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Perceived Quality, Brand Awareness and Brand Loyalty influencing brand shoes FILA

purchasing decision
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Abstract

The objectives of this research to study perceived quality, Brand awareness and brand
loyalty influencing brand shoes FILA purchasing decision. The sample used in the study was 160
People who brand shoes FILA purchasing decision. Questionnaires that were designed by the
researcher. The data were analyzed using descriptive statistics such as mean, standard deviation

and logistic regression analysis
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There are 3 aspects of brand value: 1) perceived quality 2) brand awareness and brand
loyalty. These three values aspects. There was only brand loyalty that influencing brand shoes

FILA purchasing decision.

Keywords: Brand value, purchasing decision, perceived quality, brand awareness, brand

loyalty, brand shoes FILA and Logistic Regression Analysis
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