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ABSTRAK 
 
 

Di zaman sekarang ini, perkembangan dunia fashion semakin tinggi, salah satu yang 
paling berkembang adalah tren sepatu. Semakin berkembangnya tren sepatu seiring 
zaman, maka semakin banyak merek produk sepatu yang beredar di pasaran. Saat ini 
persaingan antar merek dapat diamati melalui produk seaptu, khususnya sneaker (sepatu 
bersol karet). Banyaknya merek dan produk sepatu saat ini mendorong konsumen untuk 
mengidentifikasi dan mengambil keputusan untuk menentukan merek ideal yang sesuai 
dengan kebutuhan dan keinginannya. Melihat fenomena tersebut, Converse sebagai salah 
satu merek sepatu yang menempati posisi ketiga, juga harus meningkatkan brand 
awareness dan brand image mereka untuk bisa menggeser posisi Adidas di peringkat 
ketiga. Penelitian ini bertujuan untuk mengetahui hubungan brand awareness dan brand 
image terhadap purchase decision dan repurchase intention sepatu Converse sehingga 
Converse dapat menggunakan hasil penelitian ini untuk menentukan strategi bersaing 
yang tepat untuk produknya. Penelitian ini disebarkan kepada responden yang pernah 
membeli sepatu Converse lebih dari satu kali dan berdomisili di kota Surabaya dengan 
jumlah 140 responden. Penelitian ini menggunakan metode structural equation model 
(SEM) dan software AMOS 23 untuk pengolahannya. Hasil penelitian menunjukkan 
bahwa variabel brand awareness berhubungan positif dan signifikan terhadap purchase 
decision, variabel brand image berhubungan positif dan signifikan terhadap purchase 
decision, variabel brand awareness berhubungan positif dan signifikan terhadap 
repurchase intention, variabel brand image berhubungan positif dan signifikan terhadap 
repurchase intention, dan variabel purchase decision berhubungan positif dan signifikan 
terhadap repurchase decision. 
 

Kata Kunci: Brand Awareness, Brand Image, Purchase Decision, Repurchase Intention, 
Structural Equation Modelling.  
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ABSTRACT 
 
 

In this era, the development of the fashion world is getting higher, one of the most 
developed is the shoe trend. The more shoe trends develop over time, the more brands of 
shoe products on the market. Currently, competition between brands can be observed 
through footwear products, especially sneakers (rubber-soled shoes). The many brands 
and shoe products today encourage consumers to identify and make decisions to 
determine the ideal brand that suits their needs and desires. Seeing this phenomenon, 
Converse as one of the shoe brands that occupies the third position, must also increase 
their brand awareness and brand image to be able to shift the position of Adidas in 
second place. This study aims to determine the effect of brand awareness and brand 
image on purchase decisions and repurchase intentions of Converse shoes so that 
Converse can use the results of this study to determine the right competitive strategy for 
its products. This research is distributed to respondents who have bought Converse shoes 
more than once and are domiciled in the city of Surabaya with a total of 140 respondents. 
This study uses the structural equation model (SEM) method and AMOS 23 software for 
processing. The results showed that the brand awareness variable had a positive and 
significant effect on purchase decisions, the brand image variable had a positive and 
significant impact on the purchase decision, the brand awareness variable had a positive 
and significant effect on repurchase intention, the brand image variable had a positive 
and significant effect on repurchase intention, and the variable purchase decision has a 
positive and significant effect on the repurchase decision. 

Keywords: Brand Awareness, Brand Image, Purchase Decision, Repurchase Intention, 
Structural Equation Modelling.  

 
 


