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ABSTRACT

This study was conducted to determine the effect of Brand Awarenss, price
perception, and Promotion towards purchase decisions of New Lois Producis.
This research also to determine which variables are most influence to the decision
in choosing New Lois Product at CV. Gerimis Garmen in Jakarta. The population
of this research Sampling is buyer of CV.Gerimis Garments Jakarta products and
the sample used is100 people. Sampling method in this study is a non probablity
sampling with judgmental sampling technique. The results showed the purchasing
decisions at CV. Gerimis Garmen in Jakarta was significantly influenced by
brand awareness and price perception, while for the promotion variables were
not affected towards purchase decisions.

Keywords: Brand Awareness, Price Perception, Promotion, Purchase Decision,
CV. GerimisGarmen



ABSTRAK

Penelitian ini dilakukan untuk mengetahui pengaruh brand awareness, persepsi
harga dan promosi terhadap keputusan pembelian produk New Lois. Selain itu
juga untuk mengetahui variable manakah yang paling berpengaruh terhadap
keputusan dalam memilih produk New Lois pada CV. Gerimis Garmen di Jakarta.
Populasi penelitian adalah pembeli produk CV.Gerimis Garmen Jakarta dengan
sampel yang digunakan sebanyak 100 orang. Metode sampling dalam penelitian
ini adatah non probablity sampling dengan teknik judgemental sampling. Hasil
penelitian menunjukkan keputusan pembelian pada CV. Gerimis Garmen di
Jakarta secara signifikan dipengaruhi oleh brand awareness dan persepsi harga,
sedangkan untuk variabel promosi tidak berpengaruh terhadap keputusan
pembelian,

Kata Kunci: Brand Awareness,Persepsi Harga, Promosi, Keputusan Pembehan,
CV. Gerimis Garmen.,
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