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ABSTRACT 

 

 

This research aims to examine the influence of brand equity on repeat purchases at 

Lulubedding bed sheet store in Mojokerto City. Brand equity encompasses several 

components, such as brand awareness, brand association, perceived quality, and 

brand loyalty. Data was collected through a survey filled out by Lulubedding 

customers who had made previous purchases. Data analysis used the embedded 

two-stage approach method with a second-order factor approach, aided by the 

Smart PLS 4 analysis tool. This type of research is quantitative, with a sample size 

of 245 respondents using purposive sampling  techniques. The results of this study 

indicate that brand awareness can form brand equity in Lulubedding bed sheet 

products, brand association can form brand equity in Lulubedding bed sheet 

products, perceived quality can form brand equity in Lulubedding bed sheet 

products, brand loyalty can form brand equity in Lulubedding bed sheet products, 

and brand equity can form repeat purchases of Lulubedding bed sheet products 
 

Keywords: Brand Equity , Brand Awareness, Brand Association, Perceived 

Quality, Brand Loyalty, Repeat Purchase 
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ABSTRAK 

 

Penelitian ini bertujuan untuk mengkaji pengaruh brand equity terhadap pembelian 

berulang pada toko Kain Sprei Lulubedding di Kota Mojokerto. Brand equity atau 

ekuitas merek mencakup beberapa komponen, seperti kesadaran merek, asosiasi 

merek, persepsi kualitas, dan loyalitas merek. Data dikumpulkan melalui survei 

yang diisi oleh pelanggan Lulubedding yang telah melakukan pembelian 

sebelumnya. Analisis data menggunakan metode embedded two-stage approach 

dengan pendekatan second order factor dibantu alat analisis Smart PLS 4. Jenis 

penelitian ini adalah kuantitatif dengan jumlah sampel sebanyak 245 responden dan 

menggunakan teknik sampel purposive .  Hasil penelitian ini menunjukkan bahwa 

brand awareneess mampu membentuk brand equity pada produk Kain Sprei 

Lulubedding, brand association mampu membentuk brand equity pada produk 

Kain Sprei Lulubedding, perceived quality mampu membentuk brand equity pada 

produk Kain Sprei Lulubedding, brand loyalty mampu membentuk brand equity 

pada produk Kain Sprei Lulubedding, dan brand equity mampu membentuk 

pembelian berulang pada produk Kain Sprei Lulubedding. 
 

Kata Kunci: Ekuitas Merek , Kesadaran Merek, Asosiasi Merek , Persepsi 

Kualitas Loyalitas Merek , Pembelian Berulang  
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