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ABSTRAK 

Penelitian ini bertujuan untuk menguji pengaruh Brand Identity terhadap 

Brand Equity studi pelanggan produk sepatu Donatello di Kota Malang. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode analisis 

Structural Equation Modeling (SEM) berbasis Partial Least Square (PLS) 

melalui software SmartPLS. Data diperoleh dari 246 responden yang 

merupakan pelanggan House of Donatello di Kota Malang yang pernah 

membeli atau sedang melakukan pembelian. Hasil penelitian menunjukkan 

bahwa dimensi physique, personality, culture, relationship, reflection, dan 

self-image mampu membentuk brand identity. Dimensi brand awareness, 

perceived quality, brand association, brand loyalty mampu membentuk 

brand equity. Brand identity berpengaruh positif dan signifikan terhadap 

brand equity. 

Kata kunci: Brand Identity, Brand Equity,House of Donatello 

 

 

 

 

 

 

 

 

 

 

mailto:indrianivalentinarosyy@gmail.com


 

 
 

vii 
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“ Study of Donatello Shoes Product Customers in Malang City “ 

 

Indriani Valentina Rosy 
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E-mail: indrianivalentinarosyy@gmail.com 

 

ABSTRACT 

This study aims to examine the influence of Brand Identity on Brand Equity 

in customer studies of Donatello shoes product in Malang City. This study 

uses a quantitative approach with the Structural Equation Modeling (SEM) 

analysis method based on Partial Least Square (PLS) through SmartPLS 

software. Data were obtained from 246 respondents who were House of 

Donatello customers in Malang City who have purchased or are currently  

making purchases. The results of the study indicate that dimensions of 

physique, personality, culture, relationship, reflection, and self-image are 

able to form brand identity. The dimensions of brand awareness, perceived 

quality, brand association, brand loyalty are able to form brand equity. 

Brand identity has a positive and significant effect on brand equity. 
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