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ABSTRACT 
This study aims to prove empirically how these three factors can influence purchasing decisions. This 

research model involves several variables of brand heritage, corporate reputation, purchase intention and 

brand image as additional variables. This research proves that brand heritage is still an important driver 

of customer purchase intentions or intentions. Similar results also occur in corporate reputation that 

supports this view that corporate reputation has a positive influence on buying intentions for Datsun 

products, and brand image that also influences consumers to buy Datsun products. 
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INTRODUCTION 
Datsun is a four-wheeled vehicle brand that was present in Indonesia around the 1950-60s. But the name 

Datsun was frozen and later replaced with the name 'Nissan' with the aim of making the company more 

globally developed. After 30 years of being frozen, in 2012 Nissan Motor Co., announced the return of the 

Datsun brand. In Indonesia. PT Nissan Motor Indonesia announced this in September 2013. Certainly the 

presence of this Datsun is already familiar to some Indonesian people who have known and even owned 

a Datsun car, because Datsun has a great history in the Indonesian automotive industry. Even among those 

who argue that Datsun is a brand that has heritage values. 

Several studies have been conducted to identify Brand heritage. Some researcher [1] said that heritage 

brands are not just a matter of time or a moment a brand can survive in the market, heritage brands have 

a more specific understanding, where a brand can be said as a heritage brand because of the existence of 

the brand in the midst of consumers who can survive well. The size of a brand's existence is not only based 

on a fact that records that the brand has existed from ancient times until now, but also how the brand 

has relevance to the existing market both the existing market in the past until now and how the brand has 

appeal for loyal customers to potential customers for the brand. Brand reputation ranks second out of 10 

reasons why people buy a vehicle, corporate reputation is also one of the 6 reasons why people will 

choose a car brand that they will use.  
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Corporate reputation is formed on the basis of ongoing interaction with stakeholders from time to time, 

the initial actions of a company and the history and heritage of the product brand. Brand heritage can 

help to generate a willingness to accept high prices and form customer loyalty, but perceptions of the 

company's reputation are still needed in the context of forming a new brand image and also consumer 

buying interest. Not a few previous studies have examined the effect of brand image on purchasing 

decisions. However, not much research has examined the relationship between purchasing decisions 

made by the public (consumers) with the development of brand image, especially in luxury products. 

BRAND HERITAGE 
Brand heritage is identified with a past picture of a product that has a history. The study of [2] revealed 

that brand heritage as a dimension of identity that can be found in the track record, long life, core values, 

use of symbols, especially in the dimensions of their organization myakini that its history is important. 

Furthermore, [1] explained that Heritage Brands represent longevity and sustainability, as proof that the 

core values and performance of the products provided are reliable. In their research, they believe that to 

explore the perceived values and results of brand heritage, they present the methodology and results of 

empirical studies using the least squares partial path modeling approach. The results of his research show 

the significant effect of brand inheritance on consumer attitudes and behavior related to a given brand. 

Other studies [3] reveal that competition today is a competition that refers to identity and reputation. 

Because the company's reputation is based on ongoing interaction with stakeholders from time to time, 

the company's initial actions and history and inheritance are very important. By referring to consumers 

who have inherited meaning, a brand's inheritance can result in increased brand loyalty and a willingness 

to accept higher prices. However, better knowledge of the conditions and drivers of brand heritage, and 

the effects of brand heritage on company reputation and stakeholder perception behavior, are still 

needed. The main research objective of this paper is to examine the important role of brand heritage as 

an important driver of a company's reputation and perception of customer value, as well as its influence 

on brand image and customer purchase intention. 

CORPORATE REPUTATION 
The company's reputation is formed on the basis of ongoing interaction with stakeholders from time to 

time, the initial actions of a company and the history and heritage of the product brand [3]. In his further 

research it was also revealed that a positive corporate reputation can be seen as an important element in 

creating a brand image, understood as the amount of actual experience and / or perception through 

interaction with the company from time to time. In other words, reputation based on past corporate 

actions is an important element of brand image in the present with the prospect of satisfying consumer 

experience in the future. Furthermore, [4] revealed that the company's negative reputation significantly 

worsened consumers' attitudes and buying intentions. However, this type of reputation is not a 

determining factor for consumer cognitive processes. The results imply that marketing managers need to 

manage negative reputations carefully because negative company reputations exacerbate consumer 

cognitive processes. However, consumers are not influenced by certain types of negative information, so 

companies can reduce the negative impact of their negative reputation with other types of positive 

reputation. The same thing was also expressed by [5] that organizations with better reputations 

outperform their rivals, there is uncertainty about how to create such a reputation, especially among 

managers who are responsible for this task.  



Journal of Advanced Management and Business Volume 1 Issue 1 July 2020 12 

 

This confirms that a good reputation is very important for companies to instill customer trust. Meanwhile 

[6], [7] confirmed in his research that a good company reputation will have an impact on customer loyalty. 

This is similar to what was expressed [8] that the totality of customers in addition to marketing mix efforts, 

is also greatly influenced by the reputation of the company itself. 

BRAND IMAGE 
Basically brands often have historical value, where history is a picture of the past of a brand. The value of 

this history can keep a brand standing for decades, even centuries. From this was born a legacy of 

"heritage". The heritage aspect of a brand itself shows longevity and sustainability as a promise to 

stakeholders that the brand's core values and performance are authentic and true. Research conducted 

[9] found that brand image affects consumer satisfaction and then repurchases. This is in line with what 

has been found by [10] that brands influence the purchasing decisions. Furthermore, [11] revealed that 

products that have a good brand will drive purchase intentions by consumers. Products that have a good 

brand reputation will be more trusted by consumers compared to ordinary brands. Brand perception 

expressed [12] confirms that brand perception influences consumer purchase intentions. In his research 

it was also revealed that the price of a product from the brand contributed to the purchase decision. 

BUYING INTENTION 
Some buying intention factors expressed by [13] are a complexity of marketing activities. The power of 

marketing also encourages consumers to have purchase intentions. Research conducted by [14] confirms 

the power of word of mouth marketing to encourage consumer intentions. But this is also not free from 

the influence of the brand. Research conducted by [15] reveals that consumer purchase intentions are 

influenced by expensive brands. The advantages of this expensive brand have higher trust than ordinary 

brand names. This was reaffirmed by [16], [17] that a brand that had a good reputation would have a 

stronger influence on purchase intentions compared to ordinary brands. A similar opinion was expressed 

by [18], [19] who asserted that consumers would make purchases of brands that have a good reputation. 

In addition to a good reputation, product quality and brand price perception also gives impetus to 

consumers' intention to make a purchase. In addition to brands that have won the trust, the power of 

social media is very influential on purchase intentions. Research conducted [20], [21] revealed that social 

media is very helpful for marketing in encouraging consumer purchase intentions. The same thing was 

also expressed by [22], [23] which emphasized that in addition to social media, purchase intention was 

also influenced by the brand and country of origin of the brand. This shows that brand reputation and the 

strength of social media greatly affect consumers' intention to make a purchase. 

CONCLUSION 
Corporate reputation in this case also affects consumers to buy products. So it is time for the company to 

maintain the company's reputation so it does not go down or become bad so consumers are not interested 

in buying their products. To maintain a brand's reputation, a company must be concerned with 

performance and innovation for its products. The company's brand heritage is used as a benchmarking to 

improve the quality of its products. So that the history of a brand that has been built for a long time does 

not become useless even if necessary it has to be an attraction. If the purchasing decision is in the hands 

of consumers, the company must really have good marketing principles. 
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This is related to creating value to consumers, that value can be in the form of price and discount policies 

(economic value), can be in the form of functions, features, and quality (functional value), and can be in 

the form of affective value, and of course social value. Product quality must also be a particular concern 

of the company, because product quality is closely related to the company's reputation. Companies that 

have a good reputation will be perceived by consumers as having high quality products. This is closely 

related to the brand image that is built with innovations that are able to drive the intention of consumers 

to make purchases. 

The results of the review can be considered as a study, especially focusing on product innovation from 

brands that are considered to have a heritage then associated with brand image and corporate reputation. 

In addition, qualitative research can be done with the subject of the company along with the phenomena 

that occur in the brand. Qualitative approaches to brand heritage, corporate reputation, brand image and 

buying intention in brands will focus more on the factors that influence purchasing intentions. 
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