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Marketing Factors and Brand Equity Affecting Buying Decisions

on Vitamin Drinking Water via Lazada Application
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Abstract

The purpose of this research is to study marketing factors and brand equity
perceptions that affect buying decisions on vitamin drinking water via Lazada application and
to study the decision making process for buying decisions on vitamin drinking water via Lazada
application. The researcher analyzed issues related to marketing factors and brand equity
perception from a review of related literature and research. Developed to create questionnaires
and collect data from sample groups. The researcher determined the population and sample to
be 384 consumers who had previously purchased vitamin water via the Lazada application and
tested the hypotheses with statistics using multiple regression analysis by selecting independent
variables into the regression equation using the Stepwise technique. The results of the
hypothesis testing found that the problem recognition on marketing promotion factors,
perceived quality, brand association and brand loyalty. The information search on marketing

promotion factors, brand association and brand loyalty. The evaluation of alternatives on Price
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factors, marketing promotion, brand association and brand loyalty. And post purchase

evaluation on product factors, place, perceived quality, brand association and brand loyalty.

Keywords: Marketing Factors, Brand Value Perception, Purchase Decision, Vitamin Drinking

Water, Lazada Application
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