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ABSTRACT 

 The main purpose of this research is to know about the effects of brand awareness, 

perceived quality, brand associations, brand loyalty, brand equity toward Indonesian consumers’ 

purchase intention and willingness to pay premium price on global brand (Starbucks) and local 

brand (Excelso). Brand awareness, perceived quality, brand associations, brand loyalty, brand 

equity have become the factors that influence the customers purchase intention and willingness 

to pay premium price. This research uses online questionnaire to collect the data, which is 

distributed to 210 respondents and divided into two categories. Simple linear regression analysis, 

multiple regression analysis, and one way ANOVA are used to analyze the data. 

 The result show that for local brand, brand awareness, perceived quality, brand 

associations, brand loyalty are positively influence on brand equity. Brand equity is positively 

influence both on purchase intention and willingness to pay premium price. While for global 

brand, brand associations is not significant. The result of this research can helps the cafe of 

coffee shop in Indonesia to improve their brand equity to increase the purchase intention and 

willingess to pay premium price, whether for global brand or local brand.  

Keyword: brand equity, purchase intention, willingness to pay premium price 

 

 

 


