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ABSTRAK

Seiring dengan meningkatnya kesadaran akan pentingnya air bersih untuk
konsumsi sehari-hari, AMDK menjadi pilihan utama masyarakat Indonesia sehingga
mendorong pertumbuhan pesat industri AMDK dan persaingan ketat di pasar.
Penelitian ini bertujuan untuk menganalisis pengaruh brand image, brand awareness,
price, and promotion yang memengaruhi purchase decisions, brand loyalty serta,
repurchase intention Aquviva di Surabaya sebagai pasar perkotaan strategis. Data
dikumpulkan melalui kuesioner online dari 180 responden dan dianalisis menggunakan
CB-SEM dengan software AMOS 26. Hasil penelitian menunjukkan bahwa brand
image dan price memiliki pengaruh positif signifikan terhadap purchase decision,
sedangkan kesadaran merek dan promotion tidak memberikan pengaruh positif dan
signifikan terhadap purchase decision. Pada brand loyalty, kesadaran merek, dan price
berpengaruh positif signifikan, sementara brand awareness dan promotion berpengaruh
negatif dan tidak signifikan. Untuk repurchase intention, price berpengaruh positif
signifikan, sedangkan brand image, brand awareness, dan promotion tidak
berpengaruh signifikan. Purchase decision berkontribusi positif signifikan terhadap
brand loyalty, dan brand loyalty berpengaruh positif signifikan terhadap repurchase
intention. Temuan ini menegaskan pentingnya strategi harga kompetitif dan
peningkatan brand awareness untuk membangun loyalitas dan pembelian ulang, serta
perlunya inovasi promotion yang lebih efektif untuk Aquviva.

Kata kunci: Aquviva, Brand Loyalty, Purchase Decision, SEM, Repurchase Intention
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ABSTRACT

With increasing awareness of the importance of clean water for daily
consumption, bottled water has become the primary choice of Indonesians. This has
led to rapid growth in the bottled water industry and fierce competition in the market.
This study aims to analyze the influence of brand image, brand awareness, price, and
promotion on purchase decisions, brand loyalty, and repurchase intention for Aquviva
in Surabaya as a strategic urban market. Data was collected through an online
questionnaire from 180 respondents and analyzed using CB-SEM with AMOS 26
software AMOS 26. The results show that brand image and price have a significant
positive influence on purchasing decisions, while brand awareness and promotion do
not have a significant positive influence on purchasing decisions. Regarding brand
loyalty, brand awareness and price have a positive and significant effect, while brand
awareness and promotion have a negative and insignificant effect. For repurchase
intention, price has a positive significant effect, while brand image, brand awareness,
and promotion do not have a significant effect. Purchase decision contributes
positively and significantly to brand loyalty, and brand loyalty has a positive and
significant effect on repurchase intention. These findings emphasize the importance of
competitive pricing strategies and increased brand awareness to build loyalty and
repeat purchases, as well as the need for more effective promotional innovations for
Aquviva.

Keywords: Aquviva, Brand loyalty, Purchase decisions, SEM, Repurchase intention
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