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ABSTRAK 

 

 

Penting bagi para produsen untuk dapat meningkatkan mengenai kesadaran mereka para 

pengguna produk rokok elektrik terhadap produk buatannya.  Mulai muncul produk tembakau 

alternatif untuk mengatasi adiksi rokok.  Seiring perkembangannya, rokok elektrik pun kini hadir 

dalam berbagai jenis.  Berdasarkan hasil penelitian, dtemukan bahwa secara empiris, kesadaran 

merek memiliki pengaruh terhadap keputusan pembelian konsumen.  Hal ini membuat peneliti 

tertarik untuk melakukan penelitian mengenai “Analisis Kesadaran Merek Pada Pembelian Rokok 

Elektrik”. 

Penelitian ini menggunakan jenis penelitian deksriptif survey.  Populasi dalam penelitian 

ini adalah masyarakat yang menggunakan rokok elektrik di kota Bandung.  Sampel dalam 

penelitian ini adalah masyarakat yang menggunakan rokok elektrik di kota Bandung yang dapat 

ditemui oleh peneliti pada saat penelitian dilakukan.  Dalam penelitian ini, menggunakan Non 

Probability Sampling.   

Dalam penelitian ini, peneliti telah melakukan penelitian pada sejumlah 150 orang 

responden konsumen Legacy Personal Vaporizer Store  (Legacy PVS). Peneliti menemukan 

bahwa secara umum variabel brand awareness memiliki nilai yang tinggi, Ini menunjukan bahwa 

para responden yang diteliti telah memiliki kesadaran merek yang baik dan positif terhadap rokok 

elektrik. Berdasarkan dimensi Awareness of e-cigarettes, E-cigarette use, Awareness of e-cigarette 

promotion, E-cigarette brand awareness, E-cigarette flavour awareness, Perceptions of product 

harm, dan Perceived user image for e-cigarette flavours ditemukan memiliki nilai yang tinggi.  

Peneliti menyarankan perusahaan yaitu Legacy Personal Vaporizer Store (Legacy PVS) dapat 

mempertahankan adanya brand awareness yang dimiliki konsumen. 

 

Kata kunci:  brand awareness, pembelian rokok elektrik 
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ABSTRACT 

 

It is important for producers to be able to improve their awareness of users 

of electric cigarette products on their products. Alternative tobacco products began 

to emerge to overcome cigarette addiction. Along with its development, electric 

cigarettes are now also present in various types. Based on the results of the study, 

it was found that empirically, brand awareness had an influence on consumer 

purchasing decisions. This makes researchers interested in conducting research on 

"Analysis of Brand Awareness of Electric Cigarette Purchases". 

This study uses a type of descriptive survey research. The population in this 

study were people who use electric cigarettes in the city of Bandung. The sample in 

this study is the people who use electric cigarettes in the city of Bandung that can 

be found by researchers at the time the research was conducted. In this study, using 

Non Probability Sampling. 

In this study, researchers have conducted research on a number of 150 

respondents who are consumers of the Legacy Personal Vaporizer Store (Legacy 

PVS). The researcher found that in general the brand awareness variable had a 

high score, This shows that the respondents studied had good and positive brand 

awareness of e-cigarettes. Based on the dimensions of awareness of e-cigarettes, 

e-cigarette use, awareness of e-cigarette promotion, e-cigarette brand awareness, 

e-cigarette flavor awareness, perceptions of product harm, and perceived user 

image for e-cigarette flavors found to have value high. Researchers suggest that 

companies such as the Legacy Personal Vaporizer Store (Legacy PVS) can 

maintain the brand awareness that consumers have. 
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