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ABSTRACT 
This study aims to determine the direct and indirect effects of video advertising 

through online media and product quality on buying interest with brand awareness as an 
intervening variable. The sample in this study was people in the three regions of Cirebon with 
the category of having seen video advertisements on online media, having driven or bought a 
Honda Mobilio product and were over 20 years old with samples taken as many as 100 people. 
This research instrument in the form of a questionnaire by distributing through the help of 
Google forms. The data analysis technique used is Structural Equation Modeling (SEM). The 
test results of the proposed hypothesis show that (1) video advertising through online media 
has no effect on brand awareness and is significant. (2) video advertisements through online 
media have no effect on buying interest and are not significant. (3) product quality influences 
brand awareness and is significant. (4) product quality has no effect on buying interest and is 
not significant. (5) brand awareness has no influence on buying interest and is significant. (6) 
Variable video advertisements through online media and product quality together affect brand 
awareness. (7) video advertising through online media, product quality and brand awareness 
together influence buying interest. (8) video advertising through online media has no effect 
on buying interest through brand awareness. (9) product quality influences buying interest 
through brand awareness. 
Keywords: Video Advertising Through Online Media, Product Quality, Buy Brand 
Awareness 
Jel Classification : M37 

 
 
INTRODUCTION 
In the development of the automotive 
automotive industry in Indonesia, which is 
increasing with the size of the market 
continues to grow from year to year. 

However, in 2019 car sales according to the 
Association of Indonesian Automotive 
Industries (GAIKINDO) recorded domestic 
car sales. The following is a chart of car 
sales for 2015-2019. 

 
Figure  1 

Total Domestic Car Sales from 2015 to 2019 

                                                 
Source: www.motoris.id 
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This can be used as evaluation material for 
automotive companies to try to make 
innovation and creativity. Automotive 
companies should provide a positive 
stimulus so as to increase public buying 
interest in cars. The highest market share in 
Indonesia is achieved by Low Multi Purpose 
Vehicle (LMPV). In 2018, the market share 

controlled 24.5% of total car sales or as 
many as 28 thousand units.  
Honda car products with the Low MPV type 
are Honda Mobilio. This Honda-made car 
was previously introduced in Indonesia in 
2014. Honda Mobilio is one of the family cars 
sold by Honda, where this car is carried as a 
Low MPV sedan because it is smaller than its 
competitors. Mobillio in 2019. 

 
Table 1 

Sales of Honda Mobilio Cars 2015-2019 

Tahun Penjualan/Unit 

2015 42.932 
2016 39.482 
2017 35.430 
2018 24.373 
2019 15.318 

Source: www.motoris.id 
One of the Honda dealers in Cirebon 3, 
namely, PT. Lambang Putra Perkasa Motor 
Cirebon or PT. LPPM Cirebon explained that 
Honda Mobilio sales had quite good sales, 
namely an annual average of 20 units / 
month with a market share of 15% in 2019. 
This shows that interest in purchasing LMPV 
type cars is still there. However, the 
difference in sales occurs in other 
competing LMPV types, namely the Suzuki 
Ertiga, where according to the marketing 
manager, the sales of this car averaged 25 
units / month or with a market share of 
18.3% in 2019. This proves that the interest 
in buying a car type LMPV Honda Mobilio is 
lower than the Suzuki Ertiga. 
(www.suara.com). 
From the results above, there are 
differences in research conducted by other 
researchers including Herdaningtyas and 
Iriani (2017), it is explained that the 
purchase interest variable is directly 
influenced by advertising and brand 
awareness variables. However, the 
advertising variable has no effect on the 
brand awareness variable. Research 
conducted by Arifin and Facrodji (2015) 
explains that product quality does not 
affect consumer buying interest in Achilles 
tires in South Jakarta. Research conducted 
by Prasetiyo (2014), the results of his 

research, explains that advertising does not 
have a significant effect on consumer buying 
interest in Yamaha Mio GT motorbikes in 
Mojokerto. Research conducted by Roozy 
et.al, (2014) explains that brand awareness 
has no effect on purchase intentions. 
From the sales strategy, there are several 
variables that have been researched by 
previous research which as the basis of this 
research are supported by the data obtained 
in the field. Several previous studies have 
shown that the results of video 
advertisements, product quality and brand 
awareness have an effect on buying 
interest. The results of research conducted 
by Slamet et.al (2015) explained that 
advertising and product quality have a 
direct effect on brand awareness. 
advertisement and product quality have also 
been shown to have a direct effect on 
purchase intention. brand awareness has a 
direct effect on purchase intention, brand 
awareness can mediate the relationship 
between advertising and purchase 
intention, and brand awareness can 
mediate the relationship between 
advertising and purchase intention, and 
brand awareness can mediate product 
quality on purchase intention. 
Based on the existing problems, the 
research that the researcher wants to raise 

http://www.motoris.id/
http://www.suara.com/
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is "the effect of online media advertising 
and product quality on buying interest in 
Honda Mobilio through brand awareness" 
  
Theoretical basis 
Interest Buying 
Morissan (2007) in Klele et.al, (2015) 
explains that purchase interest is a stage of 
purchasing decisions where at a point in the 
buying process, consumers must stop 
evaluating, consumers begin to lead to 
interest and desire to buy with a tendency 
to buy certain brands . 
From this theory, it can be concluded that 
purchase interest is the attitude or behavior 
of consumers from the urge that comes from 
the consumer to have a product or service 
that appears with the influencing factor. 
Ferdinand (2002: 129) in DH Prasetiyo, 
(2014) states that buying interest can be 
identified through the following indicators: 
Transactional interest, referential interest, 
preferential interest, explorative interest. 
Brand Awareness 
According to Aaker (2011: 10) in 
Sumardiantono, (2017) Brand awareness is 
the ability of a prospective buyer to 
recognize and recall a brand as part of a 
certain product category. The role of brand 
awareness in brand equity depends on the 
level of attainment of awareness in the 
minds of consumers. Shimp (2003) explains 
in Apriliani and Kusumastuti, (2019) that 
brand awareness is the ability of a brand to 
appear in the memory of consumers when 
they are thinking about certain product 
categories and how easily the name comes 
up. 
From this theory, it can be concluded that 
brand awareness is the ability of consumers 
to recognize or remember a brand from a 
certain category and how easily the name is 
remembered in it. Brand can be triggered by 
influencing factors such as advertisement, 
quality, image and so on. The variable of 
brand awareness according to Susanto and 
Wijanarko (2004) in D. Orlando, (2015) can 
be measured from 4 indicators used to 
determine how far consumers are aware of 

a brand, including: Recall, Recognition, 
Purchase, and Consumption. 
Advertisement 
Ralph E. Alexander, ed. (1995) in Morissan, 
MA, (2010) explained that advertising or 
advertising can be defined as "any paid form 
of non-personal communication about an 
organization, product service or idea by an 
identified sponsor" or any non-personal 
communication product about an 
organization, product , services or ideas 
paid for by a known sponsor. 
According to the opinion of Gilson and 
Berkman (2002: 61) in Safriadi and 
Hardyaningwati, (2017) advertising is a 
persuasive communication medium 
designed to generate responses and help 
achieve marketing objectives or objectives. 
So, advertising can be concluded, namely 
the form of presenting non-personal 
messages to lead someone to an idea carried 
out by companies or marketers by spending 
a certain amount of money with advertising 
media through online and offline or print 
media in achieving marketing goals. 
According to Lesmana (2014), according to 
Lee (2007) selecting good media for 
advertising in order to make consumers 
know, understand, determine attitudes, 
and make purchases is an important step in 
advertising activities. Several media options 
that can be used for advertising include: 
online media (internet), newspapers, 
magazines, radio, television, billboards 
(outdoor advertising), and direct mail. 
According to Tjetjep (2007) Djatnika in 
Lesmana, (2014), in order for advertising to 
successfully stimulate buying action, it must 
meet several criteria that explain the 
dimensions of advertising through indicators 
including: Attention, interest, desire, and 
action. 
Product Quality 
The definition of product quality according 
to Cannon et.al (2008: 286) in Zhahir and 
Widayanto, (2018) is the product's ability to 
satisfy consumer needs or desires. Kotler 
and Armstrong (2012: 283) in Kalele et.al, 
(2015) Product quality is the ability of a 
product to demonstrate its function. This 
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includes the overall durability, reliability, 
accuracy, ease of operation, and product 
repair. Product quality for customer 
satisfaction and company profitability are 
closely related. 
So, product quality can be concluded that is 
the best guarantee for customer loyalty and 
the strongest defense against competition 
that determines consumer satisfaction in 
meeting needs which include durability, 
reliability or progress, strength, ease of 
packaging and product repair and other 
characteristics that refer to on product 
standardization. According to Kotler and 
Armstrong (2004: 283) in Martono and Iriani 
(2014) the meaning of a product quality is 

“the ability of a product to perform its 
functions, it includes the product's overall 
durability, reliability, precision, ease of 
operation and repair, and other valued 
attributes ". Which means the ability of a 
product to demonstrate its function, it 
includes overall durability, reliability, 
accuracy, ease of operation and product 
repair as well as other product attributes. 
So in measuring product quality using 8 
(eight) indicators, namely performance 
(product's performance), features 
(features), reliability (reliability), 
suitability (conformance), durability 
(serviceability), beauty (aesthetic). ) and 
perceived quality. 

 
Framework 

Figure 2 
conceptual framework 

                                              
   Source: The concept developed in this study. 

 
Information : 

= Indirect influence between 
variables (mediation) 

= Direct influence between 
variables 

X1  = Online Video Advertising 
X2  = Product Quality 
Z  = Brand Awareness 
Y  = Interest Buying 
RESEARCH METHODS 
Population 
As for the population in this study are all 
consumers who know about video 
advertisements through online media and 
have ever tried Honda Mobilio in area three 
Cirebon. The limits set on this population 
are based on an unlimited number, are 
heterogeneous and are based on research 
surveys. 

Sample 
The sampling technique used in the study 
was a non-probability sampling technique 
with a purposive sampling approach. In this 
study, the sample used has the following 
criteria: Consumers who have seen video 
advertisements for Honda Mobilio brand 
cars in area Tiga Cirebon. Consumers who 
have used or owned Honda Mobilio cars and 
are interested in these products. Age 20 and 
over. And Willing and can be requested 
data. 
Based on these considerations, the number 
of samples in this study was 100 
respondents. 
Data analysis method 
Based on this research model, the 
researcher will use a data analysis 
technique, namely Structural Equation 
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Modeling (SEM), which is operated through 
the AMOS program. 
RESULTS AND DISCUSSION 
Descriptive analysis 

Of the 100 respondents who have been 
calculated, obtained data in the form of 
gender, age, occupation, address and length 
of use of the internet. The following is a 
table of respondents' profiles: 

 
Table 3 

Respondent Profile 

                                                          
Source: Primary data processed, 2020 

 
Table 3 

Variable Index of Video Advertising Through Online Media,       
 Product Quality, Brand Awareness and Purchase Intention 

Varible Index  

Video advertising through online 
media 

79.775% 

Product quality 83.5% 

Brand Awareness 81.1% 

Interest Buying 81.6% 

Source: Primary data processed, 2020 
 

Because more than 70% is in accordance 
with the three box method, the 4 variables 
have a very high response. 
 
Analysis  
Full Model Structural Equation Modeling  

Figure 3  
Full Model Structural Equation Modeling 

                                                     
Source: Primary data processed, 2020 
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Discussion 
The Influence of Video Advertising 
Through Online Media on Brand Awareness 
The results showed that the video 
advertising variable through online media 
obtained a CR value of 1.346 with a 
probability of 0.051. Because the 
probability value> 0.05; then this study 
proves that the first hypothesis does not 
prove that the effect of video advertising 
through online media on brand awareness. 
The results of previous similar studies 
conducted by Herdaningtyas and Iriani 
(2017) which stated that advertising did not 
have a significant effect on brand 
awareness. Advertising cannot help 
respondents to remember a product. 
Advertising is a means of communication for 
products delivered through various media 
for a fee so that people are interested in 
agreeing and following the information. 
However, it is known that the awareness of 
the Honda Mobilio car brand is not 
influenced by video advertisements through 
online media. Advertising is a means of 
communication for products delivered 
through various media for a fee so that 
people are interested in agreeing and 
following the information. However, it is 
known that the awareness of the Honda 
Mobilio car brand is not influenced by video 
advertisements through online media. 
The Effect of Video Advertising Through 
Online Media on Purchase Intention 
The results showed that the video 
advertising variable through online media 
obtained a CR value of 0.958 with a 
probability of 0.115. Because the 
probability value> 0.05; then this study 
proves the second hypothesis does not prove 
that the effect of video advertising through 
online media on purchase intention. The 
results of previous similar studies conducted 
by Prasetiyo (2014) with a study entitled 
"The effect of advertising, formal products, 
and celebrity endosers on attitudes and 
buying interest of Yamaha Mio GT 
motorcycle consumers in Mojokerto". The 
results of his research explain that 

advertising does not have a significant 
effect on consumer buying interest in 
Yamaha Mio GT motorbikes in Mojokerto. 
This proves that not all advertisements can 
attract consumers to buy products. It is 
proven in this study that advertising through 
online media does not affect the interest in 
buying a Honda Mobilio car in area Tiga 
Cirebon. 
The Effect of Product Quality on Brand 
Awareness. 
The results showed that the product quality 
variable obtained a CR value of 4.473 with a 
probability of 0.008. Because the 
probability value <0.05; then this study 
proves the third hypothesis is proven that 
the effect of product quality on brand 
awareness. The extent of the influence of 
product quality on meek awareness can be 
seen from the direct effect of the 
standardized estimate, which is 0.217 or 
21.7%. In accordance with the results of 
previous similar studies conducted by 
Slamet et.al, (2015) with a study entitled 
"The effect of YouTube pop-up ads and 
product quality on purchase intention with 
brand awareness as an intervening 
variable", it can be concluded that product 
quality directly affects brand awareness. 
This also proves that the quality of the 
product has an effect on the awareness of 
the Honda Mobilio car brand in area Tiga 
Cirebon. 
The Effect of Product Quality on Purchase 
Intention 
The results showed that the product quality 
variable obtained a CR value of 0.958 with a 
probability of 0.115. Because the 
probability value> 0.05; then this study 
proves the fourth hypothesis does not prove 
that the effect of product quality on 
purchase intention. 
The results of previous similar studies 
conducted by Arifin and Facrodji (2015) 
stated that product quality does not affect 
consumer purchase interest in Achilles tires 
in South Jakarta. These results prove that 
not all product quality can influence 
consumer purchase interest. This research 
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proves that the quality of Honda Mobilio car 
products in Cirebon area has no effect on 
buying interest. 
The Influence of Brand Awareness on 
Purchase Intention 
The results showed that the brand 
awareness variable obtained a CR value of 
1.671 with a probability of 0.013. Because 
the probability value <0.05; then this study 
proves the fifth hypothesis that brand 
awareness has no effect on purchase 
intention. The results of a previous similar 
study conducted by Roozy et.al (2014) with 
a study entitled "Effect of brand equity on 
consumer purchase intention" explained 
that brand awareness had no effect on 
purchase intention. This is also proven in 
this study that awareness of the Honda 
Mobilio car brand has not been able to 
influence consumer buying interest in area 
Tiga Cirebon. 
The Effect of Online Video Advertising and 
Product Quality on Brand Awareness 
The results of data processing related to the 
influence between video advertising 
variables through online media and product 
quality on brand awareness with an F-count 
value of 366,030 with F-table of 3.090. This 
indicates that there is a significant 
influence between the variable variables of 
video advertising through online media and 
product quality on brand awareness. 
The coefficient of determination obtained 
in this study was 88.3%, while 11.7% was 
influenced by other factors such as brand 
image, perceived usefulness, brand equity, 
electronic word of mouth and so on. The 
results of a previous similar study conducted 
by Aulia (2019) with a study entitled "The 
Effect of Product Quality, Advertising, 
Promotion on Brand Awareness at the 
Heuvel Tribe Store Solo Distro" explains that 
advertising and product quality 
simultaneously influence brand awareness. 
The Effect of Online Video Advertising, 
Product Quality and Brand Awareness on 
Purchase Intention 
The results of data processing related to the 
influence between video advertising 
variables through online media, product 

quality and brand awareness on purchase 
intention with an f-count value of 909,176 
with an f-table of 2,698. This indicates that 
there is a significant influence between the 
variable variables of video advertising 
through online media and product quality 
and brand awareness on purchase intention. 
The coefficient of determination obtained 
in this study is 96.6%, while 3.4% is 
influenced by other factors such as celebrity 
endorsers, product design prices and others. 
This indicates a very large influence from 
video advertising through online media, 
product quality. and buying interest against 
buying interest. In line, according to Ujianto 
and Abdurachman (2004), the factors that 
influence buying interest include quality 
factors, brand / brand, packaging, price, 
availability of goods and references. So it 
can be concluded that buying interest is 
influenced by advertising, product quality 
and brand awareness. 
 
Indirect Effect of Video Advertising 
Through Online Media on Purchase 
Intention through Brand Awareness as an 
Intervening Variable  
Based on the results of research that has 
been done, it is known that the results of 
the indirect effect of video advertising 
through online media on purchase interest 
through brand awareness as an intervening 
variable are obtained (equal to -0.001) If 
the indirect effect is compared to the direct 
effect (amounting to -0.241) shows the 
greater than the indirect influence. So the 
brand awareness variable is not an 
intervening variable in the indirect effect of 
video advertising through online media on 
buying interest in this research. The results 
of a previous similar study conducted by 
Anitawati and Apriliano (2020) with a study 
entitled "Effect of brand equity on consumer 
purchase intention" explained that brand 
awareness had no effect on purchase 
intention. Meanwhile, according to Slamet 
et.al, (2015) that advertising can affect 
buying interest through brand awareness. 
This explains that brand awareness is not 
always able to mediate advertising to 
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purchase intention. Thus, video advertising 
through online media cannot contribute to 
attracting buying interest in Honda Mobilio 
car products through brand awareness. 
Indirect Effect of Product Quality on 
Purchase Intention through Brand 
Awareness as an Intervening Variable 
Based on the results of research that has 
been done, it is known that the results of 
the indirect effect of product quality on 
purchase intention through brand 
awareness as an intervening variable are 
obtained (amounting to 0.106). If the 
indirect effect is compared with the direct 
effect (amounting to -0.291), it shows a 
smaller result than the indirect effect. So 
the brand awareness variable is an 
intervening variable in this study. 
The results of a previous similar study 
conducted by Slamet et.al, (2015) with a 
study entitled "The effect of YouTube pop-
up ads and product quality on purchase 
intention with brand awareness as an 
intervening variable", it can be concluded 
that product quality indirectly affects 
interest. buying through brand awareness as 
an intervening variable which explains that 
brand awareness can mediate the effect of 
advertising on purchase intention. Thus, 
product quality can contribute to attracting 
interest in purchasing Honda Mobilio car 
products through awareness of the Honda 
Mobilio brand. 
CONCLUSION 
The conclusions obtained from this study 
are: First, the variable of video advertising 
through online media has no effect on brand 
awareness and is significant. This means 
that the video advertising strategy through 
online media carried out by the Honda car 
company on the Honda Mobilio brand has 
not provided good results in providing 
awareness of the Honda Mobilio brand; 
Second, the variable of video advertising 
through online media has no effect on 
purchase intention and is not significant. 
This means that the strategy of video 
advertising through online media carried 
out by Honda car companies for the Honda 
Mobilio brand has not provided good results 

in generating interest or desire to buy 
Honda Mobilio brand cars; Third, the 
variable product quality has a positive and 
significant effect on brand awareness. This 
means that the quality of the products 
carried out by the Honda car company on 
the Honda Mobilio brand can provide good 
results in providing awareness of the Honda 
Mobilio brand. The higher the quality of the 
product, the more aware of the brand; 
Fourth, the variable product quality has no 
effect on purchase intention and is not 
significant. This means that the quality of 
the products carried out by the Honda car 
company to the Honda Mobilio brand has not 
provided good results in generating 
consumer interest or desire in buying Honda 
Mobilio brand cars; Fifth, brand awareness 
variable has no effect on purchase intention 
and is significant. This means that 
awareness of the Honda Mobilio brand has 
not yielded good results in generating 
consumer interest or desire in buying Honda 
Mobilio brand cars; Sixth, the variable of 
video advertising through online media and 
product quality together has a positive 
effect on brand awareness. This could 
explain that video advertising through 
online media and product quality will have 
a direct effect in increasing awareness of 
the Honda Mobilio brand. The better the 
advertising strategy and product quality 
carried out will increase awareness of the 
Honda Mobilio car brand; Seventh, the 
variable of video advertising through online 
media, product quality and brand awareness 
together have a positive effect on purchase 
intention. This can explain that video 
advertising through online media, product 
quality and brand awareness have a direct 
effect in increasing interest in buying a 
Honda Mobilio car. The better the strategy 
carried out will increase the purchase 
interest in the product; Eighth, the variable 
of video advertising through online media 
has no effect on purchase intention through 
brand awareness. It is evident that the video 
advertising strategy through online media 
has not been able to attract Honda Mobilio 
car purchases, even through the awareness 
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of the Honda Mobilio brand in area 3 
Cirebon; Ninth, the variable of product 
quality has a positive effect on purchase 
intention through brand awareness. This 
proves that the quality of the product can 
attract the interest in buying Honda Mobilio 
cars and even increase awareness of the 
Honda Mobilio brand in area 3 Cirebon. 
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