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ABSTRAK 

 

Perubahan perilaku konsumen karena adanya pandemic COVID-

19 membuat daya beli konsumen berkurang selain itu akibat dari 

pandemi ini semua kegiatan beralih menggunakan internet. Hal ini 

memberikan tantangan tersendiri bagi pelaku UMKM dalam 

mempertaruhkan usahanya. Persepsi kualitas merek dan konsep diri pun 

menjadi hal yang penting untuk membeli suatu produk. Penelitian ini 

dibuat untuk melihat apakah persepsi kualitas merek dan konsep diri 

memiliki pengaruh terhadap Minat Beli konsumen pada produk The 

Dore o. Penelitian ini menggunakan 100 responden, dimana 

pengambilan responden menggunakan kuuesioner dengan skala likert. 

Data yang diperoleh diolah menggunakan program SPSS. Penelitian ini 

menggunakan regresi linier berganda dengan variable mediasi. 

Berdasarkan hasil pengolahan data, Perceived Brand Quality tidak 

berpengaruh signifikan terhadap Purchase Intention. Self Concept 

berpengaruh signifkan terhadap Purchase Intention, Perceived Brand Quality 

berpengaruh positif dan signifikan terhadap Self Concept, Perceived Brand 

Quality berpengaruh positif dan signifikan terhadap purchase intention 

melalui Self Concept  

 

Kata kunci : Persepsi Kualitas Merek, Konsep Diri ,Minat Beli 
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ABSTRACT 
 

Changes in consumer behavior due to the COVID-19 pandemic have 

reduced consumer purchasing power. Apart from that, as a result of this pandemic, 

all activities have shifted to using the internet. This provides its own challenges for 

MSME actors in risking their business. Perceived brand quality and self-concept are 

also important in buying a product. This study was made to see whether perceived 

brand quality and self-concept have an influence on consumer buying interest in The 

Dore o products. This study used 100 respondents, where respondents were taken 

using a questionnaire with a Likert scale. The data obtained was processed using the 

SPSS program. This study uses multiple linear regression with mediating variables. 

Based on the results of data processing, Perceived Brand Quality has no significant 

effect on Purchase Intention. Self Concept has a significant effect on Purchase 

Intention, Perceived Brand Quality has a positive and significant effect on Self 

Concept, Perceived Brand Quality has a positive and significant effect on purchase 

intention through Self Concept 

 

Keywords: Perceived Brand Quality, Self Concept, Purchase Intention
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