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Abstract 

The fashion industry is one of the sectors in the creative economy. In 2019, the 
Indonesian Ministry of Industry revealed that the clothing industry recorded the 
largest export value. Therefore, business activists are competing to create local 
fashion brands and take steps to create purchase intention. This study aims to 
determine the impact of brand image, brand personality, and brand awareness on 
purchase intention Local Fashion Brand “This Is April” in Malang City. This is 
explanatory research type with a quantitative approach. The samples are 160 
respondents. The sampling method is non-probability sampling with purposive 
sampling technique. The data collection method is questionnaire distributed online. 
This study used multiple linear regression analysis methods using IBM SPSS 
software. This study findings show that brand personality and brand awareness have 
a significant effect on purchase intention. Meanwhile, brand image has no effect on 
purchase intention. This study suggested that the company should maintain and 
increasing brand personality and brand awareness by, among others, following the 
fashion trends, project endorsement and collaboration with influencers to creat 
purchase intention. 
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1. INTRODUCTION 

The development of internet technology has made the shopping activities much 
more convenient. The online shopping is more user friendly in recent years (Lestari, 
2015). The internet as a new media is believed to become a fast medium to send 
information and affecting everyone to fulfill their needs and desires (Nia and Loisa, 
2019). One of which is shopping activities to support the appearance. 

Most women very interested in an attractive appearance. Women are very 
concerned about their appearance and spend a lot of money, time and effort to make 
better appearance (Zikra and Yusra, 2016). Cloth can support the appearance of 
women. It became an important points to assess the women attractiveness (Setyorini, 
2020) 

The Industry Ministry (Kemenprin, 2019) explained that national textile and 
textile product (TPT) industry recorded clothing industry as the largest export. The 
first 3 months of 2019 showed that apparel industry production grew by 29.19% on 
an annual basis. Indonesia manufacturer’s fashions use the data to create the local 
brands fashion for women. 

There are several local brands from Indonesia that have sprung up. “This Is 
April” is one of local fashion product brands with a website-based store for women's 
segment. The product categories offered are tops, bottoms, outerwear, jumpsuits & 
sets, bags, shoes, cosmetics and body series (This Is April, 2020). Top Brand Index 
Phase 2 in 2020 (Top Brand Award, 2020) showed five business fashion that goes 
into Top Brand for category of online fashion shop. “This Is April” brand has not yet 
received an award as a Top Brand in online shop fashion category. This makes “This 
Is April” lagging behind several other local brands. Therefore, the public purchase 
intention should be examined for “This Is April” product. 

Purchase intention is important as a process where consumers analyze their 
knowledge of product, compare the product with other similar products and make 
decisions about the purchased product (Raza et al. 2014). A person's decision to buy 
a product is affected by self-concept as the part of personal factors. Fashion can 
create a self-concept in relation with a person perception about himself (Bon, 2015). 

Consumer self - perception can be created by brand image. Several previous 
studies showed that brand image has a significant effect on purchase intention 
(Ristanto, 2016; Agmeka et al., 2019; Apriani 2019). Adversely, other studies showed 
brand image did not have a significant effect on purchase intention (Li, 2017). 

Companies can also pay attention and giving human personality elements into 
company's brand. The consumer usually believes in brand personality that suits with 
him when difficult to assess the features of product (Vahdati and Nejad, 2016). 
Several previous studies showed that brand personality has a significant effect on 
purchase intention (Fadhillah and Rosita, 2015; Ristanto, 2016). Adversely, other 
studies have showed that brand personality did not have a significant effect on 
purchase intention (Medinna and Hasbi 2020). 

Like brand image and brand personality, brand awareness also has an important 
role to purchase intentions consumers. The brand awareness facilitates the 
consumer’s ability to recognize and remember brands in different situations (Tariq et 
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al., 2017). Several previous studies showed that brand awareness has a significant 
effect on purchase intention (Ristanto, 2016; Eliasari and Sukaatmadja, 2017; Tariq 
et al., 2017). Based on this description, this study aims to examine the effect of Brand 
Image, Brand Personality, and Brand Awareness on Purchase Intention on Local 
Fashion Brand “This Is April” in Malang City. 

 

2. LITERATURE REVIEW 

2.1. Consumer Behavior 

Consumer behavior is a dynamic interaction of affective (feeling) and cognitive 
(thoughts) factors, behavior and environment where humans make exchange in their 
lives (Peter and Olson, 2010). Kotler and Keller (2016) defined consumer behavior as 
the study of how individuals, groups, and organizations choose, buy, use, and dispose 
the goods, services, ideas, or experiences to satisfy their needs and desires. 

When the amount of information reaches a certain level, consumers begin the 
process of assessment and evaluation, and make a purchase decision after 
comparison and assessment (Bhakar et al., 2013). Consumer buying behavior is 
guided by the final buying behavior of consumers, both individuals and households 
that buy goods and services for personal consumption. All of these final consumers 
combine to make up the consumer market (Kotler and Armstrong, 2012).  

Based on the previous statement, it can be concluded that consumer behavior 
is the actions of a person or group starts from choosing, using, disposing of goods 
and services to then compared and assessed. Thus, the results of the comparison 
and the assessment can produce purchasing decisions for the benefit of individuals 
and groups. Consumer behavior is affected by several factors below: 

1. Cultural factors 

These consist of sub-culture and social class. Sub-culture includes 
nationality, religion, race, group, and geographic area. Social class is a quite 
homogeneous and enduring department in a society and is hierarchically 
structured with participants who share the samevalues, interests, and 
behaviors. 

2. Social factors 

These consist of reference groups, family and roles and status. Reference 
groups influence members in at least three ways: (1) by exposing individuals 
to new behaviors and lifestyles, (2) influencing attitudes and self-concept, 
and (3) creating pressures that can influence product and brand choices. 
Family members play a very influential main reference group consisting of: 
(1) family of orientation which includes parents and siblings and (2) family of 
procreation which includes husband, wife, and children. A person has 
several groups such as family, association or organization. Roles consist of 
activities that a person is expected to perform, thereby conferring status. 
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3. Personal factors 

These consist of age and life cycle stage, occupation and economic 
circumstances, personality, and self-concept, as well as lifestyle and values. 
Everyone has different personal characteristics that can influence their 
purchasing behavior and decision. Personality is a set of human 
psychological traits that cause relatively consistent and long-lasting 
responses to environmental stimuli (including purchasing behavior). 
Consumers will choose a brand that suits their personality. Consumer 
decisions are also influenced by core values, namely in the form of a belief 
system that underlies attitudes and behavior. 

4. Psychological factors 

These consist of person's purchase choice which is affected by motivation, 
perception, learning and memory. Motivation can be described as a force 
that can control an individual to act. Perception is the process by which a 
person selects, organizes, and interprets input information to create a 
meaningful picture. Learning includes a person's behavior that arises from 
experience. And memory is divided into short-term memory where the 
information repository is temporary and limited and long-term memory where 
the information repository is more permanent and basically unlimited (Kotler 
and Keller 2016). 

 

2.2. Brand 

A brand is a name, term, sign, symbol, design, or a combination of them to 
identify the goods or services of one or group of sellers and to differentiate them from 
the competitor (Kotler and Keller, 2016). The brand definition is more than just a 
name, term, symbol, and so on (Shimp and Andrews, 2013). A brand is anything that 
a particular company offers to compare with other brands in a product category. The 
brand also makes the promise between the company and the consumer. It is a means 
of defining consumer expectations and reducing risk (Kotler and Keller, 2016).  

A brand distinguishes a company's goods or services from those of other 
competitors. Brands can ensure that buyers will get the same quality of goods or 
services if they buy again (Fadhillah and Rosita, 2015). Because of past experience 
in products and their marketing plans, consumers understand which brands meet their 
needs and which ones do not. Therefore, brands provide a shorthand device or 
means of simplification for their product decisions (Keller, 2013). In return for 
customer loyalty, the company promises to provide reliable and predictable positive 
experiences and expected benefits through its products and service (Kotler and 
Keller, 2016).  

Kotler and Keller (2016) revealed that branding elements consists of: 

1. Memorable, wich indicates how easy is it for consumers to remember and 
recognize brand elements and when is the right time for purchase or 
consumption.  
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2. Meaningful, which indicates how credible a brand element is. 

3. Likable, which indicates how attractive is the brand element from the 
aesthetic point of view. 

4. Transferable, which indicates how can brand elements introduce new 
products in the same or different categories. 

5. Adaptable, which indicates how easily the brand can adapt and can be 
updated. 

6. Protectable, which indicates how the brand is legally protected and 
competitive. When a brand name becomes synonymous with another brand, 
the makers must retain the rights to the trademark and not allow the brand 
to be generic. 

 
2.3. Purchase Intention 

Intention is an individual component referring to their desired behavior (Fishbein 
et al., 1977; Riptiono, 2017). It means that intention is also related to the possibility or 
probability of realizing a promise or intention (Keni et al., 2019). Purchase intention is 
a form of consumer behavior in response to objects that indicate the consumer's 
desire to make a purchase (Kotler and Keller, 2016). Psychology researches show 
that purchase intention is a prediction of actual purchase when there is a 
correspondence between the dimensions of action, target, context, and time (Keller, 
2013). Whenever consumers try to buy a product, they do related research and gain 
experience or information about the product. After gathering enough information, 
consumers will compare, rate, and rate the product (Wang, Cheng and Chu, 2012; 
Tariq et.al., 2017). 

The implementation of product purchase intentions depends on various factors 
such as consumer willingness and interest in the product, without social pressure on 
consumers from others and general understanding of acceptance (Vahdati and 
Nejad, 2016). It means that purchase intention is a response given by consumers who 
are influenced by various preferences and factors to make a purchase.  

Purchase intention can be identified through several indicators such as: 

a. Exploratory interest, that describes the behavior of consumer who has been 
looking for information about the product and the positive characteristics of 
the product. 

b. Referential interest, that describes the tendency of consumers to refer 
products to others. This refers to a consumer who already has a purchase 
intention will advise his closest people to make a purchase of the same 
product. 

c. Transactional interest, that describes a consumer's tendency to immediately 
buy or own a product. This refers to consumers who already have an interest 
in purchasing a certain desired product. 
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d. Preferential interest, that describes the behavior of a consumer who has a 
primary preference for the product. This preference can only be changed if 
something happens to the previous preference (Ferdinand, 2014). 

 

2.4.  Hypothesis Development 

2.4.1. Brand Image 

Brand Image is defined as beliefs, ideas, and impressions of a person to a brand 
(Kotler and Armstrong, 2012). In addition, brand image is a consumer’s concept; it 
means that most of subjective phenomena and perceptions are created by consumer 
interpretations, both reasoned and emotional (Dobni and Zinkhan, 1990; Li, 2017). 
Brand image is the overall cognition of the brand, it is formed based on certain 
information and the brand's past experience. Brand image is a collection of brand 
associations that are formed and deeply rooted in consumers' minds (Fadhillah and 
Rosita, 2015). Consumers are accustomed to using specific brand names. Have a 
consistent brand image (Rangkuti, 2004).  

Biel in Consuegra (2006) pointed out that three additional images can be used 
to describe the brand image; the image of the product/service provider or corporate; 
the user image; and the image of the product/service itself. Corporate image is a set 
of associations perceived by consumers to companies that make a product or service 
including popularity and credibility. The user image is a set of associations that 
perceived consumer to users who have experience using a product or service include 
personality and lifestyle. Product image is a set of associations perceived by 
consumers to a product or service regarding the functional benefits of the product. 

 However, another opinion according to Keller (2013), a positive brand image 
can be created through: (1) Strength of Brand Associations that explains the deeper 
a person thinks about product information and relates it to existing brand knowledge, 
the stronger the resulting brand association, (2) Favorability of Brand Associations 
that explains the brand associations can be a factor or situation depending on the 
context and vary according to what consumers want to achieve in purchasing or 
consumption decisions, and (3) Uniqueness of Brand Associations that explains the 
marketers can make explicit unique distinctions through direct comparisons with 
competitors. A uniqueness can be based on attributes or benefits associated with the 
product. When the product has a certain uniqueness, it will create a strong association 
in the minds of consumers. Based on above description, the hypothesis can be stated 
below. 

H1: Brand Image (X1) has an effect on purchase intention (Y) for local fashion 
brand of “This Is April”. 
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2.4.2. Brand Personality 

Brand personality is a certain mix of human nature that can be attributed to a 
particular brand. Consumers often choose and use the brands personality that 
consistent with their own self-concept, even though the adjustment may be based on 
consumer's ideal self-concept or based on self-concept of others (Kotler and Keller, 
2009). Brand personality is very important for consumers and marketing. It can create 
procedures to distinguish between various brands and is the main determinant for 
consumer purchase intentions (Vahdati and Nejad 2016). 

The combination of brands and personality tend to become more impressive 
and better than brands without personality. Just like humans, brands can have various 
personalities such as being professional or being competent (Aaker, 2008). Jennifer 
Aaker stated that the dimensions of brand personality are divided into five, namely 
sincerity, excitement, competence, sophistication, and ruggedness (Kotler and Keller, 
2016). Sincerity describes an honesty, originality product, and cheerfulness. 
Exitement describes a unique character, full of enthusiasm, and high imagination in 
making differences and innovations. Competence describes product safety, 
convenience, ability to be reliable and trusted by consumers. Shopistication describes 
the characteristics of exclusiveness, prestige, and upper class. Ruggedness 
describes the brand characteristics that support the resistency and power of the 
brand. Based on above description, the hypothesis can be stated below. 

H2: Brand Personality (X2) affects the purchase intention (Y) for local fashion 
brand of “This Is April”. 

 

2.4.3. Brand Awareness 

Brand awareness is very important to determine the brand familiarity to the 
public. It needs a big effort and must be done continuously in order to get maximum 
brand awareness. Brand awareness is the issue that appears in customer's mind 
when thinking of a certain product categories and easiness to remember the name 
(Shimp and Andrews 2013). Brand awareness is at the lowest end of brand 
knowledge that parameter starts from the simple brand recognition to the cognitive 
thinking-based approach which is based on the detail information about the brand 
(Mandler, 1980; Tariq et.al., 2017) 

Keller (2013) also stated that brand awareness is power to track customer 
memory that reflects the customer's ability to recall or recognize a brand in different 
conditions. Consumers who have a high level of memory of brand can affect the 
purchase intention towards a brand. According to Yadin (2002) in Tariq et.al. (2017), 
the ability of a brand to reach the previously planned level of recognition is indeed a 
brand awareness; consumers can recognize the brand before purchasing. Brand 
awareness affects consumers' brand choices, consumers' purchase intention for the 
brands they know, and has an additional impact on brand quality considerations 
compared to consumers' understanding of the brand. (Macdonald and Sharp, 2000; 
Tariq et.al., 2017). The level of brand awareness will be explained below.  
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a. Top of mind is a brand that is first mentioned by consumers or the first that 
appears in the consumers’ mind. In other words, the brand is the main of the 
various brands that exist in the consumers’ mind. 

b. Brand recall is consumers’ ability to retrieve the brand from memory when 
given the product category. 

c. Brand recognition is a measurement of consumers’ brand awareness that 
measured by being given a brand cue. The questions asked are assisted by 
mentioning the characteristics of the brand's products. 

d. Unaware of brand is the lowest level in measuring brand awareness where 
consumers do not recognize the brand at all (Durianto et al., 2004). 

Based on above description, the hypothesis can be stated below: 

H3: Brand Awareness (X3) effects on the purchase intention (Y) for local 
fashion brand of “This Is April”. 

 
Based on previous explanation, the research concept framework is shown in 

Figure 1. 
 

  
 
 
 

  
  
 
 
 
 
  
  
 
 
 
 
 
 

Figure 1. Research Concept Framework 
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3. METHODOLOGY 

This is explanatory research type with a quantitative approach. The population 
is apparel women customers in Malang City. The samples are 160 respondents. The 
sampling method is non-probability sampling with purposive sampling technique, with 
following criteria: (1) women at least 18 years old, (2) women who know the local 
fashion brand of “This Is April”, and (3) women who have never bought products “This 
Is April”.  

The data collection method is questionnaire distributed online. The instrument 
test consists of: (1) validity test and (2) reliability test. The data analysis technique 
used multiple linear regressions with IBM SPSS software which previously tested the 
classical assumptions in form of: (1) normality test, (2) multicollinearity test, (3) 
heteroscedasticity test, and (4) linearity test. Hypothesis testing consists of goodness 
of fit test (F test) and partial significance test (t test). 

 
4. RESULT AND DISCUSSION 

4.1.  Validity Test 

Total 37 items are composed from 8 items of brand image, 13 items of brand 
personality, 8 items of brand awareness, and 8 items of purchase intention. There are 
2 items on brand awareness that are not valid and deleted. Therefore, there are 35 
items valid at with a calculated r value > r table. 

4.2.  Reliability Test 

The results of reliability test show that all variables have a Cronbach Alpha value 
> 0.60. The Cronbach Alpha of brand image is 0.835, brand personality is 0.899, 
brand awareness is 0.813, and purchase intention is 0.857. Therefore, all items are 
reliable. 

4.3.  Classic Assumption Test 

The results of classical assumption test show the data follows a normal 
distribution and assumption of normality is met and there is no multicollinearity 
problem. There is no heteroscedasticity and there is a linear relationship between 
each independent variable and dependent variable. 

4.4.  Multiple Linear Regression Analysis 

Multiple linear regression analysis aims to determine the direction of the 
relationship between the independent variable and the dependent variable is a 
positive or negative relationship. In addition, multiple linear regression analysis is also 
used to predict the value of the dependent variable by considering the value of the 
independent variable to increase or decrease (Ghozali, 2016). The results of multiple 
linear regression analysis are shown in Table 1 below: 
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Table 1. Multiple Linear Regression Test Results 

Variable 
Unstandardized 

Coefficients 
B Std. Error 

(Constant) 1.912 2.711 

Brand image (X1) -177 0.116 

Brand personality (X2) 0.276 0.074 

Brand awareness (X3) 0.754 0.111 

Source: Primary data processed, 2021 

Table 1 shows the test results of multiple linear regressions. Therefore, the 
regression equation can be written below. 

Y = a + b1 X1 + b2 X2 + b3 X3 + e 

Y = 1.912 - 0.177 X1 + 0.276 X2 + 0.754 X3 + e 

From these equations, it can be seen that: 

a. The constant value (a) of 1.912 indicates that without the influence of brand 
image (X1), brand personality (X2), and brand awareness (X3), the value of 
purchase intention (Y) is 1.912.  

b. The value of the brand image coefficient (X1) of -0.177 indicates a negative 
influence between brand image (X1) on purchase intention (Y). It means that 
every increase in the value of brand image (X1) will affect the decrease in 
the predicted value of purchase intention (Y). This shows that the higher the 
brand image (X1), the lower the purchase intention (Y). 

c. The value of the brand personality coefficient (X2) of 0.276 indicates a 
positive influence between brand personality (X2) on purchase intention (Y). 
It means that every increase in the value of brand personality (X2) will have 
an effect on increasing the predicted value of purchase intention (Y). This 
shows that the higher the brand personality (X2), the higher the purchase 
intention (Y). 

d. The value of the brand awareness coefficient (X3) of 0.754 indicates a 
positive influence between brand awareness (X3) on purchase intention (Y). 
It means that every increase in the value of brand awareness (X3) will have 
an effect on increasing the predictive value of purchase intention (Y). This 
shows that the higher the brand awareness (X3), the higher the purchase 
intention (Y). 

 
4.5.  Goodness of Fit Test (F Test) 

The goodness of fit test was conducted to measure the accuracy of the sample 
regression function in estimating the actual value statistically. The goodness of fit 
model can be measured from the F statistic value. If the P-value <0.05 indicates that 
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the F test is significant, so the model is feasible to be used in research (Ghozali, 
2016). The Goodness of Fit test (F test) is shown in Table 2. 

Table 2. Results of F Test Model 

Model 
Sum of 
Squares 

df Mean 
Square 

F Sig. 

Regression 

Residual 

Total 

2266,164 3 755,388 51,528 .000 b 

2286,936 156 14,660     

4553,100 159       

Source: Primary data processed, 2021 

Table 2 shows that F arithmetic > F table (51.528 > 2.663) and a significance value of 
0.000 < 0.050. It means that the model has significant results and is suitable to use in 
this study. 

 

4.6.  Determination Coefficient (R square) 

The determination coefficient is shown in Table 3. 

Table 3. Results of Coefficient of Determination 

Model R R Square 
Adjusted R 

Square 

1 0.705 0.498 0.488 

    Source: Primary data processed, 2021 

Table 3 shows that R square value is 0.498. This means that purchase intention 
variable (Y) can be explained by brand image (X1), brand personality (X2), and brand 
awareness (X3) variables at 49.8%, while the remaining 50.2% is explained by other 
variables outside the model. 

 

4.7.  Partial Test (t Test) 

The t-test is needed to test the hypothesis proposed in this study. The test 
results are shown in Table 4. 

Table 4. t Test Results 

Variable t count t table Sig. Note: 

Brand Image (X1) -1.533 1,975 0.127 Insignificant 

Brand Personality (X2) 3,746 1,975 0.000 Significant 

Brand Awareness (X3) 6,803 1,975 0.000 Significant 

   Source: Primary data processed, 2021 
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Based on Table 4, the following results are obtained: 
a. The partial test between the brand image variable (X1) and the purchase 

intention variable (Y) obtained a t count value of 1.533 < ttable 1.975 or 
a significance value of 0.127 > = 0.05, so it can be seen that this test 
proves that H0 is accepted and H1 is rejected. That is, there is no 
significant effect between the brand image variable (X1) on the purchase 
intention variable (Y). 

b. The partial test between the brand personality variable (X2) and the 
purchase intention variable (Y) obtained a t count value of 3.746 > ttable 
1.975 or a significance value of 0.000 < = 0.05, so it can be seen that this 
test proves that H0 is rejected and H1 is accepted. That is, there is a 
significant influence between the brand personality variable (X2) on the 
purchase intention variable (Y). 

c. The partial test between the brand awareness variable (X3) and the 
purchase intention variable (Y) obtained a t count value of 6.803 > ttable 
1.975 or a significance value of 0.000 < = 0.05, so it can be seen that this 
test proves that H0 is rejected and H1 is accepted. That is, there is a 
significant influence between the brand awareness variable (X3) on the 
purchase intention variable (Y). 
 

4.8.  Discussion 

4.8.1. Effect of Brand Image on Purchase Intention 

This study results indicate that brand image variable has insignificant effect on 
purchase intention. This study results consistent with Li (2017), but inconsistent with 
Ristanto (2016); Agmeka, et al. (2019); Apriani (2019). This study is also unable to 
confirm the brand image theory proposed by Keller (2013) that to achieve a positive 
brand image, it needs to pay attention to: (1) Strength of Brand Associations, (2) 
Favorability of Brand Associations and (3) Uniqueness of Brand Associations.  

There are many studies that have been conducted to determine the brand image 
variables that affect purchase intention. Ariely and Levav (2000) in Ahdiany (2020) 
argue that in front of other people, consumer choices are different from what they will 
make themselves. This shows that consumers think that the acquisition of a better 
image can be achieved through the acquisition and use of products and brands 
(Ahdiany, 2021). The good brand image will be perceived as good product by 
consumers and will attract purchase interest, and vice versa. This study shows that 
brand image of “This Is April” has no significant effect on purchase intention. These 
results indicate that although “This Is April” has a good brand image, it cannot make 
consumers interested to buy the brand fashion. 
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4.8.2. Effect of Brand Personality on Purchase Intention 

This study results indicate that brand personality variable has a significant effect 
on purchase intention. This study results consistent with Fadhillah and Rosita (2015) 
and Ristanto (2016), but inconsistent with Medinna and Hasbi (2020). This study 
results also supports the theory that creating a brand personality factors should 
concern to close relationship between brand personality and consumer personality 
(Vahdati and Nejad 2016). The average consumer perceives the brand personality of 
This Is April as very good and can be considered in alternative brand selection. The 
results of this study also explain that the higher brand personality value can make 
higher the purchase intention. 

The consumers choose “This Is April” as a fashion product brand based on their 
personality matches with personality conveyed by “This Is April”. The respondents 
agreed that “This Is April” is a brand that gives joy. It means that “This Is April” has a 
unique character that is full of enthusiasm and high imagination to make difference 
and innovation. In addition, this study also explains that “This Is April” follow the 
current trends. Respondents also agreed that This Is April gives a message of 
confidence, elegance, and durable products. Self-confidence arises when the product 
used is in accordance with the personality of the consumer. This is in line with This Is 
April's value that every woman should feel comfortable and believe in their skin and 
themselves. Therefore, consumers who feel comfortable with a product can stimulate 
purchase intention. 

 

4.8.3. Effect of Brand Awareness on Purchase Intention 

This study results indicate that brand awareness has a significant effect on 
purchase intention. These results are consistent with Ristanto (2016); Tariq et al., 
(2017); Eliasari and Sukaatmadja (2017). Brand awareness needs to be considered 
by companies that have been operating for a long time or when companies are 
introducing new products and services, because brand awareness can influence 
purchase intention in a product and service. This study results confirm the brand 
awareness theory that brand awareness is a determinant in consumer brand 
selection, consumer purchase intentions towards a brands, and subsequently has an 
impact on quality considerations (Macdonald and Sharp, 2000; Tariq et al., 2017).  

This study results indicate that consumers often hear the “This Is April” brand 
as a fashion product. This brand gives consumers an alternative for consumers to 
choose. Although “This Is April” is not the first brand when customers want to choose 
fashion products, but consumers are aware that there is a “This Is April” brand that 
can be used as an alternative choice. In addition, This Is April also has product 
characteristics that consumers can easily remember, such as choosing neutral 
product colors and clothing models that are simple but also suitable for formal events. 
Therefore, brand awareness can stimulate purchase intention. 
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5. CONCLUSION  

Based on the discussion of the research results, the following conclusions are 
obtained:  

1. “This Is April” with a good brand image does not make consumers interested 
to make a purchase. 

2. Customers who have same personality with “This Is April” personality will 
have the intention to buy the brand. 

3. Although “This Is April” is not a top-of-mind brand as a fashion brand, 
consumers realize that “This Is April” can be used as an alternative choice 
when they want to buy fashion products. They can have purchase interest.  

 

5.1.  Managerial Implication 

Based on the discussion of the research results, the following managerial 
implications are obtained: 

1. “This Is April” needs to maintain and even improve its brand personality. “This 
Is April” still needs to keep up with emerging fashion trends, such as 
maintaining the use of pastel colors that can give a cheerful and youthful 
impression. In addition, “This Is April” can also use ethnic motifs originating 
from Indonesia but designed in modern style to support “This Is April”. The 
Indonesian ethnicity touch will provide uniqueness and create originality for 
“This Is April”. 

2. “This Is April” still needs to increase brand awareness. “This Is April” must 
strive to make its brand at top-of-mind awareness level to create highest level 
of brand awareness. “This Is April” can do endorsement activities and 
collaborations with public figures and influencer to make many people more 
remember the “This Is April” brand. 

 

5.2.  Theoretical Implication 

This study results indicate that brand personality and brand awareness become 
accurate prediction of purchase intention. They have a significant effect on purchase 
intention. On other hand, brand image has a weak prediction on purchase intention 
because the brand image does not have a significant effect.  

This study results show that good brand image does not always affect 
consumers' purchase intention in “This Is April” brand. Furthermore, brand personality 
contributes to create of purchase intention in “This Is April” brand. The personality of 
one brand has differences with other brands, as well as one's own personality. “This 
Is April” has an effort to maintain brand personality to become more impressive and 
better than brands without personality. 

The brand awareness is also important to note. The brand that mentioned more 
often can become the main choice when customers want to buy a product. It can 
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create high brand awareness. Therefore, “This Is April” as a fashion product brand 
needs to intensify its marketing activities to make consumers more aware. 
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