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 This study aims to analyze the effect of brand awareness, brand image and sales promotion on brand 
equity and consumer buying interest. The population of this study was all Swalayan Ada customers 
in Indonesia. The sample was taken by 550 respondents. After processing with normalization of 
data, the sample is worth using as many as 265 respondents. Analysis tools using Structural Equa-
tion Modeling with AMOS 16 program. The findings show that brand awareness, brand image and 
sales promotion have a significant positive effect on consumer buying interest. Brand image and 
sales promotion and brand equity have a significant positive effect on buying interest while brand 
awareness has no significant effect on consumer buying interest. 
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1. Introduction 
 
 
Globalization conditions require companies to compete with each other in marketing and selling products (Jussani et al., 
2018). The right strategy can keep the product consumed by consumers continuously (Kuncoro & Suriani, 2018). Creating 
new customers and retaining old customers must be done by the company continuously in order to keep selling in the market 
(Badi, 2018). Marketing is not only selling goods or services, but also a process where the activities include the creation of 
products or services, offering and handing them over to consumers (Dellaert, 2019). In addition communication is important 
to maintain the product (Melewar et al., 2017). Promotion is a form of marketing communication which includes marketing 
activities that attempt to disseminate information, persuade / influence, and remind target markets so that the product can be 
accepted, adapted to what is offered. (Fatoki, 2014). 

Marketing strategy is a promotional strategy (Morgan et al., 2019). The company not only promotes the functional attributes 
of the product, but must be associated with the brand which is an important factor in introducing the product to consumers 
(Foster, 2016). Product brand associations can be attached to consumers (Goh & Noor, 2019).  By owning a brand, the product 
will be more easily known by consumers and as a tool to distinguish one product from another (Hernandez-Fernandez & 
Lewis, 2019). 

Brand equity is an asset (Wood, 2000). Brand equity can have a positive impact on the company because the company knows 
the brand name is responded to by consumers (Karbasia & Radb, 2014). For example, high brand equity is known to lead to 
high consumer buying and purchasing power (Raut, Pawar, Brito, & Sisodia, 2019b). Brands are very important, especially 
in increasingly sharp brand competition conditions (Budaca & Baltadora, 2014). The company is increasingly aware of the 
importance of the brand for the success of a product (Radzi et al., 2017; Farizan et al., 2019). Therefore, brand management 
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strategy activities, including brand creation, building brands, expanding brands to strengthen the brand's position on compe-
tition (Hakala, Latti, & Sandberg, 2011). 

This research is based on the research gap between sales promotions to buying interest. There is a significant positive influence 
of the research (Hareka & Wahyudi, 2020) and supported by Martinu and Anggraini (2018) and Hanaysha (2018). Instead 
there are those who find it insignificant among sales promotions against buying interests (Ruswanti & Hapsari, 2019). Based 
on the background of the problem and the research gap, a research problem arises, namely: how is the effect of sales promotion 
on brand equity in increasing consumer buying interest? 

2. Literature Review 
  

2.1.  Brand Awareness 
 
Brand awareness is defined as the ability of a potential buyer to recognize / recall a brand as part of a product category 
(Stojanovic, Andreu, & Curras-Perez, 2018b). Brand awareness is the dimension of brand equity (Raut, Pawar, Brito, & 
Sisodia, 2019a). Brand awareness is the ability of a person who is a potential buyer to recognize or recall a brand that is part 
of a product category (Lee & Workman, 2015). 

According to Goh and Noor (2019), brand awareness consists of four categories: 1. Unwire of brand, including brands that 
remain unknown even though they have been reminded through mentoring; 2. Brand Recognition, this category includes 
product brands that are known to consumers after being reminded. 3. Brand Recall, this category includes products that are 
mentioned or remembered by consumers without having to do a recall; 4. Top of Mind, the brand name that was first published 
by consumers and is the top of the consumer's mind. (PrasantiRutha, Bakhtiar, & Kirbrandoko, 2019) stated that brand aware-
ness creates values, namely: A new product or service is definitely directed to get an introduction. Brand awareness indicators  
include: knowing the existence of a brand, recognizing the existence of a brand, given the presence of a brand, can mention 
the brand (Stojanovic, Andreu, & Curras-Perez, 2018). 

2.2. Brand Image 
 
Brand image is an important aspect of a brand and can be based on reality or fiction depending on how consumers perceive 
it. The brand image is distinguished by 2, namely the association brand and charm (Zhang, 2015). Brand associations help 
understand benefits brands that consumers receive and the brand persona is a description of the brand in the contact of human 
characteristics, it helps understand the strengths and weaknesses of the brand (French & Smith, 2019). Brand trust will form 
a brand image, where the brand image for consumers will vary depending on the brand experience consisting of the influence 
of selective perception, selective distortion and selective preferences (Sharma & Jain, 2019). Brand image tends to systemat-
ically memory about brands that contain a target market interpretation of product attributes, benefits, situations,  users and 
company characteristics (Kaur & Kaur, 2019). Furthermore, brand image consists of brand knowledge and consuming situa-
tions such as evaluation of feelings and emotions associated with the brand. 

Brand image is a complex symbol that has 6 levels of meaning or understanding: 1. Attributes are brands that are reminiscent 
of certain attributes (Zhang, 2015). 2. Benefits: attributes to be functional and emotional benefits, 3. Value, the brand states 
the value of the procedure. 4. Culture, the brand symbolizes the country's culture, efficient and of high quality. 5. Personality. 
6. User: brand implies the type of consumer who uses the product. (Kaur & Kaur, 2019). Attributes, benefit attributes, pride, 
trust are indicators of brand image. 

2.3.  Sales promotion 
 

Promotion is one of the components in the marketing mix which is often called the 4Ps (Salmana et al., 2017). Promotional 
activities are carried out in various ways to introduce products to target markets through various possible media. According 
to Genchev and Todorova (2017), sales promotion is a marketing activity other than personal selling, advertising and publicity 
that encourages consumer buying and retailer effectiveness, these activities include demonstrations, shows and exhibitions, 
and so on. The activities carried out in collaboration with the promotion of other activities and also easy in the company and 
personal selling. Promotions is used as one of the determining factors for the success of marketing programs as a series of 
processes of delivering product information offered by companies whose purpose is to influence as well as persuade consum-
ers to make purchases and have loyalty to the product. Sales promotion is commonly used by companies to stimulate the 
process of purchasing products in increasing the number of sales with various incentives that have been compiled as a process 
of persuading consumers directly. (Low & Barnes, 2012) explained that there are two types of sales promotion tools often 
used by companies, namely monetary promotion and non-monetary promotion that have different influences on the sale, 
profit, or brand equity of a company (Ramezani & Heidarzadeh, 2014). Monetary promotion can be in the form of price 
discounts and coupons, in addition to providing a decrease in the perception of quality and brand image (Montaner & Pina, 
2008), it is also considered that discounted products are indicated as low quality products (Jakpar, Na, Johari, & Myint, 2012). 
Conversely, non-monetary promotions in the form of prizes, free samples, and sweepstakes as non-pricing factors become an 
important strategy run by the company to increase brand equity (Mongkol, 2014).   
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Companies carry out sales promotions aimed at attracting consumers and providing information in helping consumers make 
decisions to buy products or services. Promotion has both a short-term sales effect and a long-term brand equity effect (Guitart, 
Gonzalez, & Stremersch, 2018). With sales promotion, companies seek to create value in the minds of consumers. The creation 
of a brand's good value causes consumers to remember the brand so that it will increase equity. (Burkhart, Krumeich, Werth, 
& Loos, 2011), suggests being identified as important issues. According to Arifianti (2016), sales promotion indicators include 
discounted prices, coupons, lotteries, prizes, vouchers. 

2.4. Brand Equity 

Brand equity is the added value of a product and service (Kim & Lee, 2018; Bravo Gil & Salinas, 2007; Joo-Eon Jeon, 2017).  
Brand equity is the positive differential effect of having knowledge of the brand name on a product or service. The brand 
equity of a product will attract customers to show preference for products that have a brand rather than unbranded products 
even though they are basically identical. Brand equity can provide value and benefits, both for consumers and for companies 
(Hussain, Mu, Mohiuddin, and, & Sair, 2020): 1. Consumer value, a. Brand equity is useful for consumers to interpret, process 
and store large amounts of information about products and brands. b. Confidence in consumers in making purchasing deci-
sions, both because of the experience of the past in its characteristics. c. Perception of quality and brand association can 
strengthen consumer satisfaction with the experience of using it. 2. Value to the company a. strengthen the program lure new 
consumers or re-embrace old consumers. b. perception of quality, brand associations and other brand assets are able to 
strengthen brand loyalty, i.e. can provide reasons to buy and influence usage satisfaction, c. gets higher margins by allowing 
optimum prices and reducing dependence on promotions. d. provides the foundation for growth through brand expansion. e. 
provides the foundation for growth through brand expansion. f. provides encouragement in distribution channels. g. Equity 
assets are a competitive advantage that poses a real barrier to competitors. 

Brand image indicator according to Joo-Eon Jeon  (2017) is choosing a brand over other similar brands, brand quality is better 
than other brands, loyalty to the brand. 

2.5. Buying Interest 

A consumer in search of satisfaction will look for information about products (Garcia, Freire, Santos, & Andrade, 2020). If 
the needs of the consumer are strong and the object he is looking for can meet the needs as desired then the consumer will 
buy the product. Zhang et al. (2020) stated several stages of psychological purchase behavior. These stages include: attention, 
interest, desire, decisions, and behavior to buy. 

According to Boutang (2016), interest is one of the psychological aspects that affects behavior and becomes a source of 
motivation to direct someone to do an activity or action. Purchase interest is a psychological activity that arises because of 
feelings and thoughts about a desired product or service. The interest in buying can be interpreted as a happy attitude towards 
an object that makes the individual seek to obtain the object by paying it with money or sacrifice (Lee, 2019). According to 
Albari and Safitri (2018) purchase interest can be said to be the stage of the respondent's tendency to act before the purchase 
decision is made.(Pe~na-García, Gil-Saura, Rodríguez-Orejuela, & Siqueira-Junior, 2020) said that the buying interest is dif-
ferent from the intention to buy, the intention to buy is a no further than the consumer's buying interest where the confidence 
to decide to buy is already in a large percentage. Purchase intention is the final level of buying interest in the form of trust 
before a purchase decision is made. (Nawi, Mamun, Nasir, and, & Mustapha, 2019)  , indicators of buying interest are: 1. 
Transactional interest, the tendency to buy products. 2. Referential interest, a person's tendency to refer products to others. 3. 
Preferential Interests, interests that describe the behavior of a person who has a primary preference for the product. Preferences 
can only be changed if something happens to the product you like. 4. Exploratory interest, describes the behavior of a person 
seeking information about a product to support the positive properties of the product. 

3.  Hypothesis  

3.1.  Relationship of brand awareness with brand equity 

The ability of prospective buyers to recognize, considering that the brand is part of the product category, is called brand 
awareness (Lee, Goh, & Noor, 2019). Brand awareness has a role in brand equity, depending on the extent of awareness 
achieved by a brand (Joo-Eon Jeon, 2017). The role of brand awareness in overall brand equity depends on the extent and 
extent of awareness achieved by a brand (Raut et al., 2019a). Brand awareness means the ability of a prospective buyer to 
recognize or remember a particular brand and product category,(Noorlitaria A, Pangestu, Fitriansyah, Untung Surapati, & 
Mahsyar, 2020), (Shahid, Hussain, & aZafar, 2017). The role of brand awareness in overall brand equity depends on the extent 
of awareness achieved by a brand (Stojanovic et al., 2018a). (Jeong, 2003) in research on brand image influence and brand 
awareness on liquid milk brand equity in Frisian flag packaging, the results of the analysis showed that brand awareness has 
a significant positive influence on brand equity. (Świtała, Gamrot, Reformat, & Bilińska-Reformat, 2018) in research on The 
influence of brand awareness and brand image on brand equity – an empirical study of logistics service providers, the results 
of the analysis showed that brand awareness has a significant positive influence on brand equity. From the review of the 
results of the above research can be drawn hypotheses as follows: 
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H1: Brand awareness has a significant positive influence on brand equity. 

3.2.  Brand image relationship with brand equity 

Brand equity is something characterized as an intangible asset and an inherent value of a well-known brand. Consumers are 
willing to pay more for brands that hold high brand equity due to the attractiveness/brand image inherent in the product. Brand 
image relates to a combination of influence from brand associations, consumer perception of tangible and intangible brands, 
outlining unique, strong and preferred associations (Gill & Dawra, 2010). A unique, strong and preferred brand image will 
put the brand in a strategic position in consumer memory thus increasing brand equity (Emari, Jafari, & Mogaddam, 2012). 
Brand equity requires a brand that is familiar and positive in the eyes of consumers (Rajh & Došen, 2009). Companies should 
always pay attention to increasing brand value in brand image development (Amron, 2018). If a brand is known and in the 
minds of consumers means there is brand association and product differentiation characterized by the perception of high 
quality impacting on customer satisfaction, customer loyalty and ultimately producing high brand equity. Good brand image 
management can overcome marketing problems because the brand image focuses more on the psychological aspects of con-
sumers that are difficult to imitate by competitors. (Lee, James, & Kim1, 2014), The brand image is reflected by the brand 
itself into memory when consumers see the brand. The brand image is constructed from several sources including brand 
experience and product category, product attributes, price information, position on promotional communications, user imag-
ination, and conditions of use. (Ebrahim, Ghoneim, Irani, & Fan, 2016). The research findings (Emari et al., 2012), the medi-
ation effect of brand loyalty and brand image on brand equity, shows that brand image has a significant positive effect on 
brand equity. (Świtała et al., 2018) examining the effect of brand awareness and brand image on brand equity shows that 
brand image has a significant positive effect on brand equity. Based on the above research, the following hypothesis can be 
proposed, 
 
H2: Brand Image has a positive influence on Brand Equity. 
 
3.3.  Sales promotion relationship with brand equity 

Sales promotion aims to attract consumers and provide information to help consumers make decisions to buy a product or 
service (Chaharsoughi & Hamdard, 2011). Through sales promotion, the company seeks to create value in the minds of con-
sumers (Liu, Zhang, Huang, Zhang, & Zhao, 2020), between advertising and sales promotion there is a difference, advertising 
'buy our products', is being a sale and purchase promotion now. Through sales promotions, consumers are expected to be able 
to respond quickly to buy a product or service (Ofosu-Boateng, 2020). Furthermore, according to (Abdullah, Hanaysha, & 
Abdghani, 2017), Building short-term relationships with consumers is especially effective when using sales promotions 

Karbasia and Radb (2014) explained that a company can increase brand equity with sales promotions. The marketing mix 
element is one of the sales promotions. (Thabit & Raewf, 2018). In his research, Joo-Eon Jeon (2017) states that marketing 
information affects brand equity through its dimensions, namely price, sales promotion, and advertising. (Abdullah et al., 
2017). The results of Mongkol’s (2014) research marketing communication, influenced the creation of brand equity. Another 
factor that can increase brand equity is by conducting marketing activities including sales promotions. On the basis of the 
above description submitted the 3rd hypothesis is 

H3: Sales Promotion has a significant positive effect on brand equity. 

3.4. Brand awareness’s relationship with buying interests 

Knowledge of brand awareness will affect consumer buying interest (Yamawati & Indiani, 2019). Consumers will tend to buy 
products with well-known brands compared to products whose brands are still foreign to their ear. Buying interest is also 
based on consumer knowledge they obtain from the information media about the brand of the product. The results of Świtała 
et al. (2018) also stated that the higher the level of awareness of a person's brand, the consumer's buying interest in products 
with the brand increases because the brand is the first one he remembers. On the basis of the above thoughts, the hypothesis 
is formulated as follows; 

H4: Brand Awareness has a significant positive effect on buying interest. 

3.5.  Relationship between Brand Image and buying interests 

(Haghshenas et al., 2013)  states that a brand that is known to buyers will generate interest in making purchasing decisions. 
The impact of product symbols provides meaning in decision making because symbols or images are important in advertising 
and affect consumer buying interest. In a previous study compiled by Rezvani et al. (2012) who examined the effect of con-
sumer purchase interest, it was found that brand image affects consumer purchase interest. The relationship between brand 
image and purchase intention is stated (Soenyoto, 2015) direct effect on the high interest in buying a product Based on the 
above thinking, the following hypothesis is formulated; 
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H5: Brand Image has a positive and significant effect on Buying Interest. 

4. Research Method 
 
4.1. Sample and data collection procedures 
 
Data collection by survey, including primary data and secondary data. The research questions consisted of brand awareness, 
brand image, sales promotion, brand equity and buying interest related to quantitative research. The quantitative data uses the 
structural equation model (SEM), version 16.0. Samples of 550 customers Swalayan Ada in Semarang, Kudus, Pati, Bogor 
Indonesia. The selection of respondents is determined by purposive sampling method with certain considerations and criteria, 
including respondents who are self-service customers, have used products and services in the last 3 months with a minimum 
of 10 transactions  ≥ 17 years old, and knowing the promotional programs that have been held and sponsored by Swalayan 
Ada. Then data normality is carried out, while data processing is feasible for a number of 265. 
 
4.2. Research Variables 

 
Variable operationalization is seen in table 1 below: 

 
Table 1 
Variable operationalization 

Variable Core Meaning Operational Measures Source 
Brand Awareness Brand awareness is the  1.Knowing the existence of brands        Igor, 2017 
 ability of a prospective 2.Recognizing the presence of brands 
  buyer to recognize or   3.Given the presence of brands  
 recall that a brand is part  4.Can mention the brand  
  of a particular product    
 category   
Brand Image A representation of the  1.      The existence of attribute                Harsandaldeep, 2019 
 overall perception of  2.      Benefits of attribute  
 the brand and is shaped 3.      Pride   
  by the information and  4.      Trust  

past experience of the 
 brand  
An activity to draw  

1 i i
         Ria, 2017       

 attention to a particular 2.Lottery   
Sales Promotion product in the short term 3. Coupon   
  4. Gift   
  5. Voucher  
Brand Equity Added value given 1. Choose brand            Noorshella, 2019 
  to products and services 2. Brand quality   
  3.  Quality perception  
Buying A concept to measure a  1. Transactional interest            Joan Eon,2016 
Interest  company's marketing  2. Referential interest           
 achievements 3. Preferential interest  
    4. Exploratory interest    
Source : Igor, 2017,   Harsandaldeep, 2019, Ria, 2017, Noorshella, 2019, Joan Eon,2016 

 
 
4.3. Results and discussions 
 
4.3.1. Data Screening 
 
Social research, data is difficult to distribute normally (Hair, 2011) ,  it is necessary to normalize the data. (Cain, Zhang, & 
Yuan, 2017) For positive direction data, the skewness is changed by 1 / X. From the top 1 / X formula, series data are generated 
with a normal distribution pattern. Analyzes were carried out if normalized. The sample indicator is less than 0.6 then these 
items should be removed from the analysis. All AVE values of each variable are above the required value 0.5. As shown in 
Table 2, the data can be explained reliably because the construct reliability value of each variable is greater than the cut-off 
(> 0.60).  
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Table 2 
Scale & Measurement – Construct Validity 

Indicator Variables Source Factor 
Loading 

AVE CR  Composite Reliability 

Brand Awareness Igor, 2017  0.67 0.79 
1. Knowing the existence of brands  0.71   
2. Recognizing the presence of brands  0.76   
3. Given the presence of brands    0.66   
4. Can mention the brand   0.69   
Brand Image Harsandaldeep, 2019    
1. Can mention the brand  0.71   
2. Benefits of attribute  0.82   
3. Pride   0.81   
4. Trust  0.67   
Sales Promotion   0.72 0.74 
1. Discount price  Ria, 2017 0.81   
2. Lottery   0.67   
3. Lottery  0.76   
4. Gift   0.67   
5. Voucher  0.87   

 Brand Equity  Noorshella, 2019  0.79 0.76 
1. Choose brand   0.78   
2. Brand equity    0.81   
3. Quality perception  0.79   

Buying Interest  Joan Eon, 2016  0.73 0.72 
1. Transactional interest  0.72   
2. Referential interest  0.73   
3. Transactional interest  0.72   
4. Exploratory interest  0.73   

Source: Processed primary data, 2020 

4.3.2. Structural Model Analysis (SEM) 
 
Hypothesis testing using SEM-AMOS in Full Structural Models is seen in Table 3, with two steps of hypothesis testing. The 
first step of the researchers tested the goodness of fit seem basic criteria with chi-square significance level (s2) = 95,754, 
significance level = 0.023; DF = 235; GFI = .925; AGFI = .903; CFI = 0.983; TLI = 0.955; RMSEA = 0.063, CMIN/DF = 
1.148. It is concluded that the model is fit. Second, testing the causal relationship between variables using CR criteria equal 
to or greater than 2.0 (Arbuckle 2012). From the results of processed data found as follows. 

 

Fig. 1. Full Structural Model 
  

Parameter Assessment Results from Research Model 
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Table 3 
Hypothesis Testing 

 Estimate S.E C.R P 
Brand Equity → Brand Awareness 0.551 0.088 3.765 **** 
Brand Equity → Brand image 0.432 0.134 2.896 0.002 
Brand Equity → Sales promotion 0.552 0.133 2.954 **** 
Buying interest → Brand Awareness 0.442 0.143 1.555 0.031 
Buying interest → Brand Equity   0.533 0.133 2.799 0.002 

 
4.4. Discussion 
 

The first hypothesis states that brand awareness has a significant positive effect on brand equity, accepted. Process data found 
CR value in the relationship between brand awareness variable in brand equity seen in table 3 is CR of 3.765, with P value of 
***. Both cr eligible values are above 1.96 and P is below 0.05. It can be concluded that the first hypothesis proves significant, 
that brand awareness directly affects brand equity means that the higher the brand awareness, the higher the brand equity. 
These findings provide positive confirmation on the results of previous studies (Świtała et al., 2018; Jeong, 2003) gave an 
indication of the importance of brand awareness to encourage brand equity. It can be explained that brand equity is a brand 
power that promises the value that consumers expect for a product so that eventually consumers feel more satisfaction when 
compared to other products. Brand equity will give consumers confidence in making purchasing decisions, both because of 
past experience in characteristics. A minimarket will have value or strength at a time when the level of consumer awareness 
of the Swalayan Ada is increasing. Brand awareness can be a signal of the presence, commitment, and substance of a brand 
product. If a brand can be recognized, there must be a reason, such as: the company has advertised widely, the company has 
been in business for quite a while, the distribution range is wide, and the brand is successful. The equity of a retail business 
will be formed due to the behavior of consumers who prefer shopping in Swalayan Ada. This is because consumers assume 
that shopping at a convenience store will have its own pride. In addition, consumers are also more interested in the attributes 
on products offered in Swalayan ada, including accurate product size, neat packaging, cleanliness, comfort, security, and 
adequacy of public facilities provided. The results of this study expanded the study conducted by (Noorlitaria et al., 2020) 
and (Shahid et al., 2017) found evidence that brand awareness affects brand equity. 

The second hypothesis states that brand image has a significant positive effect on brand equity, accepted. The result of the 
data found cr value in the relationship between brand image variables in brand equity seen in Table 3 is CR of 2.896, with P 
value of 0.002. Both cr eligible values are above 1.96 and P is below 0.05. It can be concluded that the second hypothesis 
proves significant, that the brand image directly affects the brand equity means that the higher the brand image, the higher the 
brand equity. This means that brand image has long been known as an important concept in marketing, so it can be concluded 
that brand image plays an important role in brand development. Brand image can create brand equity either directly or indi-
rectly (Emari et al., 2012) found that brand image has a positive and significant influence on brand equity. Brand image is a 
very important component for consumer decision making and evaluation of a particular brand (Świtała et al., 2018), so it can 
be concluded that brand image contributes in building brand equity. 

The third hypothesis states that sales promotions have a significant positive effect on brand equity, accepted. Found the result 
of CR value of sales promotion influence on brand equity seen in table 3 is CR of 2954, with P value of ***. Both cr eligible 
values are above 1.96 and P is below 0.05. It can be concluded that the third hypothesis proves significant, that sales promotion 
directly affects brand equity means that the higher the sales promotion, the higher the brand equity. To increase brand equity 
through sales promotions (Karbasia & Radb, 2014), companies need to make efforts to attract people to visit Swalayan Ada, 
one of which is through sales promotions. The sales promotion that has been done by this Swalayan Ada has attracted enough 
public interest, such as a direct discount of 10% and a voucher of 20%. For some visitors, the requirement to get a voucher is 
quite expensive, namely by buying goods for Rp.200.000,- to get 10 vouchers with a discount of 20% for the purchase of all 
products. Another discount offer is necessary, as has been done by other Swalayan Ada, both foreign and local. 

The fourth hypothesis states that brand awareness has a significant positive effect on buying interest, rejected. Found the result 
of CR value influence of brand awareness on buying interest seen in table 3 is CR of 1.555, with a value of P of 0.031, thus 
H4 is rejected, meaning the higher the brand awareness of a product then does not increase the interest in consumer resending. 
(Świtała et al., 2018) explained that brand awareness is a common communication goal for all promotional strategies. The 
existence of brand awareness is assumed that the brand of a product will be embedded in the mind of consumers so that it also 
affects the buying interest. The results showed that consumer awareness about the brand of products in Swalayan Ada does 
not affect consumer memory to generate buying interest for consumers. The results of this study do not support previous 
research conducted by (Yamawati & Indiani, 2019), with the results of brand awareness has a significant positive effect on 
re-purchase interest. But the results of this study according to namely brand awareness have no significant effect on re-buying 
interest.  

More about this source text Source text required for additional translation information. The fifth hypothesis states that brand 
equity has a significant positive effect on purchase intention, accepted. It is found that the effect of the value of CR value of 
brand equity on purchase intention is shown in table 3 which is a CR of 2.779, with a P value of 0.002, meaning that the 
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higher the brand equity, the more consumer interest in making repeat purchases. (Rezvani et al., 2012) argues that Brand 
Equity is the added value provided to products and services that can be reflected in the way consumers think, feel, and act in 
relation to brands, as well as the price, market share, and profitability that brands provide to companies. So when the way 
people think, feel and act about the brand of products in Swalayan Ada increases then by itself will increase the Buying 
Interest in the product. This result also supports research conducted by Agusli and (Haghshenas et al., 2013) entitled Analysis 
of The Influence of Brand Equity on Consumer Buying Interest. The study stated that Brand Equity variables have a significant 
influence on Buying Interest. This is also in line with research conducted by (Rezvani et al., 2012) entitled the influence of 
Brand Equity on Purchase Interest and its Impact on Purchasing Decisions stating that the Buy Interest variable has a signifi-
cant effect on purchasing decisions. Based on the opinion of experts and researchers, it can be concluded that brand equity 
owned Swalayan Ada is high. This is indicated by the respondent's high answer value. The results of the study of all indicators 
on equity variables. The results of the value obtained showed that a lot of consumers tend to see the brand in Swalayan Ada 
is a well-known brand and from these results proved to influence so as to stimulate consumers' Buying Interest. 

5. Conclusion 
 
The results of the five hypotheses can be concluded:  
 
The first hypothesis, the influence of brand awareness on brand equity, is accepted. Where the indicator of brand awareness 
knows the existence of the brand, recognizing the existence of the brand, given the presence of the brand, can mention the 
brand. The results showed that indicators can mention brands have the most influence among other indicators. Indicators are 
carried out based on literature review and developed according to the state of the Swalayan Ada. In this study found brand 
awareness increases brand equity. 
 
The second hypothesis is that the influence of brand image on brand equity is accepted.  Where the indicators of the brand 
image are the existence of attributes, benefits of attributes, pride, trust. The results showed that trust indicators had the most 
influence among other indicators. Indicators are carried out based on literature review and development of Swalayan Ada. In 
this study found brand image increases brand equity. 
 
The third hypothesis, the influence of sales promotion on brand equity is accepted.  Where indicators of sales promotions are 
discount prices, coupons, lottery, prizes, vouchers. The results showed that price discount indicators had the most influence 
among other indicators. Indicators are carried out based on literature review and developed according to Swalayan Ada. In 
this study found sales promotion increases brand equity. 
 
The fourth hypothesis, the influence of brand awareness on buying interest is rejected.  Where the indicator of brand awareness 
knows the existence of the brand, recognizing the existence of the brand, given the presence of the brand, can mention the 
brand. The results showed that all indicators have very little influence. Indicators are carried out based on literature review 
and developed according to the state of the Swalayan Ada. In this study found brand awareness does not increase buying 
interest. 
 
The fifth hypothesis, the influence of brand equity on buying interest is accepted.  Where the indicator of brand equity knows 
awareness of brand, brand image, perception of quality. The results showed that brand image indicators have the most influ-
ence among other indicators. Indicators are carried out based on literature review and developed according of Swalayan Ada. 
In this study found brand equity increases consumer buying interest. 
 
5.1. Managerial implications 
 
To increase buying interest, then: 
 
First, companies need to make efforts to increase consumer awareness of Supermarkets. This can be done through promotion 
and marketing communications. For example, through advertising that can be done to introduce this existing supermarket to 
the public. Attractive outlet arrangement to attract people to visit Ada Supermarket. 
 
Second, the Company needs to maintain and improve the image of Swalayan Ada, through improving the quality of both 
services and products. 
 
Third, companies, especially if they want to open outlets in other cities, need to look at the characteristics of the surrounding 
communities. Based on the literature study on the concept of brand equity mentioned that a person has a perception of 
Swalayan Ada s depending on the level of education, social and economic class. Therefore, it is necessary to pay attention to 
the characteristics of the community in the city or region concerned before deciding to open a new branch or outlet in an area. 
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5.2.  Limitations of research 
 
First, this study initially distributed questionnaires as many as 550 exemplars, but due to discrepancies in the results of the 
model output when respondents answered the questionnaire, then in the end the questionnaire that was worthy to be analyzed 
further amounted to 265, while the other 35 questionnaires were declared flawed, due to the presence of some respondents 
who answered extreme so that this study produced an unexpected data output. 
 
Second, there is one hypothesis that is rejected in this study, namely hypothesis 4 which reads the higher the brand awareness, 
the higher the buying interest. 
 
5.3. Future research 
 
Future research agenda, related to research samples. This study used 550 respondents as the study population, after the nor-
mality of the data, 265 respondents were ready to process the data, but in further research it is necessary to add objectives to 
increase the generalization of the research results. In addition, future research should use a sample that is considered more 
representative of the research population so that it can increase the generalizability of the research results. 
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