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ABSTRAK 

 

 

ARIN OKTAVIA RAMADANTI, 22042010340, PENGARUH CITRA 

MEREK, KESADARAN MEREK, DAN PERSEPSI HARGA TERHADAP 

NIAT BELI PRODUK FASHION LOKAL COLORBOX 

(Studi Pada Generasi Z Di Surabaya) 

 

Persaingan industri fashion lokal yang semakin ketat menuntut perusahaan untuk 

memahami faktor-faktor yang memengaruhi niat beli konsumen, khususnya 

Generasi Z yang cenderung kritis dan selektif dalam memilih merek. Colorbox 

sebagai merek fashion lokal perlu mengoptimalkan citra merek, kesadaran merek, 

dan persepsi harga agar mampu bersaing dengan merek global. Penelitian ini 

bertujuan menganalisis pengaruh citra merek, kesadaran merek, dan persepsi harga 

terhadap niat beli produk Colorbox pada Generasi Z di Surabaya. Penelitian 

menggunakan pendekatan kuantitatif. Data diperoleh melalui penyebaran kuesioner 

kepada 100 responden Generasi Z di Surabaya yang pernah menggunakan produk 

Colorbox, dengan teknik purposive sampling. Analisis data dilakukan 

menggunakan regresi linear berganda melalui SPSS versi 27. Hasil penelitian 

menunjukkan bahwa citra merek, kesadaran merek, dan persepsi harga berpengaruh 

positif dan signifikan terhadap niat beli, baik secara simultan maupun parsial. 

Temuan ini menegaskan pentingnya pengelolaan ketiga variabel tersebut untuk 

meningkatkan minat beli Generasi Z terhadap produk fashion lokal. 

Kata kunci: Niat Beli, Citra Merek, Kesadaran Merek, Persepsi Harga, Fashion 

Lokal, Colorbox, Generasi Z. 
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ABSTRACT 

 

 

ARIN OKTAVIA RAMADANTI, 22042010340, THE EFFECT OF BRAND IMAGE, 

BRAND AWARENESS, AND PRICE PERCEPTION ON PURCHASE 

INTENTION OF LOCAL FASHION PRODUCTS COLORBOX 

(A Study Of Generation Z In Surabaya) 

 

 

The increasing competitiveness of the local fashion industry requires companies to 

understand the factors influencing consumers’ purchase intention, particularly Generation 

Z, who tend to be critical and selective in brand choices. As a local fashion brand, Colorbox 

needs to optimize brand image, brand awareness, and price perception to remain 

competitive amid the dominance of global brands. This study aims to analyze the effects of 

brand image, brand awareness, and price perception on the purchase intention of Colorbox 

products among Generation Z in Surabaya. This research adopts a quantitative approach 

using a survey method. Data were collected through questionnaires distributed to 100 

Generation Z respondents in Surabaya who had purchased or used Colorbox products, 

selected using purposive sampling. Data analysis was conducted using multiple linear 

regression with SPSS version 27. The results indicate that brand image, brand awareness, 

and price perception have a positive and significant effect on purchase intention, both 

simultaneously and partially. These findings highlight the importance of strengthening 

these factors to enhance Generation Z’s purchase intention toward local fashion products. 

 

Keywords: Purchase Intention, Brand Image, Brand Awareness, Price Perception, Local 

Fashion,Colorbox, Generation Z. 


