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THE EFFECT OF BRAND CONSCIOUSNESS, TRAIT OF VANITY,
PERCEIVED QUALITY, SOCIAL INFLUENCE, AND NEED OF
UNIQUENESS AGAINST PURCHASE INTENTION CONSUMERS
LUXURY BRAND IN JAKARTA.

xv+108 pages, 2020, 9 pictures, 30 tables, 4 attrachment.

MARKETING MANAGEMENT

Abstract: The purpose of this research is to examine whether 1) Brand
consciousness can affect purchase intention of luxury brand consumers. 2)
trait of vanity can affect purchase intention of luxury brand consumers. 3)
perceived quality can affect purchase intention of luxury brand consumers.
4) social influence can affect purchase intention of luxury brand consumers.
5) need of uniqueness can affect purchase intention of luxury brand
consumers. Sample was selected using convenience sampling method
amounted to 100 respondents at Jakarta. The result of this study is that
brand consciousness, social influence, need of uniqueness is proven to be
able affect positively and significantly on the purchase intention of luxury
brand. While trait of vanity, perceived quality has been proven to have a
negative and insignificant influence on the purchase intention of luxury
brand consumers in Jakarta.

Key Word: brand consciousness, trait of vanity, perceived quality, social
influence, need of uniqueness, purchase intention.
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MANAJEMEN PEMASARAN

Abstract: Tujuan dari penelitian ini adalah untuk menguji apakah 1)
kesadaran merek dapat mempengaruhi niat beli konsumen merek mewah.
2) sifat kesombongan dapat mempengaruhi niat beli konsumen merek
mewah. 3) persepsi kualitas dapat mempengaruhi niat beli konsumen merek
mewah. 4) pengaruh sosial dapat mempengaruhi niat beli konsumen merek
mewah. 5) perlu keunikan dapat mempengaruhi niat beli konsumen merek
mewah. Sampel dipilih menggunakan metode convenience sampling
berjumlah 100 responden di Jakarta. Hasil penelitian ini menunjukkan
bahwa kesadaran merek, pengaruh sosial, perlu keunikan terbukti dapat
mempengaruhi secara positif dan signifikan pada niat beli konsumen merek
mewah, dan sifat kesombongan, persepsi kualitas terbukti dapat
mempengaruhi secara negatif dan tidak signifikan pada niat beli konsumen
merek mewah.

Kata Kunci: brand consciousness, trait of vanity, perceived quality, social
influence, need of uniqueness, purchase intention.
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