ABSTRACT

This study aims to determine the brand equity ( brand equity ) on purchase
decisions in the Clear shampoo on S1 graduate program students of the Faculty
of Economics and Business , University of Diponegoro . This study uses five
variables: brand awareness ( 3 items ) , perceived quality ( 3 items ) , brand
association ( 3 items ) , brand personality ( 3 items ) , and the purchase decision (
3items) .

This study uses the questionnaire method of data collection using purposive
sampling technique on 100 respondents who have already used the Clear
shampoo. The population in this study were undergraduate students from the
faculty of Economics and Business S1 Diponegor University Semarang. Data
analysis methods used are validity and reliability, the classic assumption test,
descriptive and quantitative methods are composed of multiple linear regression
using the t test, and the coefficient of determination (R2) . Data were collected
and meet the test validity and reliability, the classical assumption then processed
using SPSS 21 ( Statistical Package for Social Science ) .

The results of this study indicate that four variables have a significant effect on
the brand equity of both simultaneously and partially on purchasing decisions
with the value of Adjusted R Square of .527. It can be concluded that the ability of
all the independent variables to explain the variation in the dependent variable
was 52.7 % and the remaining 47.3% .
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