q

Check for
updates

The Impact Of Customer-Based Brand Equity And
Health Motivation Towards Purchase Decision: A Case
Study Of Lemonilo

Delvira Anindya Prawira, S.M., D. R.!, *Munawaroh Zainal, S.E., M.M.?

1:2 Swiss German University, The Prominence Tower, Tangerang, Banten 15143
_ Indonesia

*munawaroh.zainal@sgu.ac.id

Abstract. This research aims to investigate the impact of customer-
based brand equity and healthy motivation on purchase decisions,
focusing on the case study of Lemonilo healthy instant noodles. The
research is motivated by Indonesia's position as the second-largest
consumer of instant noodles worldwide. Despite this, the top brands
in the instant noodles market predominantly offer unhealthy options
with ingredients that are detrimental to health. Lemonilo, as a
healthy instant noodle brand, aims to introduce a healthier
alternative to the market, providing consumers with a choice of
nutritious instant noodles. Currently, the healthy instant noodles
category is experiencing rapid growth, and Lemonilo faces
challenges in becoming the top brand in the healthy instant noodles
segment. This data was obtained from interviews with 15 individuals
who have purchased healthy noodles from various brands. Using
SEM-PLS for data analysis from quantitative research of 203
respondents using nonprobability judgemental sampling. The results
indicate that out of five hypotheses, two of them are rejected.

1.Introduction

Indonesia is recorded with 276.4 million population in 2021 and is
declared the world’s fourth-most populous country, with the number of
citizens increasing by 2.9 million from 2021 to 2022. Indonesia is
confirmed as the second largest demand for instant noodles worldwide,
with the number of consumptions equating up to 13.270 million servings
in 2021 alone, and this number is only increasing from 2020 according
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to the World Instant Noodle Association (2022).

Instant noodles are now dominating the noodles market and have turned
into one of the most favourite and common household food products in
Indonesia. Even though instant noodles are not a traditional staple in
Indonesia unlike rice and tempeh, the terms of cooking less than 3
minutes, and affordable price become the main interests of Indonesian
consumers to enjoy their meals instantly [1]

Table 1. Top Brand Index Instant Noodle in Indonesia

Phase 1 Top Phase 1 Top Phase 1 Top
Ranking | 2020 Brand Brand 2021 Brand 2022 Brand
Index Brand Index Brand Index
1 Indomie 70.5% Indomie 72.9% Indomie 72.9%
: Mie 15.2% Mie 15.5%
0, . 0 . 0
2 Mie Sedaap 16.0% Sedaap Sedaap

3 Sarimi 3.8% Sarimi 3.1% Sarimi 2.6%

4 Supermi 2.3% Supermi 2.7% Gaga 100 1.6%

5 - - Gaga 100 2.1% Supermi 2.2%

Instant noodles were first introduced to Indonesia by PT. Indofood CBP
Sukses Makmur in 1986, with the brand "Supermi", before they
introduced the highly popular brand "Indomie [2]. According to Top
Brand Award Phase 1 from 2020 to 2022, Indomie has always been the
number one top brand in instant noodles in packaging with a percentage
of 72.9% remaining the same for 2 years straight [3]

From a medical perspective, the wide consumption of instant noodles in
Indonesia may have had a negative impact due to the unhealthy
ingredients which contain high levels of sodium and monosodium
glutamate and also high in carbohydrates and fat while low in protein,
vitamins and minerals [4]. To overcome the health issues and the growth
of obesity. Shinta Nurfauzia, one of the co-founders of Lemonilo,
established Lemonilo as a healthy instant noodles brand that is free from
flavor enhancers, preservatives, and synthetic dyes and made without
frying process unlike other conventional instant noodles brand and they
only use natural ingredients such as the essence of spinach, turmeric, and
scallions [5].
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Lemonilo healthy instant noodles have been competing in the market for
7 years. However, the Lemonilo brand has not been seen in the Top
Brand Awards in the conventional instant noodles category. From the
healthy instant noodles category, nowadays healthy instant noodles are
not the only player in the Indonesia market for healthy instant noodles
category unlike in 2016. This was proven by the results of several
interviews conducted by researchers with 15 individuals, which
demonstrated the presence of several healthy instant noodle brands in
Indonesia that are competing with Lemonilo. The interview results
showed that Lemonilo Healthy Instant Noodles ranked second, while
Fitmee Instant Noodles emerged as the top brand in the healthy instant
noodle category. From the results of the interviews, it can also be
concluded what factors influence people in choosing a healthy noodle
brand related to consumer-based brand equity and the health motivation
of consumers.

2. Literature Review

Customer-based brand equity is defined as the impact of customers'
knowledge about a particular brand, encompassing their responses to
marketing efforts and overall brand recognition Keller [6]. The
perception of a brand can have either a positive or negative value based
on how consumers react favourably or unfavorably to the marketing mix
and the brand name itself compared to unbranded products. Another
definition of brand equity highlights consumer perception regarding a
brand's superiority compared to other brands Lassar in [7]. This
perception is influenced by several factors, including the value
associated with the brand, consumer opinions, the overall brand value
derived from its name, its relative position compared to competitors, and
its positive impact on the brand's financial condition.

To influence brand equity on customers, four factors have been identified
and validated, namely, perceived quality, brand awareness, brand
loyalty, and brand association. [8] The crucial role these factors play is
significant, as it is believed that said factors are responsible in shaping
customers' perceptions and choices, ultimately contributing to the
competitiveness and overall success of a brand in the market.

Brand awareness, as described by Aaker in [9], is the capacity of a
prospective customer to identify or recall a certain brand that is
associated with a particular product category. It has to do with how well
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customers can recognize a brand under various circumstances, which
speaks to the power of the brand node or trace in memory. One of the
most crucial elements in establishing a brand's strength and,
consequently, its competitive advantage is brand awareness [10].

Additionally, Hoeffler & Keller [11] made a distinction between depth
and width in brand awareness. Making a brand easy for customers to
remember or recognize is referred to as depth in brand awareness.
Conversely, breadth describes the brand name that a buyer would
instantly think of when they make a purchase. When a product offers
both breadth and depth, buyers will consider this particular brand when
making a purchase. This suggests that there is a high level of brand
awareness for that specific product or brand [12].

The term "brand loyalty" describes a customer's resolve to stick with a
certain brand and continue to use its goods and services on a daily basis
in the future, regardless of what other competitors in the industry do [9].
It shows the likelihood that consumers will move to a different brand,
particularly if the price or a feature of that brand's product changes.
Customer attachment and devotion to a brand are measured by brand
loyalty. Aaker's [13] brand will grow to represent the company's
intangible asset, reflecting the cost of its goods and services [14]. When
customers find it difficult to switch brands, even when the brand is
unavailable, they are said to be brand loyal.

Aaker [16] distinguished between two types of brand loyalty:
combination behavioral and attitudinal loyalty and behavioral and
attitudinal loyalty alone. Dick et al. proposed that the focus of behavioral
loyalty is on the process of repurchasing that draws customers and shapes
their loyalty to a particular brand [17]. This process includes making
repeat purchases and continuing to do so [16]. Conversely, attitude
loyalty describes a dedication to a particular brand and the desire to make
additional purchases. The relationship between a consistently good
attitude and brand loyalty is described by the third dimension of brand
loyalty, which combines behavioral and attitudinal loyalty [17].

Brand association was defined by Aaker and Keller in [7] as everything
that is "linked" to a brand in memory. Any memory of the brand that a
consumer has is another definition of brand association. Additionally, it
is argued that brand associations include all related thoughts about the
brand, including feelings, smells, colors, pictures, perceptions, and
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experiences [18]. Brand associations can also be positive or negative
information about the brand that is linked in consumers' minds.

Attributes, advantages, and attitudes are the three categories of brand
connection that Aaker [19] claims may exist in consumer memory.

- Attributes

Attributes are qualities that, from the standpoint of the customer, are
characterized by a good or service and influence the choice to buy. These
characteristics can be divided into two groups: non-product-related
characteristics, which deal with outside factors connected to the process
of buying or consuming, and product-related characteristics, which are
concerned with the fundamental components and specifications of the
good or service.

- Benefits

Benefits from goods or services are indicative of their positive effects
and the personal value that they hold for customers. Benefits can be
classified into three categories: experiential, symbolic, and functional.
The satisfaction of fundamental wants, safety concerns, and the need to
solve problems are all linked to functional advantages. Experience-based
benefits provide sensory enjoyment, diversity, and mental stimulation in
order to satisfy experiential requirements. Benefits associated with
societal acceptability and personal expression are symbolic; customers
may value a brand's exclusivity and prestige if it matches their
perceptions of themselves.

- Attitudes
Brand attitudes are linked to the fundamentals of customer behavior that
is linked to a brand, depending on the attributes and advantages of the
brand. Beliefs on both aspects relevant to and unrelated to the product
may be involved. This type of brand association is the most abstract since
it considers a brand's overall evaluation from the viewpoint of its target
market.

The customer's assessment of a product or service's overall quality or
superiority is known as perceived quality (Aaker, [20]). Perceived
quality can be assessed based on performance, characteristics
(uniqueness of the product), reliability, and specification compliance,
even though it cannot be assessed objectively [21]. The notion of
perceived quality is divided into two categories by Zeithaml: intrinsic
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and external qualities [22]. The physical characteristics of a product,
such as its color, flavor, shape, and look, are known as its intrinsic
attributes. In contrast, the product's extrinsic attributes include things
like its brand name, price, retail location, and packaging that are
unrelated to its physical characteristics. However, because it is unique to
a product category, it could be challenging to generalize qualities [23].

The consumer's goal-directed arousal to participate in health behaviors
is known as health motivation [24]. In comparison to consumers who are
less driven by health, individuals who are more motivated by health have
a tendency to analyse and use nutrition information more extensively
[25]. Health motivation will have a separate impact on consumers'
preventative healthcare behaviors as well as their overall health.
Consumers who are motivated by health issues are also more likely to
pursue important goals by engaging in healthy behaviors [24].

In line with the studies conducted by Grunert [25], purchase activity is
significantly impacted by health incentive. It demonstrated that
consumers who are more motivated to maintain their health will assess
products more favorably in terms of perceived healthfulness and
purchase intention. According to additional research findings in [25],
customers' increased health motivation will have an impact on the food
evaluation and healthfulness claim process, which will in turn strengthen
their intention to buy.

Based on the definition created by Kotler et al. [26], a purchase decision
can be understood as the consumer’s decision to purchase after
considering several factors available that will influence the decision.
There are numerous phases that will influence consumer purchase
decisions and post-purchase behavior which are divided into five stages
according to Turban et., al. [27], namely:

1. Problem recognition, appears when consumers feel a gap
between their actual and desired state that can be influenced by
internal or external factors [28]

2. Information search. In this stage, after consumers recognize their
needs, they will search for information on how to fulfill those
needs by seeking from several sources

3. Evaluation of alternatives is where consumers decide which
brand they will purchase after gathering all the information
needed in the previous step
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4. Purchase decision is the result of the evaluation process where
consumers pick the most suitable choices that can satisfy their
needs and wants from several alternatives

5. Post-purchase behavior is the stage where consumers will
evaluate the product that they purchased and used.

Based on the literature review, the following hypotheses are developed
and will be tested in this study:

H1: Brand awareness has a significant effect towards purchase decision
of Lemonilo healthy instant noodles

H2: Brand association has a significant effect towards purchase decision
of Lemonilo healthy instant noodles

H3: Brand loyalty has a significant effect towards purchase decision of
Lemonilo healthy instant noodles

H4: Perceived quality has a significant effect towards purchase decision
of Lemonilo healthy instant noodles

HS5: Health motivation has a significant effect towards purchase decision
of Lemonilo healthy instant noodles

V
Brand Layalty
-

Health Motivation

Figure 1. Research Model
Source: Author, 2023

3. Methodology

This research will use both quantitative and qualitative approaches.
Quantitative methods collect data using questionnaires and surveys that
give the result in the form of numerical and statistical. A questionnaire,
often known as a survey, is a method of gathering data in which
participants are questioned via telephone, email, or internet media.
[29]. In this research, the questionnaire will be distributed online which
will lead to cost and time efficiency. The qualitative research in this
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research used to give the researcher insight on determining the position
of the Lemonilo healthy instant noodles brand in the market and also
identifying competing brands in the healthy instant noodle category
available in the market. This study utilized the technique of in-depth
interviews with 15 respondents conducted individually.

The population in this research is represented by people who know,
purchased, and consumed Lemonilo healthy instant noodles in Jakarta
and the Tangerang area. This research will be conducted in non-
probability sampling since the sample is specified and not randomly
chosen. The main sample is customers who are consuming and ever
purchased Lemonilo healthy instant noodles brand and its products. The
sample of study will be conducted with a judgment method since the
study will focus only on gaining information from specific people who
already purchased and consumed Lemonilo healthy instant noodles.

The data collected for this research are gathered from primary and
secondary data. The primary data for this research is the questionnaires
that are given to the consumers of Lemonilo healthy instant noodles, who
already know of the brand and products, and have purchased the product
as well as consumed the product. Meanwhile, the secondary data for this
research is gathered and collected from previous research and studies
from credible sources such as books, journals, articles, literature, and
credible websites to support the research. The use of secondary data will
give the research additional insight on understanding the topic related.

The questionnaire used in this research as the primary data was created
with close-ended questions and a Likert scale. The questionnaire will be
answered using the Likert Scale to measure how respondents strongly
agree or strongly disagree with the statement given in the questionnaires.
The researcher used a scale from 1-5 to define the level of agreement and
disagreement as the number increases, it will indicate a higher level of
agreement among the respondents. To accuracy the data collection
method, the screening question is required to get the right respondents
that will give the best information suited for the research objectives.

Out of 203 samples, 38% are within the age of 18-25 years old and the
second largest percentage is taken by the age group of 26 — 35 years old
which is 22%, lastly, there are 21% within the age 36 —45 years that took
part in this research. In terms of gender, this research has more female
respondents than male respondents as there are 64% female respondents
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and 36% male respondents. The majority of the respondents, which is

40%, have a monthly income under Rp 5.000.000.

This research focuses on outer model analysis in SmartPLS, a popular
structural equation 9odelling (SEM) software which the model includes
indicator reliability, and composite reliability to determine internal

consistency, convergent validity, and discriminant validity [30]

4. Result And Discussion

Table2. Loading Factor of Variable

Variable Indicator Out'e f AVE CR
loading
BA1 0.790
BA2 0.693
AV\IISarfenndess BA3 0.795 0.614 0.888
BA4 0.815
BA5 0.819
BAS1 0.762
BAS2 0.831
AssBorj:aiZfion BAS3 0.848 0.644 0.9
BAS4 0.746
BASS 0.821
BL1 0.883
BL2 0.900
Liijar:?y BL3 0.839 0.778 0.946
BL4 0.908
BL> 0.88
HM1 0.760
HM2 0.851
M:t?j;?on HM3 0.886 0.707 0.923
HM4 0.872
HM5 0.829
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PD1 0.880
PDurC’h‘ase PD2 0.940 0.807 0.943
ecision PD3 0.884
PD4 0.889
PQ1 0.776
; PQ2 0.864
Perceived
Quality | PQ3 0.885 0.654 0.903
PQ4 0.854
PQ5 0.640

Based on the provided table above, it is evident that the outer loading
measurements for all indicators of each construct are above 0.5. This
indicates that the outer loading in this study is considered satisfactory,
showing a good level of convergent validity. The AVE values for each
construct also pass 0.5, indicating that the study has successfully met the
requirements for convergent validity. Additionally, the reliability test, as
measured by composite reliability, demonstrates highly favorable
results. The composite reliability values for each construct are all greater
than 0.8, signifying a strong level of reliability for the measurement
model.

The path coefficient value or the t-values of each path for the
significance test between the constructs in the structural model, as well
as the R2 value for the dependent construct that is listed, are used to
evaluate the structural model in PLS. Generally, the R2 value falls
between 0 and 1. A result higher than 0.50, or 50%, is regarded as
legitimate. For the two-tailed hypothesis, the path coefficient, or inner
model score, as shown by the T-Statistic value, must be more than 1.96
(Hair et al., 2017). Since the research employs a significance level of 5%,
the p-value ought to be less than 0.05 [30].

Table3. R Square
R- R-square

square adjusted
PD 0.812 0.807




688

D. A. Prawira and M. Zainal

In the provided table, the R-Square adjusted value for the dependent
variable reveals that variables such as brand awareness, brand loyalty,
brand association, perceived quality, and health motivation account for
80.7% of overall purchase decisions.

Table 4. Path Coefficient Model Results

Hypothesis

Original
sample
(0)

Sample
mean
(M)

Standard
deviation
(STDEV)

T
statistics

P values

Conclusion

H1

Brand
awareness has
a significant
effect towards
the purchase
decision of
Lemonilo
healthy instant
noodles

-0.001

0.002

0.037

0.018

0.985

Not
Supported

H2

Brand
association has
a significant
effect towards
the purchase
decision of
Lemonilo
healthy instant
noodles

0.104

0.111

0.079

1.319

0.187

Not
Supported

H3

Brand loyalty
has a
significant
effect towards
the purchase
decision of
Lemonilo
healthy instant
noodles

0.499

0.488

0.076

6.534

Supported
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Perceived
quality has a
significant
effect towards
H4 | the purchase 0.25 0.246 0.079 3.145 0.002 Supported
decision of
Lemonilo
healthy instant
noodles

Health
motivation has
a significant
effect towards
H5 | the purchase 0.144 0.15 0.048 3.001 0.003 Supported
decision of
Lemonilo
healthy instant
noodles

Source: SmartPLS, 2023

Table 4 indicates that the appropriate P value is 0.985 and the T statistics
value is 0.018. The P value (0.985) is more than the traditional
significance level of 0.05, and the T-statistics value (0.018) is less than
1.96. This suggests that HI is not compatible. This outcome is consistent
with earlier research by Siska (2015), which showed that in a case study
of the beverage industry, brand awareness had no discernible influence
on buying behavior. After analyzing the study's respondents'
demographics, it can be said that most of the respondents are between
the ages of 18 and 25, with those between the ages of 26 and 35 coming
in second. The term "millennial generation" also refers to the group of
people aged 20 to 35 [31]. Millennials tend to make impulsive purchases
or engage in what is known as irrational buying behavior, where the
purchase process is carried out without prior planning and is driven by
emotional factors [32]. Therefore, due to the majority of respondents
being millennials based on age demographics, It can be inferred that
brand awareness does not have an impact on the purchase decision
because millennials will still buy a product regardless of whether they
are aware of its presence or not.

The T statistics value for hypothesis 2 is 1.319, and the associated P
value is 0.187. With a P value of 0.187, the T-statistic (1.319) is higher
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than the traditional significance level of 0.05 and lower than 1.96. Thus,
it can be concluded that H2 lacks support. This result is consistent with
earlier research by [33], which examined the impact of brand awareness
and brand associations on purchasing decisions in a case study of a
marketplace. The findings, however, indicated that brand associations
had no discernible effect on decisions to buy. According to that study,
the purchasing decision is not greatly impacted by uniqueness or
difference value [33]. The results of this study indicate that the majority
of the respondents are women (64%), which is 28% higher than the
percentage of male respondents. According to Desai, women tend to
evaluate a product based on their preferences, while men assess a product
based on its association with the offered price. Therefore, from the
gender demographics of the respondents, where the majority are women,
women tend to rely more on instinct and preferences rather than the
details, functions, and price of a product when making a purchase.

Additionally, the table also shows brand loyalty has a significant effect
towards the purchase decision of Lemonilo healthy instant noodles
indicated from the T statistics value is 6.534, and the corresponding P
value is reported as 0. Therefore H3 is Supported. This result is in
accordance with the previous studies by Santoso in his research that
show brand loyalty has a significant effect towards purchase action, he
also analyzed that once the consumer already trusts and likes the brand,
they will consider themselves to be loyal to a brand and can affect the
purchase action [34].

Perceived quality was also found to have a favorable and significant
impact on the decision to buy Lemonilo healthy instant noodles in this
study. As can be seen in the table, the P value (0.002) is below the
standard significance level of 0.05, while the T statistics value (3.145) is
higher than 1.96. H4 is therefore supported. This finding is consistent
with earlier research by [35] that examined the relationship between
brand equity and purchasing behavior in the food business. That research
revealed a substantial relationship between perceived quality and buying
behavior. In order to establish trust with consumers and sway their
purchasing decisions, brands should deliver high-quality products that
meet or exceed customer expectations [36].

The final hypothesis in this study is that health motivation significantly
influences purchase decisions. The findings indicate that the associated
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P value is recorded as 0.003, and the T statistics value is 3.001. The P
value (0.003) is below the traditional significance level of 0.05, while
the T statistics value (3.001) is more than 1.96. H5 is therefore supported.
People with strong motivation would respond significantly to functional
claims because they will examine health-related material on the product
in greater detail, as per the findings of the earlier study by [37]. Prior
research has examined the role of health motivation on the purchasing of
nutritious food items, which is impacted by a number of variables [38].
The product’s attributes are one of the factors that can influence purchase
decisions for healthy products. The characteristics of a product, the
quality and health benefits provided are the crucial concern for product
attributes.

5. Recommendation

Establishing brand familiarity generates customer acceptance, and the
greater the level of customer awareness, the more likely they are to recall
the brand positively when it aligns with their thoughts or associations.
Advertising serves as a means to increase customer awareness and
effectively reach a specific target market. To advertise its brand and
product, Lemonilo can collaborate with local influencers, especially
those who are food enthusiasts that like to share recipes to their viewers
or followers on social media. The food enthusiasts can create a new
unique and tempting dish from Lemonilo healthy instant noodles which
they share on their social media platforms, especially Tiktok so that the
viewers can re-cook this Lemonilo healthy instant noodles dish based on
the recipe. The more people make it the more others will follow, and
make it a new trend in social media platforms.

Collaborating with experts or specialists in the field of health can be one
of the efforts that Lemonilo can undertake to enhance consumer trust in
the benefits of consuming their healthy instant noodles. On its social
media platforms, Lemonilo has been trying to introduce the benefits and
product information of Lemonilo to its followers by involving health
experts. However, based on the content shared on its Instagram and
TikTok accounts, Lemonilo has only shared limited content with health
experts discussing the benefits and uniqueness of their products.
Therefore, Lemonilo should increase the frequency of content featuring
health experts to convince their followers and customers about the health
benefits they can gain from consuming Lemonilo healthy instant
noodles. Engaging a trusted health expert known for their credibility and
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expertise among the public will further enhance trust in the benefits and
nutritional content of Lemonilo's healthy noodles.

Lemonilo has a loyalty program where users can access information and
ongoing promotions.

However, it seems that the loyalty program is not well-known among
their customers, as there is only limited information about the program
on their Instagram content. Therefore, Lemonilo must actively introduce
its loyalty program to its followers and customers by showcasing several
content pieces about the advantages of joining the Lemonilo Loyalty
Program. They should also highlight the benefits and advantages that
members will receive upon joining the loyalty program.

To increase the motivation for a healthy lifestyle in the community,
Lemonilo can establish a healthy community, such as creating a Zumba
exercise community. This community can invite Lemonilo's customers
or followers to become members. The Zumba community can organize
regular Zumba workouts every week. With the existence of this Zumba
community, Lemonilo can enhance health motivation while introducing
the Lemonilo brand to its members. During these activities, Lemonilo
can also hold seminars on the importance of maintaining health and
consuming nutritious food. These efforts are aimed at motivating the
community to consistently embrace a healthy lifestyle, including
selecting nutritious products, engaging in regular exercise, and
practicing healthy habits in their daily lives.

For future research, additional studies can build upon this research by
incorporating different independent variables. The inclusion of the taste
variable may be beneficial for further research, particularly when
examining food companies. Exploring the role of taste in relation to
brand equity and consumer perceptions can provide valuable insights for
food companies aiming to enhance their products and market
positioning.

References
1. Kingwell, R. (2021). Wheat and barley markets in the

Philippines-opportunities for Australia.
https://doi.org/10.13140/RG.2.2.13741.44002


https://doi.org/10.13140/RG.2.2.13741.44002

10.

11.

The Impact of Customer-Based Brand Equity and Health Motivation 693

Petrik M. (2022, January 25). Bukan Indomie, Mi Instan
Pertama di RI Ternyata Supermi.
https://www.cnbcindonesia.com/entrepreneur/20220121092646
-25-309262/bukan-indomie-mi-instan-pertama-di-ri-ternyata-
supermi

Top Brand Award. (2022). Top Brand Award 2020-2022 Instant
Noodle Category. Top Brand Award 2020-2022 Instant Noodle
Category

dr. Agustin, S. (2021, March 25). Di Balik Kelezatannya, Ada 4
Bahaya Mie Instan yang Mengintai.
https://www.alodokter.com/jangan-lagi-mengabaikan-bahaya-
mie-instan

Ully, S. (2020, December 29). Mengapa Mie Instan Lemonilo
Berbeda? Ini Fakta yang Kamu Harus Tahu.
https://www.lemonilo.com/amp/blog/mengapa-mie-instan-
lemonilo-berbeda-ini-fakta-yang-kamu-harus-tahu

Liu, M. T., Wong, I. K. A., Tseng, T. H., Chang, A. W. Y.,
&amp; Phau, 1. (2017). Applying consumer-based brand equity
in luxury hotel branding. Journal of Business Research, 81,
192-202. https://doi.org/10.1016/].jbusres.2017.06.014

Pina, R., & Dias, A. (2021). The influence of brand experiences
on consumer-based brand equity. Journal of Brand
Management, 28(2), 99—115. https://doi.org/10.1057/s41262-
020-00215-5

Aaker, D. A. (1992). The Value of Brand Equity. In Journal of
Business Strategy (Vol. 13, Issue 4, pp. 27-32).
https://doi.org/10.1108/eb039503

BILGIN, Y. (2018). THE EFFECT OF SOCIAL MEDIA
MARKETING ACTIVITIES ON BRAND AWARENESS,
BRAND IMAGE AND BRAND LOYALTY. Business &
Management Studies: An International Journal, 6(1), 128—148.
https://doi.org/10.15295/bmij.v611.229

Switata, M., Gamrot, W., Reformat, B., & Bilinska-Reformat,
K. (2018). The influence of brand awareness and brand
imageon brand equity — an empirical study of logisticsservice
providers. Journal of Economics and Management, 33, 96—119.
https://doi.org/10.22367/jem.2018.33.06

Vazifehdoost, H., & Negahdari, A. (2018). Impact Factor 3.582
Case Studies Journal ISSN (2305-509X (Vol. 7, Issue 1).
http://www.casestudiesjournal.com


https://www.cnbcindonesia.com/entrepreneur/20220121092646-25-309262/bukan-indomie-mi-instan-pertama-di-ri-ternyata-supermi
https://www.cnbcindonesia.com/entrepreneur/20220121092646-25-309262/bukan-indomie-mi-instan-pertama-di-ri-ternyata-supermi
https://www.cnbcindonesia.com/entrepreneur/20220121092646-25-309262/bukan-indomie-mi-instan-pertama-di-ri-ternyata-supermi
https://www.alodokter.com/jangan-lagi-mengabaikan-bahaya-mie-instan
https://www.alodokter.com/jangan-lagi-mengabaikan-bahaya-mie-instan
https://www.lemonilo.com/amp/blog/mengapa-mie-instan-lemonilo-berbeda-ini-fakta-yang-kamu-harus-tahu
https://www.lemonilo.com/amp/blog/mengapa-mie-instan-lemonilo-berbeda-ini-fakta-yang-kamu-harus-tahu
https://doi.org/10.1016/j.jbusres.2017.06.014
https://doi.org/10.1057/s41262-020-00215-5
https://doi.org/10.1057/s41262-020-00215-5
https://doi.org/10.1108/eb039503
https://doi.org/10.15295/bmij.v6i1.229
https://doi.org/10.22367/jem.2018.33.06
http://www.casestudiesjournal.com/

694

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

D. A. Prawira and M. Zainal

Ikram AKBAR, S., & Ozgiil, E. (2018). Impact of Social Media
Usage Activities on Brand Awareness of Young Consumers. In
Dokuz Eyliil Universitesi Yayin Kabul Tarihi

Pranata, Z., & Permana, D. (2021). Identifying the Role of
Brand Loyalty in the Relationship between Brand Awareness,
Brand Association and Repurchase Intention. European Journal
of Business and Management Research, 6(1), 129-133.
https://doi.org/10.24018/ejbmr.2021.6.1.704

Chinomona, R., & Maziriri, E. T. (2017). The influence of
brand awareness, brand association and product quality on
brand loyalty and repurchase intention: A case of male
consumers for cosmetic brands in South Africa. Journal of
Business and Retail Management Research, 12(1), 143—154.
https://doi.org/10.24052/jbrmr/v12is01/tiobabaapqoblariacomct
cbisa

Jalilvand, M. R., Samiei, N., & Mahdavinia, S. H. (2011). The
Effect of Brand Equity Components on Purchase Intention: An
Application of Aaker’s Model in the Automobile Industry.
International Business and Management, 2(2), 149—158.
www.cscanada.org

Alkhawaldeh, A. M., & Eneizan, B. M. (2018). Factors
Influencing Brand Loyalty in Durable Goods Market.
International Journal of Academic Research in Business and
Social Sciences, 8(1). https://doi.org/10.6007/ijarbss/v8-11/3811
Ibrahim, B. (2022). Social Media Marketing Activities and
Brand Loyalty: A Meta-Analysis Examination. Journal of
Promotion Management, 28(1), 60—90.
https://doi.org/10.1080/10496491.2021.1955080

Lee, J. E., Goh, M. L., &amp; Mohd Noor, M. N. Bin. (2019).
Understanding purchase intention of university students towards
skin care products. PSU Research Review,3(3), 161-178.
https://doi.org/10.1108/prr-11-2018-0031

Aaker, D. A. (1991). Managing Brand Equity Capitalizing on
the Value of a Brand Name.

Ahmad Munawar, N., &amp; Ali, H. (2019).
DETERMINATION OF PURCHASE INTENTION
THROUGH BRAND AWARENESS AND PERCEIVED
QUALITY (Case Study: For consumers PT. Sentosa Santosa
Finance Tangerang area) 1(2).https://doi.org/10.31933/DIJMS
Siska, A. I. (2015). THE IMPACT OF BRAND EQUITY
TOWARDS CONSUMER’S PURCHASE INTENTION (An


https://doi.org/10.24018/ejbmr.2021.6.1.704
https://doi.org/10.24052/jbrmr/v12is01/tiobabaapqoblariacomcfcbisa
https://doi.org/10.24052/jbrmr/v12is01/tiobabaapqoblariacomcfcbisa
http://www.cscanada.org/
https://doi.org/10.6007/ijarbss/v8-i1/3811
https://doi.org/10.1080/10496491.2021.1955080
https://doi.org/10.1108/prr-11-2018-0031

22.

23.

24.

25.

26.

27.

28.

29.

30.

The Impact of Customer-Based Brand Equity and Health Motivation 695

Empirical Study of Teh Botol Sosro Product, on College
Student in Faculty Economicsand Business University of
Brawijaya Malang).

Zeithaml, V. A. (1988). Consumer Perceptions of Price,
Quality, and Value: A Means-End Model and Synthesis of
Evidence Author. In Source: Journal of Marketing (Vol. 52,
Issue 3).

Chieng, F. (2011). Customer-based brand equity: a literature
review. https://www.researchgate.net/publication/312661241
Moorman, C., &amp; Matulich, E. (1993). A Model of
Consumers’ Preventive Health Behaviors: The Role of Health
Motivation and. In Source: Journal of Consumer Research (Vol.
20, Issue 2).

Chrysochou, P., &amp; Grunert, K. G. (2014). Health-related
ad information and health motivation effects on product
evaluations. Journal of Business Research, 67(6),1209-1217.
https://doi.org/10.1016/j.jbusres.2013.05.001

Amin, N., Hafizi, A., &amp; Ali, H. (2021). PURCHASE
INTENTION AND PURCHASE DECISION MODEL: MULTI
CHANNEL MARKETING AND DISCOUNT ON
MEDCOM.ID ONLINE NEWS PORTAL. 2(3).
https://doi.org/10.31933/dijdbm.v213

Badir, M., &amp; Andjarwati, A. L. (2020). The Effect of E-
WOM, Ease of Use and Trust on Purchase Decisions (Study on
Tokopedia Application Users). Jurnal Minds: Manajemen Ide
Dan Inspirasi, 7(1), 39.
https://doi.org/10.24252/minds.v7i1.13715

Mustafa, S., &amp; Al-Abdallah, G. (2020). The evaluation of
traditional communication channels and its impact on purchase
decision. Management Science Letters, 10(7), 1521-1532.
https://doi.org/10.5267/;.msl.2019.12.014

Nugroho, M. A., Susilo, A. Z., Fajar, M. A., &amp; Rahmawati,
D. (2017). Exploratory Study of SMEs Technology Adoption
Readiness Factors. Procedia Computer Science, 124, 329-336.
https://doi.org/10.1016/j.procs.2017.12.162

Hair, J. F., Sarstedt, M., &amp; Ringle, C. M. (2019).
Rethinking some of the rethinking of partial least squares.
European Journal of Marketing, 53(4), 566584
https://doi.org/10.1108/EJM-10-2018-0665


https://www.researchgate.net/publication/312661241
https://doi.org/10.1016/j.jbusres.2013.05.001
https://doi.org/10.31933/dijdbm.v2i3
https://doi.org/10.24252/minds.v7i1.13715
https://doi.org/10.5267/j.msl.2019.12.014
https://doi.org/10.1016/j.procs.2017.12.162
https://doi.org/10.1108/EJM-10-2018-0665

696

31.

32.

33.

34.

35.

36.

37.

38.

D. A. Prawira and M. Zainal

Puspitayanti, F. D., Adu, A. A., &amp; Anakaka, D. L. (2022).
Impulsive Buying in Early Adulthood in Terms of Gender. In
Journal of Health and Behavioral Science (Vol. 4, Issue 4).
Desai, A. (2020). Impulse buying — demographic aspect.
Journal of Management Research and Analysis, 5(3), 236-238.
https://doi.org/10.18231/2394-2770.2018.0037

Supiyandi, A., Hastjarjo, S., &amp; Slamet, Y. (2022).
Influence of Brand Awareness, Brand Association, Perceived
Quality, and Brand Loyalty of Shopee on Consumers
Purchasing Decisions. In CommlIT Journal (Vol. 16, Issue 1).
Santoso, C. R., &amp; Cahyadi, T. E. (2014). Analyzing the
Impact of Brand Equity towards Purchase Intention in
Automotive Industry: A Case Study of ABC in Surabaya.
[iBuss Management (Vol. 2, Issue 2).

Roozy, E., Ali, M., &amp; Vazifehdust, H. (2014). EFFECT OF
BRAND EQUITY ON CONSUMER PURCHASE
INTENTION. Indian J.Sci.Res, 3(1), 408-413.

Chandra, C., &amp; Keni. (2019).

PENGARUH BRAND AWARENESS BRAND ASSOCIATI
ON_PERCEIV Jurnal Muara Ilmu Ekonomi Dan Bisnis, 3.
Loebnitz, N., &amp; Grunert, K. G. (2018). Impact of self-
health awareness and perceived product benefits on purchase
intentions for hedonic and utilitarian foods with nutrition
claims. Food Quality and Preference, 64, 221-231.

Ali, T., Alam, A., &amp; Ali, J. (2021). Factors Affecting
Consumers’ Purchase Behaviour for Health and Wellness Food
Products in an Emerging Market. Global Business Review,
22(1), 151-168. https://doi.org/10.1177/0972150918795368

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


https://doi.org/10.18231/2394-2770.2018.0037
http://creativecommons.org/licenses/by-nc/4.0/

	The Impact Of Customer-Based Brand Equity And Health Motivation Towards Purchase Decision: A CaseStudy OfLemonilo

