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Abstract 
Along with increasing business competition in the home appliance industry, 

companies must have advantages and characteristics that can attract consumers 

to maintain or seize existing market share, namely by increasing and 

maintaining brand awareness. This study aims to determine the influence of 

Brand awareness and product quality on MR DIY purchase decisions. The 

background of this research is the rapid growth of MR DIY Malaysia, which 

was established in 2005, with its business expansion to have hundreds of 

branches in various countries: Malaysia, Singapore, Thailand, Brunei, 

Indonesia, Philippines, Cambodia, India, Turkey, and Spain. The research 

method used has a descriptive design and Causal, quantitative research with 

data collection techniques through questionnaires. The research sample 

consisted of 60 respondents who were MR consumers. DIY PC, in Kelantan, 

Malaysia. Data analysis using multiple linear regression with the help of SPSS 

software version 27.0. The results of the study show that Brand awareness has 

a positive and significant influence on purchase decisions with a t-value of 

3,221 > t table 2,002 and a significance of 0.002 < 0.05. Product quality also 

has a positive and significant effect on purchasing decisions, with a value of t 

4,688 > t table 2,002 and a significance of 0,000 < 0.05. Simultaneously, brand 

awareness and product quality significantly influence purchasing decisions 

with a value of 41,337 > Table 3.16 and a significance of 0.000 < 0.05. This 

study concludes that brand awareness and product quality significantly 

influence MR DIY purchasing decisions in Kelantan Malaysia PC products, 

both partially and simultaneously. The study shows that companies are 

increasing control over user-generated content on social media and viewing the 

Consumer Experience about their products to improve customer satisfaction 

and purchase decisions. 

Keywords:   

Brand Awareness,  

Product Quality,  

Purchase Decision, 

Mr. DIY CP 

 

 

1. Introduction 
   The existence of Brand Awareness certainly plays an important role in the marketing of products 

or services produced by a company. Brand awareness describes the extent to which consumers recognize 

or remember a brand. Brand awareness is an important marketing metric for measuring brand visibility 

and recognition among potential customers and target audiences. A good brand will be able to put the 

product above other competitors and make the product the first choice for consumers. In other words, a 

brand represents the personality, character, and soul of the company. Building strong brand awareness 

is also a strategy for businesses to excel in competition with similar competitors. This is because brand 

awareness and product quality to raise the status of a product, and consumers tend to choose familiar 

brands. 

This research is significant because brand awareness is a vital marketing tool that helps businesses 

boost sales, attract customers, build emotional connections, foster loyalty, and assess customer 

acquisition success, especially in a competitive market (Kotler, 2005; Potter & Hotchkiss, 2012). Strong 
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brand awareness ensures that products or services are more recognizable to the public. When customers 

are familiar with a brand, they are more likely to pay attention to its offerings and even share marketing 

messages voluntarily and enthusiastically. Brand awareness has become a community preference due to 

factors like easy product accessibility, a comprehensive product range, excellent customer service, and 

competitive pricing. However, businesses that neglect brand awareness risk appearing unprofessional, 

struggling to retain customers, and failing to establish a strong market presence. One of the key reasons 

for emphasizing brand awareness is that it significantly influences purchasing behavior. The more 

familiar consumers are with a brand, the more likely they are to trust and choose its products or services. 

This study differs from previous research by focusing on how brand awareness and product quality 

affect purchase decisions. The author identifies a gap in existing studies, highlighting the unique 

approach of this research as a contribution to the field. 

The research was conducted on the products of PT. Daya Intiguna Yasa, which has grown rapidly, 

is commonly called Mr. DIY in several countries, namely Malaysia, Singapore, Thailand, Brunei, 

Indonesia, the Philippines, Cambodia, India, Turkey, and Spain. MR DIY was established in July 2005 

at Jalan Tuanku Abdul Rahman Kuala Lumpur, Malaysia, this store has become a phenomenon in 

Appliances, Home Appliances, Electrical, Furniture, Car Accessories, Stationery & Sports, Toys, Gifts, 

HP Computers & Accessories, and Jewelry & Cosmetics industry. Kotler Philip, 2005)which was later 

abbreviated as MR. D.I.Y is the largest retail company in Southeast Asia with about 4,000 types of 

products selling home appliances and accessories. 

A research gap, as described by Ajzen (1991), refers to an internal factor that significantly 

influences consumer interest. Purchase intention toward a brand reflects the degree of desire to try the 

product and the effort planned, ultimately manifesting in actual purchasing behavior. This study employs 

the Theory of Planned Behaviour (TPB) to explore internal factors affecting purchase intention. 

According to Ajzen (1991), TPB posits that behavior can be accurately predicted through three key 

components: attitudes, subjective norms, and perceived behavioral control. Attitudes play a crucial role 

in purchase intention, as individuals rely on their attitudes when making buying decisions (Phan & Zhou, 

2014). Social interaction and social pressure also significantly impact buying interest, with brand 

awareness and brand trust positively influencing brand loyalty, embedding the brand in consumers' 

minds. 

This research focuses on MR.DIY is a rapidly growing retail company established in July 2005 

in Kuala Lumpur, Malaysia. MR.DIY operates across multiple countries, including Malaysia, 

Singapore, Thailand, Brunei, Indonesia, the Philippines, Cambodia, India, Turkey, and Spain. Offering 

over 4,000 products, it is the largest retail chain in Southeast Asia, specializing in home appliances, 

electronics, furniture, and more. Identifying research gaps helps establish the originality of this study by 

analyzing previous research relevant to the topic. Originality, as defined by Ulber Silalahi (2015), 

includes (1) developing new ideas from existing concepts, (2) applying new methodologies, and (3) 

reinterpreting previous findings. Encouragement from close associates (Akhtar & Das, 2018) and ease 

derived from experience and knowledge (Ashidiqi & Arundina, 2017) also influence purchase decisions. 

The TPB framework indicates that both internal and external factors, including social influences and 

perceived behavioral control, shape individual buying interest. Generally, stronger attitudes, favorable 

subjective norms, and higher perceived control increase the likelihood of the intended behavior (Ajzen, 

1991; Akhtar & Das, 2018).  On the other hand, ease as a result of experience and knowledge encourages 

individuals to always consider buying something (Ashidiqi & Arundina, 2017).  

Through the SDGs, not only internal factors but also social factors and behavioral control are 

predicted to affect the interests of individuals, especially in the desire to buy. Generally, the more 

favorable the subjective attitudes and norms regarding behavior and the greater the perceived control of 

behavior, the stronger the individual's interest in performing the behavior under consideration (Ajzen, 

1991; Akhtar & Das, 2018). Resource-based theory (RBT) states that an organization's resources or 

assets vary across a company and differentiate a company's performance and competitive advantage. 

Efforts have been made to address this challenge by proposing a theoretical framework with theories 

underlying the radical views of RBT. In contrast to conventional RBT, the radical view focuses on the 

integrated overall well-being of various stakeholders rather than simply maximizing shareholder profits 

(Bell & Dyck, 2011). This view works well with marketing management studies (Day & Jean-Denis, 

2016), as it also addresses the same thing. This can successfully explain how various resources (social 
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capital, both internal and external) are mobilized to impact the overall well-being of various stakeholders 

by incorporating marketing performance and increasing social impact through sustainable, innovative 

solutions into consideration.  Research objectives: 

a) To examine the influence of brand awareness on purchase decisions. 

b) To analyze the impact of product quality on purchase decisions. 

c) To assess the combined effect of brand awareness and product quality on purchase decisions for 

MR.DIY products in Kelantan, Malaysia. 

 

2. Method  

The design of this study is both descriptive and causal. A descriptive research design is used to obtain 

valid data for discovering, proving, and expanding knowledge, enabling researchers to understand, 

address, and anticipate problems. In contrast, a causal design aims to analyze the causal relationship 

between independent and dependent variables. The research design forms the foundation for conducting 

a study, and a well-structured design ensures an effective and efficient research methodology (Sugiyono, 

2013).  In this study, hypotheses serve as tentative answers or assumptions to the research problem. 

Hypotheses play a crucial role, particularly in quantitative research, as they guide the researcher's 

assumptions. The following hypotheses are proposed: H1: Brand awareness has a positive relationship 

with purchase decisions. H2: Product quality has a positive relationship with purchase decisions. H3: 

Brand awareness and product quality together have a positive impact on purchase decisions. 

This research focuses on brand awareness and product quality to determine their influence on 

purchasing decisions. The study involves lecturers and students with a concentration in marketing.  The 

population refers to all subjects or objects with specific characteristics defined by the researcher. 

According to Hendryadi (2019:162-163), there are two types of populations: (1) Finite Population: A 

population that can be quantified, though sometimes, if very large, is treated as infinite for statistical 

inference. (2) Infinite Population: A population that cannot be quantified, making it unlimited. 

In this study, the population consists of all MR. DIY P.C. Kelantan Malaysia customers, but the 

exact number is unknown. Sugiyono (2013) defines a sample as a subset of the population possessing 

certain characteristics. This study uses a sample of 60 respondents selected through Accidental Sampling 

(Convenience Sampling). This method involves selecting individuals who meet specific criteria and are 

conveniently available as data sources (Sugiyono, 2019). The selected respondents are consumers of 

MR. DIY P.C. Kelantan Malaysia meets the following criteria: (1) Customers who have made at least 

three purchases to ensure their responses reflect sufficient experience with the brand. (2) Customers 

living in or around Kelantan, Malaysia, ensuring that data reflects experiences relevant to this branch. 

This approach ensures that the data collected will provide insights into the experiences and perceptions 

of consumers in the targeted area. 

A population is an object/subject that has a certain quantity and characteristics that are determined 

by the researcher to be studied and then drawn conclusions by the researcher. According to Hendryadi 

(2019:162-163), There are two types of population, namely Limited Population and Unlimited 

Population. a. Up Population is a population that can be counted. However, sometimes a finite 

population is very large, so it can be treated as an infinite population for statistical inference 

(generalization). b. An infinite population is a population that does not allow researchers to calculate the 

total number of populations. Such a population is called unlimited or unlimited. The population in the 

study is unknown, so the researcher determines the sample according to the provisions of the Sample 

Determination Technique. 

The population in this study is all consumers. MR. DIYP.C. Kelantan Malaysia, but the number 

is unknown According to (Sugiyono, 2013), the sample is part of a population with certain 

characteristics.  The sample in this study is all customers who happen to be suitable as data sources 

(Sugiyono, 2019). Because the exact number of the population is unknown, the author decided to take a 
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sample of 60 people and use the Accidental Sampling or Convenience sampling technique, where the 

author takes samples based on chance, that is, anyone who happens to meet and meet the requirements 

can be used as a sample with predetermined criteria.  

The selection of a sample of 60 people was based on the limitations of the author's energy, time, 

and knowledge. The sample in this study is consumers. Mr. DIYP.C. Kelantan Malaysia with the 

following criteria: Customers who purchase MR. DIY.P.C. Kelantan Malaysia This criterion is focused 

on customers who have purchased at least three times, to represent the respondent's answers and to 

match the experience of consumers who have interacted with the product. MR. DIY P.C. Kelantan 

Malaysia Respondent location Criteria are limited to consumers living in or around P.C Kelantan 

Malaysia Thus, the data obtained is expected to reflect the experience and perception of consumers who 

are in the area relevant to the branch. 

 

 

 

 

 

 

 

 

 

    

                                         

Figure 1. Research Framberch 

 

The data was processed using the SPSS 27 computer program. In the early stages of the analysis, 

validity and reliability are tested. To test the validity, Pearson's correlation technique was used; The 

valid criterion is if the total correlation of the corrected item is greater than 0.3. In addition, reliability 

is tested with Cronbach's alpha value, where the reliability criterion is if the alpha value is greater than 

0.6. In addition, classical assumption tests are performed, including multicollinearity, heteros, and 

normality. The heteroscedasticity test was carried out using scatterplot chart analysis to find out whether 

the residual variance was consistent. The existence of a correlation between independent variables was 

identified through a multicollinearity test using Tolerance and VIF values. Validity and Reliability Test 

All statement items are declared valid and reliable if the item-total correction correlation is greater than 

0.3 and Cronbach's Alpha is greater than 0.6. Validity and reliability tests are carried out to ensure the 

validity and consistency of research instruments. The results showed that the questionnaire used was 

valid and reliable, making it feasible to Use In Further Analysis.  

 

3. Results And Discussion 

3.1. Results 

Respondent Characteristics  

Respondent Characteristics are an explanation of the existence of Respondents or consumers who 

purchase products. MR DIY. PC. Kelantan, Malaysia, is needed as information to find out the identity 

of the respondents in this study. Respondents are the object of research that provides an opinion on the 

influence of Brand Awareness on  Purchase Decisions in purchasing products MR. DIY. PC. 
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Table 1 

Features Respondent 

 

Characteristic Frequency Percentage % 

Gender 

Man 

Woman 

 

29 

31 

 

48,3 

51,7 

Age 

17-22 Years 

23-25 Years 

>25.    Year 

 

33 

15 

12 

 

55,0 

25,0 

20 

Make a purchase 

3 times 

4 times 

>4 times 

 

19 

10 

31 

 

31.7 

16.7 

51,0 

 

Data analysis 

Validity Test and Reliability Test 

Table 2 

Validity and Reliability Tes 

 
Classical Assumption Test 

The results of the study in the normality test were normally distributed data (Sig. Kolmogorov-

Smirnov = 0.094 > 0.05). The results of the study on the heteroscedasticity test were that no 

heteroscedasticity occurred (scatterplot shows the points of spreading). The results of the 

multicollinearity test were that there was no multicollinearity (Tolerance = 0.617 > 0.1; VIF = 1,620 < 

10).  Normality and heteroscedasticity tests are performed to ensure that the data have a normal 

distribution, which is a requirement for regression analysis. Multicollinearity and heteroscedasticity 

tests are also carried out to ensure that there is no violation of the linear regression assumptions. 

Table 3 

Normality Test with Normal P-Plot 
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From the results of the normality test calculation in Figure 10 and Table 14 above, it can be seen that 

the Sig. The value is 0.094 > 0.05 and the dots follow the diagonal line. So the conclusion is that the 

results of the normality test in this study are declared to be normally distributed. 

Heteroscedasticity Test  

The heteroscedasticity test aims to find out that the t-test and f-test have residual values following the 

normal distribution. The following are the basis for decision-making for heteroscedasticity tests: 

If there is a certain pattern, such as existing dots forming a certain pattern that is regular such as wavy, 

widening, and then narrowing) then heteroscedasticity occurs. If the pattern is not clear, and the dots 

spread above and below on the Y axis, then heteroscedasticity does not occur. 

Table 4 

Multicollinearity test 

 
 

The multicollinearity test aims to test whether the regression model finds a correlation between 

independent variables. The basis of the multicollinearity test is as follows: 

If the Tolerance  value > 0.1, then there is no multicollinearity 

If the Variance  Inflation Factor (VIF) value < 10, then there is no multicollinearity 

5. Multiple Linear Regression Analysis 
This equation shows that Brand Awareness (X1) and product quality (X2) have a positive impact 

on purchasing decisions (Y). The regression coefficients of Brand Awareness (0.455) and product 

quality (0.521) show that both variables have a positive impact on purchasing decisions, with a slightly 

greater impact on product quality. 

Y = a + b1 . X1 + b2 . X2 + E 

Table 5 

Analysis of the Multiple Linear Regression 

 
Thus, the multiple linear regression model when expressed in the form of a mathematical equation is as 

follows: 

Y = a + b1.X1 + b2.X2 + E 

Y = 6.150 + 0.455 + 0.521 

A value of 6,150 is a constant or state when the purchase decision variable has not been influenced 

by other variables, namely the Brand Awareness variable (X1) and the product quality variable (X2). If 

the independent variable does not exist, then the purchase decision variable does not change. 

The value of b1 shows that the Brand Awareness variable has a positive influence on purchase 

decisions, which means that every increase in one Brand Awareness variable will affect the 
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purchase decision by 0.455 assuming that other variables are not examined in this study. The 

value of b2 (regression coefficient value X2) is 0.521, indicating that the product quality variable has a 

positive influence on the purchase decision, meaning that every increase in the unit of the product quality 

variable will affect the purchase decision by 0.521 assuming that other variables are not examined in 

this study. 

Statistical Hypothesis Testing 

Test T 

The t-test aims to partially test independent variables against dependent variables. The testing 

procedure is as follows: 

1. If the value of t is calculated > t the table and the probability (significance) < 0.05(α). So H0 is 

rejected. 

2. If the value of t is calculated < t the table and the probability (significance) > 0.05(α). Then H0 is 

accepted. 

Testing the Brand Awareness Hypothesis on Purchase Decisions 

The hypotheses to be tested are as follows: 

Ho:   Brand Awareness (X1) partially does not have a positive and significant effect on the Purchase 

Decision (Y) of Products. MR DIY. PC Kelantan Malaysia 

Ha:  Brand Awareness (X1) partially has a positive and significant effect on the Purchase Decision (Y) 

of the Produm MR.DIY. PC Kelantan Malaysia.  

From the results of the calculation, it can be seen that the value of the t calculation of the Brand 

Awareness variable is greater than the t table (3,221 > 2,002). So Ho was rejected and Ha was accepted. 

A positive t-value indicates that Brand Awareness has an influence directly proportional to the Purchase 

Decision. So it can be concluded that (X1) partially has a positive and significant effect on the Purchase 

Decision of Products. MR DIY. The District PC Kelantan Malaysia  accepts and rejects Ho is presented 

in the following picture: 

From the figure above, it can be seen that the t-value calculated in the Ho rejection area can be concluded 

that Brand Awareness  (X1) has a positive and significant effect on Purchase Decision (Y) Products 

MR.DIY. PC Kelantan Malaysia 

Testing Product Quality Hypothesis against Purchase Decision 

The hypotheses to be tested are as follows: 

Ho: Product Quality (X2) partially does not have a positive and significant effect on the Purchase 

Decision (Y)  of Products. MR.DIY. PC Kelantan Malaysia 

Ha: Product Quality (X2) partially has a positive and significant effect on the Purchase Decision (Y)  of 

Products. MR DIY. PC Kelantan Malaysia 

From the results of the calculation, it can be seen that the value of the t-calculated variable of 

Product Quality is greater than the t-table (4.688 > 2.002). So Ho was rejected and Ha was accepted. A 

positive t-value indicates that the Product Quality variable has an influence directly proportional to the 

Purchase Decision. So it can be concluded that (X2) partially has a positive and significant effect on the 

Purchase Decision of Products. MR.DIY. PC Kelantan Malaysia . The areas of acceptance and rejection 

of Ho are presented in the following figure: 

Test F (Simultaneous) 

Test F to determine the influence of independent variables simultaneously on dependent variables. The 

basis for the F test is as follows: 

If the value of F is calculated < F of the table and the probability (significance) > 0.05(α). So H0 is 

accepted, meaning that the independent variable simultaneously does not affect the dependent variable 

significantly. 

If the value of F is calculated > F of the table and the probability (signification) < 0.05(α). So H0 is 

accepted, meaning that the independent variable simultaneously does not affect the dependent variable 

significantly. 

From the results of the calculation, it can be seen that the value of the f calculation is greater 

than the f table (41.337 > 3.16). So Ho was rejected and Ha was accepted. If the value of probability 
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and significance is less than a = 0.05 then Ho is rejected.  The areas of acceptance and rejection of 

Ho are presented in the following figure: 

From Figure 5 above, it can be seen that the value of t calculated in the Ho rejection area can be seen so 

that it can be concluded that Brand awareness (X1) and Product Quality (X2) have a positive and 

significant effect on the Purchase Decision (Y) simultaneously. The results of this study show that 

Purchase Decisions are significantly influenced by Product Quality. Brand Awareness     

Table 6 T-test                 Table 7 T-test 

  
 

1. Test Significance (T) 

The t-test aims to partially test independent variables against dependent variables. The testing 

procedure is as follows: 

If the value of t is calculated > t the table and the probability (significance) < 0.05(α).  So H0 is rejected. 

If the value of t is calculated < t the table and the probability (significance) > 0.05(α). Then H0 is 

accepted. 

Brand Awareness Hypothesis Testing on Purchase Decisions 

The hypotheses to be tested are as follows: 

Ho:   Brand Awareness  (X1) partially does not have a positive and significant effect on the Purchase 

Decision (Y) of Products. MR DIY PC. Kelantan Malaysia 

Ha:  Brand Awareness   (X1) partially has a positive and significant effect on the Purchase Decision 

(Y) of Products. MR DIY PC. Kelantan Malaysia 

6. Correlation and Determination Coefficients 
Partial correlation coefficient test 

Table 8 Coefisien Korelasi                Table 9 Coefisien Korelasi 

 

 

 
Simultaneous correlation test 

The results of the study on the partial correlation were that Brand Awareness (r = 0.659) and product 

quality (r = 0.719) had a strong relationship with purchase decisions. The results of the study on the 

simultaneous correlation were R = 0.769 showing a strong relationship between independent and 
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dependent variables. The result of the study on the determination coefficient was R² = 0.592, showing 

that 59.2% of the variation in purchase decisions could be explained by Brand Awareness and product 

quality. Product quality and Brand awareness can influence purchasing decisions quite well, 

according to the determination coefficient (R2) of 0.592. This shows that the regression model can 

explain 59.2% of the variation in purchase decisions. 

Coefficient of Determination 

The Coefficient of Determination (R2) or R Square aims to measure how well the regression model 

explains the variation in dependent variables. The classification of correlation coefficients is as 

follows: 

1. R2 value = 0 (no correlation) 

2. R2 value = 0 - 0.49 (weak correlation) 

3. R2 value = 0.50 (moderate correlation) 

4. R2 value = 0.51 - 0.99 (strong correlation) 

5. R2 value = 1.00 (perfect correlation) 

Partial Determination Coefficient 

The partial determination coefficient carried out in this study is as follows. 

Table 10 Partial Determination Coefficient (X1) 

 

 

Based on table 9 above, shows that the Brand Awareness (X1) variable has a weak influence on 

purchase decisions (Y) by 0.435 or 43.5%. 

Table11 Partial Determination Coefficient (X2) 

 
                                        Source: SPSS Version 27.0 Output 

 

Based on table 24 above, shows that the product quality variable (X2) has a strong influence on the 

purchase decision (Y) by 0.518 or 51.8%. 

Simultaneous Determination Coefficient Test 

The simultaneous determination coefficients carried out in this study are as follows: 

Table 12 Simultaneous Determination Coefficients 

  
                              Source: SPSS Version 27.0 Output  

 



 

Forum for University Scholars in Interdisciplinary Opportunities and Networking 
Graduate School, Universitas Terbuka  
https://prosiding.ut.ac.id                                                                         

 

670  
This is an open-access article under the CC BY-SA license. 

 Copyright © 2024 by Author  

 

Based on Table 11 above, shows that the variables Brand awareness (X1) and product quality (X2) have 

a strong influence on purchasing decisions (Y) of 0.592 or 59.2%.  

 

3.2.  Discussion 
The analysis of the findings of this study is an analysis of the suitability of theories, opinions, and 

previous research that have been presented as previous research results. Based on the results that have 

been discussed and described, the following research results are obtained: 

The Influence of   Brand Awareness on Purchase Decisions of Products. MR DIY PC. Kelantan 

Malaysia 

Based on the results of data processing in the t-test, it shows that Brand awareness (X1) has a 

positive and significant effect on Purchase Decisions (Y), this can be seen, namely in the Brand 

awareness variable t calculated 3,221 > t table 2,002 and the sig value. < 0.05 (0.002 < 0.05. So H0 was 

rejected and Ha was accepted, which means that Brand awareness partially had a positive and significant 

effect on the purchase decision so the research hypothesis was accepted. The correlation coefficient 

value of 0.659 shows that Brand awareness has a high relationship with Purchase Decisions of 

Products.MR DIY PC. Kelantan Malaysia. The coefficient of determination of the magnitude of the 

influence of Brand awareness on Purchase Decisions obtained a result of 0.435. This shows that the 

influence of Brand awareness is 43.5%, while the remaining 56.5 is influenced by other factors. 

The Effect of Product Quality on Purchase Decisions of Products. MR DIY PC. Kelantan 

Malaysia.  

Based on the results of data processing on the t-test, it shows that Product Quality (X2) has a 

positive and significant effect on Purchase Decisions (Y), this can be seen, namely, in the variable 

Product Quality tcalculated 4,688 > ttable 2,002 and the sig value. < 0.05 (0.000 < 0.05. So H0 is rejected, 

and Ha is accepted, which means that Product Quality partially has a positive and significant effect on 

the purchase decision so the research hypothesis is accepted. The results of the correlation coefficient 

value of 0.719 show that Product Quality has a high relationship with Purchase Decisions of Products 

MR DIY PC. Kelantan Malaysia The coefficient of determination of the magnitude of the influence of 

Product Quality on Purchase Decisions obtained a result of 0.518. This shows that the magnitude of the 

influence of Product Quality is 51.8%, while the remaining 48.2% is influenced by other factors. 

The Influence of Brand Awareness and Product Quality on Purchase Decisions of Products. MR 

DIY PC. Kelantan Malaysia Based on the results of data processing on the F test, it shows that the F 

value is calculated at 41,337 > t table 3.16 and the sig. < 0.05 (0.000 < 0.05. So H0 is rejected, and Ha 

is accepted, which means that Brand awareness and Product Quality have a significant effect on the 

purchase decision, so the research hypothesis is accepted. The results of the correlation coefficient value 

of 0.769 shows that Brand awareness and Product Quality have a high relationship with Purchase 

decision products MR DIY PC. Kelantan Malaysia. The coefficient of determination of the magnitude 

of the influence of Brand awareness and Product Quality on Purchase Decisions was obtained as a result 

of 0.592. This shows that the magnitude of the influence of Product Quality is 59.2%, while the 

remaining 40.8% is influenced by other factors. 

 

4. Conclusion 

 The purpose of the study is to find out the influence of brand awareness on purchase decisions, 

from the results of the analysis based on the results of data processing on the t-test, it shows that Brand 

awareness (X1) has a positive and significant influence on Purchase Decisions (Y), this is seen from the 

results of the analysis above means that Brand awareness has a positive and significant effect on the 

purchase decision so that the research hypothesis is accepted. The correlation coefficient value of 0.659 

shows that Brand awareness has a high relationship with DIY PC Purchase decision products. MR.DIY 

Kelantan Malaysia. The coefficient of determining the magnitude of the influence of Brand awareness 

on Purchase Decisions was obtained as a result of 0.435. This shows that the influence of Brand 

awareness is 43.5%, while the remaining 56.5 is influenced by other factors. From the results of the test 

and analysis that Brand awareness needs to be increased  Brand awareness or brand awareness is very 
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important for companies that sell products because it can help increase sales and provide an advantage 

in business competition:  

a) Increase sales: Consumers tend to choose products from familiar brands, so sales will increase.  

b) Build an edge over the competition: Strong brand awareness can help companies excel in the 

competition with competitors.  

c) Build trust: Good brand awareness can help build consumer trust.  

d) Build emotional connections: Brand awareness can help build emotional connections with 

customers.  

e) Foster customer loyalty: Good brand awareness can help foster customer loyalty.  

f) Customer acquisition through referrals: Good brand awareness can help get new customers through 

referrals.  

g) Brand awareness is how familiar the target market is with the company's brand.  

h) To increase brand awareness, companies can conduct regular evaluations to identify weaknesses in 

the strategy and take corrective action 

i) Brand awareness is considered important for the possibility of generating more revenue. According 

to Global Banking and Finance, customers prefer to buy from brands they are familiar with.  

a.   
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