose and buy certain products.
Consumers trust brands that they are familiar with and often see or hear. In addition, research by
Wahyu Eka Putri and Yosi Afandi (2022) and Ernawati and Sidik (2022) confirmed that perceptions of
product quality, such as reliability and durability, have a positive influence on consumer purchasing
decisions.

Furthermore, research by Shaleh (2019) revealed that brand awareness and product quality
simultaneously have a significant positive influence on purchase decisions. These findings support the
urgency of the research conducted in Klampis Village, where it is seen that the perception of the Aqua
brand and the quality of its products plays a role in the purchase decision. This study aims to
empirically examine the extent of the influence of brand awareness and product quality on the purchase
decision of Aqua consumers in Klampis Village, as well as to confirm the results of previous research
in a specific local context.

2. METHODS

This study uses an associative quantitative approach, which aims to determine the relationship
and influence between two or more variables. A quantitative approach is used to statistically analyze
the data. The variables studied included brand awareness (X1) and product quality (X2) as independent
variables, as well as purchase decisions (Y) as bound variables.

3. FINDINGS AND DISCUSSION

Result
Validity Test Results

The validity test is carried out to determine whether or not each statement item in the
questionnaire is valid. In this study, the validity of the indicators was analyzed using df (degree of
freedom) with the formula df = n-k, where n =number of samples, k = number of independent variables
(Montgomery, Runger, and Hubele, 2018). So the df used is 97-2 = 95 with an error rate of 5% or 0.05
then it produces a rtable value of 0.1996. It can be seen in table 5. The validity test in this study is as
follows.
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Tabel Recapitulation of Validity Test Results

Variabel Question Items Corre‘la'tlon r tabel Information
Coefficients
X1.1 0,602 0,1996 Valid
X1.2 0,551 0,1996 Valid
X1.3 0,485 0,1996 Valid
Brand X14 0,610 0,1996 Val%d
Awareness (X1) X1.5 0,714 0,1996 Valid
X1.6 0,782 0,1996 Valid
X1.7 0,718 0,1996 Valid
X1.8 0,755 0,1996 Valid
X1.9 0,695 0,1996 Valid
X2.1 0,709 0,1996 Valid
X2.2 0,598 0,1996 Valid
X2.3 0,761 0,1996 Valid
X24 0,758 0,1996 Valid
X2.5 0,782 0,1996 Valid
X2.6 0,791 0,1996 Valid
Quality Product X2.7 0,591 0,1996 Valid
X2) X2.8 0,824 0,1996 Valid
X29 0,756 0,1996 Valid
X2.10 0,760 0,1996 Valid
X2.11 0,759 0,1996 Valid
X2.12 0,842 0,1996 Valid
X2.13 0,362 0,1996 Valid
X2.14 0,240 0,1996 Valid
Y.1 0,813 0,1996 Valid
Y.2 0,792 0,1996 Valid
Y.3 0,623 0,1996 Valid
Keputusan Y4 0,658 0,1996 Valid
Pembelian (Y) Y.5 0,803 0,1996 Valid
Y.6 0,782 0,1996 Valid
Y.7 0,757 0,1996 Valid
Y.8 0,657 0,1996 Valid

Source : SPSS Processed Data, 2024
Based on the recapitulation table of the results of the validity test above, it can be seen that all
rcalculus values are greater than rtable n-2 = 95 (0.1996). This means that each statement item or
indicator of the variables of Brand Awareness, Product Quality and Purchase Decision is declared valid.
Thus, it can be stated that this instrument can be used as an instrument in measuring the set variables

Reliability Test Results

Reliability tests are used to measure the consistency of a variable. The question item in the variable
is said to be reliable or reliable if the respondent's answer is consistent or stable over time. A variable
is said to be reliable if it gives a Cronbach Alpha value > 0.60. The results of the reliability test from the
variables Brand Awareness (X1), Quality Product (X2) and Purchase Decision (Y) can be seen in the
following table:
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Tabel Recap of Reliability Test Results

No Variabel penelitian Cronbach’s Alpha Information
1 | Brand Awareness (X1) 0,839 Reliabel
2 | Quality Product (X2) 0,907 Reliabel
3 | Purchase Decision (Y) 0,878 Reliabel

Source : SPSS Processed Data, 2024

Based on the recapitulation table of reliability test results above, it can be seen that each variable
of Brand Awareness, Product Quality and Purchase Decision, turns out to have a Cronbach Alpha value of
> 0.60. Thus, the results of the reliability test for all variables are reliable.

Normality Test Results

The normality test was carried out to determine the data of the research variables, as well as
whether the residual was normally distributed or not. Normality testing uses the Kolmogorov-Smirnov
test (K-S) based on the significance value of the calculation (Asymp. Sig. (2-tailed). The data of the study
variables is declared to be normally distributed if the value of Asymp. Sig. (2-tailed) is greater than the
significance level () = 0.05, on the other hand, if the value of Asymp. Sig. (2-tailed) is smaller than the
significance level (a) = 0.05, then the data of the research variables is declared not to be normally
distributed. The results of the data normality test conducted using the Kolmogorov-Smirnov (K-S) test are
presented in the following table:

Tabel Normality Test Results
One-Sample Kolmogorov-Smirnov Test

Unstandardized
Residual
N 97
Normal Mean ,0000000
Parametersa? Std.
Deviatio 1,57152586
n
Most Extreme Absolut
. ,086
Differences e
Positive ,063
Negativ 086
e
Test Statistic ,086
Asymp. Sig. (2-tailed) ,072¢

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.
Source : SPSS Processed Data, 2024
The results of the normality test as listed in the Table can be found that the value of Asymp. Sig. (2-
tailed) of unstandardized residual = 0.072 which is greater than 0.05 (Asymp. Sig. > 0.05), so it can be
concluded that all variable data in this study are declared to be normally distributed.

Heteroscedasticity Test Results

The Heteroscedasticity test is used to test whether in a regression model there is similarity or
variance between one observation and another. The results of the heteroscedasticity test can be seen in
the Scatterplot graph image, as shown in the image below:
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Picture Heteroscedasticity Test Results
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Dependent Variable: Keputusan Pembelian
3
= 7 o
3 2
T o o
H =) o % o
o @ %,
T % o Oo %
H o %y @, o
T % o © [N @
o]
g o o % o o ® © @
= o o o o O
H o © o o o
= o o o ©
w o ]
c o ]
L2 o o o e
3
3 OU o
5 [<] <, o [}
& o % )
o o
3

Regression Standardized Predicted Value

Source : SPSS Processed Data, 2024
From the image of the heteroscedasticity test results above, it can be seen that the dots are spread
above and below zero on the Y axis and do not form a certain pattern/groove, so it can be concluded
that heteroscedasticity does not occur or in other words homoscedasticity occurs. The classical
assumption of heteroscedasticity in this model is fulfilled, i.e. being free from heteroscedasticity.

Multicollinearity Test Results

The multicollinearity test was carried out to test whether there is a correlation between
independent variables in the regression model. The Multicollinearity test needs to be carried out
because the number of independent variables in this study amounts to more than one. The results of
the multicollinearity test can be seen in the table below:

Tabel Multicollinearity Test Results

Coefficients?
Collinearity Statistics
Model Tolerance VIF
1  (Constant)
Brand Awareness ,643 1,556
Quality Product ,643 1,556

a. Dependent Variable: Keputusan Pembelian

Source : SPSS Processed Data, 2024
Based on the results of the multicollinearity test, it can be seen that from the two variables the
tolerance value is 0.643 > 0.10 and the VIF value is 1.556 < 10, it can be said that there is no
multicollinearity in the two independent variables. Based on the requirements of the classical
assumption of linear regression, a good linear regression model is one that is free from the existence of
multicollinearity. Thus, the above model has been free from the existence of multicollinearity.

Analysis of the Regresi Linier Berganda

In this study, the data analysis technique used is multiple linear regression. This analysis technique
was used to determine the magnitude of the influence between Brand Awareness and Product Quality on
the Purchase Decision of Aqua products in Aqua Consumers in Klampis Village.
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Tabel Multiple Linear Regression Analysis

Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta
(Constant) ,719 2,256
Brand Awareness ,240 ,061 ,263
Quality Product ,415 ,042 ,670

a. Dependent Variable: Keputusan Pembelian
Source : SPSS Processed Data, 2024

The table above shows the results of data processing regression of the variables Brand Awareness,
Product Quality on Purchase Decisions. The results of the multiple linear regression equation from this
research model] are:

Y =0.719, + 0.240 X1 + 0.415 X2

Based on the results of the multiple linear regression equation, it is described as follows:

1. Constant a =0.719 states that if the independent variables of Brand Awareness and Product Quality of
Aqua products are constant, then the purchase decision for Aqua consumers in Klampis village is
0.719 units.

2. The coefficient X1 =0.240, indicates that if the Brand Awareness variable of Aqua productsis increased
by 1 unit, then the decision to purchase products for Aqua consumers in Klampis village will
increase by 0.240 assuming that the Brand Awareness variable of Aqua products is constant.

3. The coefficient X2 = 0.415, indicating that if the variable Quality product of Aqua products is increased
by 1 unit, then the decision to purchase products from Aqua consumers in Klampis village will
increase by 0.415 assuming that the variable Quality of Aqua products is constant.

Based on the regression equation above, it can be concluded that the Brand Awareness variable (X1)
and the Product Quality variable have a positive effect on the Purchase Decision (Y1). And the dominant
factor that affects the Purchase Decision is Product Quality which is shown with the largest regression
coefficient value compared to the Brand Awareness variable , which is 0.415.

Hypothesis Test Results
Partial Test Results (t-test)

Partial tests are used to show how much influence independent variables individually have in
explaining dependent variables. Decision making is carried out if the value t is calculated > t table and
Sig < 0.05, then there is an influence of the independent variable on the bound variable. The results of
the partial test in this study are as follows:

Tabel Partial Test Results (t-test)

Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Std.
Model B Error | Beta t Sig.
1  (Constant) ,719 2,256 ,319 ,751
Brand Awareness | ,240 ,061 ,263 3,923 | ,000
Quality Product ,415 ,042 ,670 9,987 | ,000

a. Dependent Variable: Purchase Decision
Source : SPSS Processed Data, 2024
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The results of the t-test in this study can be seen in the table above, with the following explanation:
According to Sugiyono (2017) the t-table is obtained from the formula df = 0.05; n-k-1 or 97-2-1=94. It
is known that t-table is 1.986 with a significance of 0.05.

Information:

n : number of samples

k : number of independent variables

The basis for decision-making is that if the tcount is > table (1.986) and the sig value < 0.05, then it
can be said that variable X has a positive and significant effect on variable Y. Based on the table above,
the following is explained the influence of each partially independent variable:

1. The results of the test with SPSS for the brand awareness variable (X1) on the purchase decision (Y)
were obtained with a tcal value = 3.923 > ttable = 1.986 with a significance level of 0.000 < 0.05. This
means that the Brand Awareness variable (X1) has a positive and significant influence on the purchase
decision (Y), in other words the hypothesis (H1) is accepted.

2. The results of the test with SPSS for the variable Quality Product (X2) on the purchase decision (Y)
were obtained with a tcal value = 9.987 > ttable = 1.986 with a significance level of 0.000 < 0.05. This
means that the Quality Product variable (X2) has a positive and significant influence on the purchase
decision (Y), in other words the hypothesis (H2) is accepted.

Simultaneous Test Results F

The F test or simultaneous influence test aims to determine the influence of the independent
variable consisting of Brand Awareness (X1) and Quality product (X2) together on the bound variable,
namely the Purchase Decision (Y). The F-Test or Analysis of Variance (ANOVA) basically shows
whether or not all the independent variables in the model contribute significantly to the dependent
variables at the same time. Here are the findings from the SPSS for the F-Test:

Tabel F Test Results
ANOVA-?
Sum of Mean
Model Squares | df Square F Sig.
Regression 635,652 2 317,826 126,009 ,000P
Residual 237,091 94 2,522

Total 872
,74
2

a. Dependent Variable: Purchase Decision
b. Predictors: (Constant), Quality Product, Brand Awareness
Source : SPSS Processed Data, 2024
According to Prof. Dr. Sugiyono (2020), the F table is searched in the statistical table at a
significance of 0.05. With a = 0.05, dfl =k or 2, and df2 = n-k-1 or 97-2-1 = 94, then the obtained F table
is 3.09.
Information:
n =number of samples
k = Number of independent variables
H3 testing, in table 5.15 the results of the F Anova test are known to have a significant value of
0.000 <0.05 and F is calculated as 126.009 > F table 3.09 so that H3 is accepted, which can be concluded
that there is a simultaneous influence between brand awareness (X1) and quality product (X2) on the
purchase decision (Y) of Aqua consumers in Klampis Village.
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Determination Coefficient Test Results (R2)

The determination coefficient (R2) test is used to measure how capable a model is in showing
independent variable variation. This study uses Adjusted R-Square because of its flexible value in the
event of the addition of independent variables to the research model (Ghozali, 2018). According to Chin
(1998), the R-Square value is categorized as strong if it is more than 0.67, moderate if it is more than
0.33 but lower than 0.67, and weak if it is more than 0.19 but lower than 0.33.

Tabel Determination Coefficient Test Results
Model Summary®

Adjusted R
Model R R Square Square Std. Error of the Estimate
1 ,8532 ,728 ,723 1,58816

a. Predictors: (Constant), Quality Product, Brand Awareness

b. Dependent Variable: Purchase Decision

Source : SPSS Processed Data, 2024
From the table of the results of the determination coefficient (R2) test above, an Adjusted R Square

value of 0.723 was obtained, which means that the percentage between the Brand Awareness and Quality
Product variables affected consumer purchase decisions on Aqua products in Klampis village by 72.3%
with a strong category and the rest (100% - 72.3% = 27.7%) of 27.7% was influenced by other variables
that were not studied in this study. For example, such as price, promotion, brand image, and others.

Discussion

This study aims to determine the influence of brand awareness and product quality on the
purchase decision of Aqua consumers in Klampis Village. The results of the study show that these two
variables both partially and simultaneously have a positive and significant effect on purchasing
decisions.

First, based on the t-test, brand awareness has a calculated t-value of 3.923 > table t of 1.986 and a
significance value of 0.000 < 0.05, which means that H1 is accepted. This means that the higher the
consumer's awareness of the Aqua brand, the greater their tendency to buy the product. This is in
accordance with Keller's (2020) theory that brand awareness makes it easier for consumers to recognize
brands and remember them in certain product categories. Aqua as a bottled drinking water (bottled
water brand) has managed to become the top of the minds of consumers, thanks to the strength of brand
image, product availability, and consistent promotion. These findings support the results of previous
research by Taufik Saleh (2019) and Annisa Fadilah (2022) who stated that brand awareness has a
significant effect on purchasing decisions.

Second, the results of the t-test also showed that product quality had a significant effect on the
purchase decision, with a t-value of 9.987 > t table 1.986 and a significance of 0.000 < 0.05. This proves
that the quality of Aqua products is an important factor in encouraging consumers to make purchases.
The quality in question includes taste, clarity, safety, and durability of the packaging. The theory of
Kotler and Keller (2016) supports this finding, that product quality is the ability of the product to meet
needs and provide benefits according to consumer expectations. These findings are also in line with the
research of Rosmita (2023), Wahyu Eka Putri & Yosi Afandi (2022), and Ernawati & Gia Fitra Buana
Sidik (2022) which affirms the importance of product quality in influencing purchasing decisions.

Third, through the simultaneous F test, it was found that brand awareness and product quality
together had a positive and significant influence on purchase decisions with a significance value of
0.000 <0.05, so that H3 was accepted. This means that the combination of brand awareness and product
quality plays a big role in shaping consumers' decision to buy Aqua. Hair et al. (2006) stated that brand
awareness and product quality can reduce the perception of purchase risk and increase consumer trust
in brands. With the strength of a well-known brand and maintained product quality, Aqua is able to
maintain customer loyalty and attract new consumers.
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In conclusion, to maintain dominance in the bottled water market, Aqua needs to continue to
strengthen brand awareness through effective brand communication strategies, as well as maintain and
improve product quality so that consumer purchase decisions remain high.

4. CONCLUSION

Based on the results of research and discussion on the Influence of Brand Awareness and Product
Quality on Purchase Decisions (Case Study of Aqua Consumers in Klampis Village) explained in Chapter
V, it can be concluded that the brand awareness variable partially has a significant effect on the
purchase decision of consumers of Aqua products in Klampis Village. In addition, product quality
variables also partially have a significant effect on purchase decisions. Simultaneously, these two
variables, namely brand awareness and product quality, have a significant influence on consumer
purchase decisions. The value of the determination coefficient showed that the influence of brand
awareness and product quality on consumer purchase decisions was 72.3%, while the remaining 27.7%
was influenced by other variables that were not studied in this study, such as price, promotion, brand
image, and others.
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