ABSTRACT

The purpose of this study is to analyze the effect of brand awareness and
brand association on purchasing decisions through intention to purchase as an
intermediate variable. The population used in this study is Samsung smartphone
consumers in the city of Semarang. The number of samples used for this research
was 125 respondents. The method of collecting the data is carried out by means of
a questionnaire. This research uses Structural Equation Modeling (SEM) analysis
technique with AMOS 26.0 analysis.

The results of this study indicate that Brand Awareness has a positive and
significant influence on Purchase Intention, Brand Association has a positive and
significant influence on Purchase Intention, and Purchase Interest has a positive

and significant influence on Purchase Decision.
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