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PENGARUH BRAND IMAGE TERHADAP MINAT BELI SEPATU
COMPASS DI KALANGAN REMAJA

FAHJRIN REVANDI

ABSTRAK

Pada tahun 2020, industri fashion Indonesia berkembang menjadi identitas diri
dan status sosial di masyarakat. Hal yang menarik perhatian, sepatu Compass yang
pertama kali muncul pada tahun 2000an, saat ini muncul kembali dan menjadi tren
dikarenakan rebranding yang dilakukan. Penelitian ini bertujuan untuk melihat
apakah ada hubungan brand image dengan minat beli sepatu Compass, khususnya
pada kalangan remaja. Penelitian ini menggunakan konsep brand image dan
minat beli dengan menjelaskan dimensi-dimensi apa saja yang dapat menjadi
faktor bagi khalayak dalam menilai suatu merek untuk keinginannya dalam
pembelian suatu produk. Penelitian ini menggunakan pendekatan secara
kuantitatif. Menggunakan teknik pengambilan sampel dengan teknik purposive
sampling dan teknik pengumpulan data melalui kuesioner yang disebarkan pada
followers Instagram dari sepatu Compass. Hasil penelitian ini adalah terdapat
pengaruh brand image sepatu Compass terhadap minat beli di kalangan remaja
(HO ditolak, Ha diterima), yang berarti brand image mempengaruhi minat beli
sepatu Compass di kalangan remaja.

Kata kunci: Brand Image, Compass, Elaboration Likelihood Model, Instagram,
Kuantitatif, Minat Beli.
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THE INFLUENCE OF BRAND IMAGE ON INTEREST
IN BUYING COMPASS SHOES AMONG TEENAGERS
FAHJRIN REVANDI

ABSTRACT

Since 2020, Indonesia's fashion industry has evolved into a form of self-
identity and social status in society. An interesting case is Compass shoes, which
first appeared in the 2000s and are currently returning and becoming a trend due
to the rebranding that has been carried out. This research aims to see if there is a
relationship between brand image and purchase intention for Compass shoes,
especially among teenagers. The concepts for this research are brand image and
buying intention. Theseexplain what dimensions can be factors for the audience in
valuing a brand based on their intention to buy a product. This research uses a
quantitative method. Using sampling techniques with purposive sampling
techniques and data collection techniques through questionnaires distributed to
Instagram followers of Compass Shoes The result of this study is that there is an
influence between the brand image of Compass shoes and buying interest among
teenagers (Ho is rejected, Ha is accepted), which means that brand image affects
the buying interest of Compass shoes among teenagers.

Keywords: Brand image, Buying Interest, Compass, Elaboration Likelihood
Model, Instagram Quantitative
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