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PENGARUH BRAND AWARENESS, BRAND ASSOCIATION,
PERCEIVED QUALITY, DAN BRAND LOYALTY TERHADAP
REPURCHASE INTENTION MELALUI BRAND EQUITY PADA
PRODUK MIE INSTAN INDOMIE DI SURABAYA

Henry Stefanus
henry_stefanus@yahoo.com

ABSTRAK

Dewasa ini, merek telah menjadi salah satu hal penting yang
menjadi fokus utama perusahaan. Para pemasar selalu berusaha membuat
mereknya menjadi lebih unggul daripada pesaing. Hal ini ditujukan untuk
menarik repurchase intention dari konsumen. Oleh karena itu, untuk
membangun sebuah merek yang lebih unggul atau memiliki brand equity
yang tinggi, perlu diperhatikan adanya brand awareness, brand
association, perceived quality, dan brand loyalty dari merek tersebut.
Penelitian ini melibatkan konsumen mie instan Indomie di Surabaya yang
akan dipelajari dengan menggunakan model persamaan structural (SEM)
dengan program LISREL 8.80.

Penelitian ini bertujuan untuk menjelaskan pengaruh brand
awareness, brand association, perceived quality dan brand loyalty
terhadap repurchase intention melalui brand equity pada produk mie
instan Indomie di Surabaya. Kesimpulan dari penelitian ini adalah brand
awareness, brand association, perceived quality dan brand loyalty
terbukti memiliki pengaruh positif terhadap brand equity. Brand equity
terbukti memiliki pengaruh positif terhadap repurchase intention, serta
brand equity terbukti memediasi pengaruh antara brand awareness, brand
association, perceived quality dan brand loyalty terhadap repurchase
intention pada produk mie instan Indomie di Surabaya.

Kata Kunci : Brand Awareness, Brand Association, Perceived Quality,
Brand Loyalty, Brand Equity, dan Repurchase Intention
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THE EFFECT OF BRAND AWARENESS, BRAND ASSOCIATION,

PERCEIVED QUALITY AND BRAND LOYALTY ON REPURCHASE

INTENTION THROUGH BRAND EQUITY ON INDOMIE INSTANT
NOODLE IN SURABAYA

Henry Stefanus
henry_stefanus@yahoo.com

ABSTRACT

Nowadays, the brand has become one of the important things
that become the main focus of the company. The marketers are always
trying to make its brand to be superior for competitors. It is intended to
attract intention of customer repurchase. Therefore, to build a brand to
be superior or have a brand equity, marketers must consider with brand
awareness, brand association, perceived quality, and brand loyalty of the
brand. The study involved consumers of Indomie instant noodles in
Surabaya that will be studied using a structural equation model (SEM)
with LISREL 8.80.

This study aimed to clarify the effect of brand awareness, brand
association, perceived quality and brand loyalty on repurchase intention
through brand equity on Indomie instant noodle in Surabaya. The
conclusion of this study is brand awareness, brand association, perceived
quality and brand loyalty shown to have a positive influence on brand
equity. Brand equity is shown to have positive effects on repurchase
intention, and brand equity shown to mediate the influence of brand
awareness, brand association, perceived quality and brand loyalty on
repurchase intention on Indomie instant noodle products in Surabaya.

Keyword: Brand Awareness, Brand Association, Perceived Quality,
Brand Loyalty, Brand Equity, and Repurchase Intention
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