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PENGARUH BRAND AWARENESS, BRAND IMAGE, DAN
PERCEIVED QUALITY, TERHADAP BRAND LOYALTY
DAN REPURCHASE INTENTION PADA
SMARTPHONE ASUS ZENFONE
DI SURABAYA

ABSTRAK

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh
brand awareness, brand image, dan perceived quality terhadap brand
loyalty dan repurchase intention pada smartphone ASUS Zenfone
Surabaya. Penelitian ini merupakan penelitian kausal. Teknik pengambilan
sampel yang digunakan dalam penelitian ini adalah purposive sampling,
dengan jumlah sampel sebanyak 150 konsumen yang membeli dan
menggunakan smartphone ASUS Zenfone di Surabaya. Data dikumpulkan
melalui alat bantu kuesioner yang diolah dengan teknik analisis structural
equation model menggunakan program LISREL.

Hasil penelitian ini menunjukkan bahwa brand awareness, brand
image, dan perceived quality memiliki pengaruh yang positif dan signifikan
terhadap brand loyalty. Brand loyalty juga memiliki pengaruh yang positif
dan signifikan terhadap repurchase intention.

Kata Kunci: Brand Awareness, Brand Image, Perceived Quality, Brand
Loyalty, Repurchase Intention
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THE IMPACT OF BRAND AWARENESS, BRAND IMAGE, AND
PERCEIVED QUALITY, ON BRAND LOYALTY
AND REPURCHASE INTENTION IN
SMARTPHONE ASUS ZENFONE
SURABAYA

ABSTRACT

This study aims to identify and analyze the impact of brand
awareness, brand image, and perceived quality on brand loyalty and
repurchase intention in smartphone ASUS Zenfone Surabaya. This study is
a causal research. The sampling technique used in this study is a purposive
sampling, with a total sample of 150 consumers who buy and use a
smartphone ASUS Zenfone Surabaya.. Data were collected by questionnaire
and further processed by structural equation model analysis techniques
using LISREL programs.

The results of this study showed that brand awareness, brand image
and perceived quality has a positive and significant effect on brand loyalty.
Brand loyalty also have a positive influence and significant impact on
repurchase intention .

Keyword: Brand Awareness, Brand Image, Perceived Quality, Brand
Loyalty, Repurchase Intention
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