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ABSTRAK 

 

 Tujuan dari penelitian ini adalah untuk menguji pengaruh kesadaran akan 

suatu merek dan komunikasi dari mulut ke mulut mengenai minat beli seseorang 

di H&M Surabaya melalui persepsi kualitas. H&M di Surabaya akhir – akhir ini 

menjadi tempat masyarakat Surabaya untuk memenuhi kebutuhan fashion 

masyarakat Surabaya. Seiring berjalannya waktu semakin banyak department 

store seperti H&M yang menjadi pesaing dari H&M. Namun H&M tetap dapat 

mempertahankan para pelanggannya karena H&M selalu berinovasi dan selalu 

memperhatikan bagaimana cara untuk menarik para pelanggannya, yaitu dengan 

cara sering melakukan diskon – diskon yang membuat akhirnya para pelanggan 

pun menjadi tertarik. Dibalik diskon tersebut, kualitas bahan yang ditawarkan oleh 

H&M tidak kalah dengan bahan para kompetitornya. Oleh sebab itu H&M 

menjadi dikenal oleh masyarakat luas dan mengenai kualitasnya tidak diragukan 

lagi. Dari situlah komunikasi dari mulut ke mulut pun terjadi, dari satu konsumen 

yang merasa puas dengan produk H&M akhirnya membuat calon pelanggan – 

pelanggan baru pun berdatangan dan ingin mencoba membuktikan kebenaran dari 

informasi yang disampaikan tersebut. 

 Teknik sampling yang digunakan dalam penelitian ini adalah 

nonprobability sampling dan pengambilan sample menggunakan Teknik 

purposive sampling. Sampel berjumlah 150 responden yaitu pria dan wanita. 

Pengumpulan data melalui kuesioner online. Teknik analisis data penelitian ini 

adalah SEM (Structural Equation Modeling). Hasil pengujian menunjukan brand 

awareness memiliki pengaruh terhadap perceived quality. Word of mouth 

memiliki pengaruh terhadap perceived quality. Perceived quality memiliki 

pengaruh terhadap purchase intention. Brand awareness memiliki pengaruh 

terhadap purchase intention melalui perceived quality. Word of mouth memiliki 

pengaruh terhadap purchase intention melalui perceived quality. 

 

 

 

Kata kunci: brand awareness, word of mouth, perceived quality, purchase 

intention, department store 
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THE EFFECT OF BRAND AWARENESS AND  

WORD OF MOUTH ON PURCHASE INTENTION 

IN H & M SURABAYA THROUGH 

PERCEIVED QUALITY 

 

ABSTRACT 

 

The purpose of this study is to examine the effect of brand awareness and 

communication from mouth to mouth about someone's buying interest in H & M 

Surabaya through perceived quality. H & M in Surabaya has recently become a 

place for Surabaya people to meet the fashion needs of the Surabaya community. 

Over time more and more department stores such as H & M are competitors of H 

& M. But H & M can still retain its customers because H & M always innovates 

and always pays attention to how to attract its customers, namely by often making 

discounts - discounts that make the customers become interested. Behind these 

discounts, the quality of materials offered by H & M is not inferior to the 

materials of its competitors. Therefore H & M has become known by the public 

and regarding its quality is undoubted. That's where word of mouth 

communication takes place, from one consumer who is satisfied with the H & M 

product that finally makes prospective customers arrive and wants to try to prove 

the truth of the information delivered. 

The sampling used in this study was nonprobability sampling and 

sampling using purposive sampling technique. The sample is 150 respondents, 

namely men and women. Data collection through online questionnaires. The data 

analysis technique of this research is SEM (Structural Equation Modeling). The 

test results show that brand awareness has an influence on perceived quality. 

Word of mouth has an influence on perceived quality. Perceived quality has an 

influence on purchase intention. Brand awareness has an influence on purchase 

intention through perceived quality. Word of mouth has an influence on purchase 

intention through perceived quality. 

 

 

 

Keywords: brand awareness, word of mouth, perceived quality, purchase 

intention, department store 

 


