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ABSTRAK 

Dalam dunia fashion, sepatu sudah menjadi bagian dari penunjang 

kebutuhan gengsi seseorang. Selain itu banyak orang yang mau membeli sepasang 

sepatu, yang memiliki harga diluar harga retail-nya. Salah satu produknya yaitu 

adalah brand Nike varian Nike Air (Jordan,Force, dll). Penelitian ini bertujuan 

untuk menganalisis pengaruh brand personality terhadap brand love dan brand love 

pada willingness to pay more dan resistance to negative information pada 

konsumen produk sepatu Nike di Surabaya.  

 Teknik pengambilan sampel menggunakan metode nonprobability 

sampling dengan cara purposive sampling. Sampel yang digunakan dalam 

penelitian ini sebanyak 186 responden dengan karakteristik yaitu pria maupun 

wanita berusia 17 tahun ke atas, berdomisili di Surabaya, dan pernah membeli 

produk sepatu Nike minimal dua kali. Data dikumpulkan dengan menyebarkan 

kuesioner dan menggunakan teknik analisis Structural Equation Modeling – Partial 

Least Square (SEM – PLS) dengan alat penguji software SmartPLS 3.  

 Hasil penelitian ini menunjukkan bahwa brand personality berpengaruh 

positif dan signifikan terhadap brand love, brand love berpengaruh positif dan 

signifikan terhadap willingness to pay more, dan brand love berpengaruh positif 

dan signifikan terhadap resistance to negative information. 

 

Kata Kunci: Brand Personality, Brand Love, Willingness to pay more, Resistance 

to negative information 
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ABSTRACT 

THE INFLUENCE OF BRAND PERSONALITY AND BRAND LOVE ON 

WILLINGNESS TO PAY MORE AND RESISTANCE NEGATIVE INFORMATION 

ON NIKE SHOES CONSUMERS IN SURABAYA 

 

In the world of Fashion, shoes have become a part to support someone's 

prestige needs. Other than that, a lot of people want to buy a pair of shoes. which 

have a price beyond the retail one. One of them is Nike, the Nike Air variant 

(Jordan, Force, etc).  

 

This study aims to analyze the influence of brand personality towards brand 

love, and brand love towards willingness to pay more and resistance to negative 

information among Nike shoes products customers in Surabaya. The research were 

done using non-probability sampling method by purposive sampling. The research 

participants were 186 man and woman aged 17 years old or over, domiciled in 

Surabaya, and they have bought a pair of Nike shoes at least twice. The data was 

collected by spreading questionnaires and using the Structural Equation Modeling 

– Partial Least Square (SEM-PLS) analysis technique and used tools SMART PLS3.  

 

The results showed that brand personality has a positive and significant 

effect on brand love, brand love has a positive and significant effect on willingness 

to pay more, and brand love has a positive and significant effect on resistance to 

negative information.  

 

Keyword: Brand Personality, Brand Love, Willingness to pay more, Resistance to 

negative information




