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Article Information  Abstract 

Submission date : 30 December 2024 Research aim :The purpose of this study was to determine the influence 

of brand equity, lifestyle, and product variation on purchasing decisions 

for Geoff Max shoes in Ngadisimo, Kediri City.  

Design/Method/Approach: The method used in this research is 

quantitative.Sampling technique using techniquenonprobability 

sampling. The sample taken in this study were consumers who bought 

and wore Geoff Max shoes totaling 40 people. This study used classical 

assumption analysis techniques, multiple linear regression and 

hypothesis testing (t-test and F-test). 

Research Findings :The results of the t-test study showed that the 

variables of brand equity, lifestyle, and product variation partially had 

a significant effect on purchasing decisions. Based on the results of the 

F test, it is known that the variables of brand equity, lifestyle, and 

product variation simultaneously have a significant effect on purchasing 

decisions. 

Theoretical contribution/Originality :This research brings together key 

concepts in marketing (brand equity, lifestyle, and product variety) and 

provides new insights into how these three factors interact to shape 

consumer purchasing decisions, particularly in the context of a local 

brand such as Geoff Max.   

Practitionel/Policy implications :This research provides Geoff Max 

company with strategic guidance that can be applied immediately to 

strengthen the brand's position in the market. Strengthening brand 

equity, adjusting to consumer lifestyles, increasing product variety, will 

support purchasing decisions. By continuing to innovate and adjust 

products and marketing to the needs of Geoff Max can increase 

competitiveness and achieve company goals. 

Research limitations:Because in this study it is proven that there are still 

other variables such as price, product quality, consumer satisfaction, 

and others that influence purchasing decisions, this can be used as 

material for conducting similar further research in order to obtain better 

results. 

Keywords :brand equity, lifestyle, product variety and purchasing 

decisions 
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1. Introduction 

The development of fashion today is very rapid, considering the increasingly modern 

era along with the digital transformation. This can affect the pace of development of the 

fashion world. Digitalization creates several benefits in the fashion industry such as easy 

branding and developing fashion businesses with sophisticated technology in terms of 

product marketing. By utilizing technology, product marketing is required to be innovative 

and creative, by consistently producing creative content to add more value to their business, 

adding value in terms of marketing through digital creative content can attract the interest 

of outsiders to get to know fashion products in Indonesia, especially in small and medium 

businesses. In today's era, it is very easy to build a fashion business by utilizing existing 

technology. This can also be marked by the many local brands that are starting to emerge. 

One of them is Geoff Max. Geoff Max is a brand from Bandung. 

Geoff Max is one of the famous local brands originating from the city of Bandung and 

operating in the fashion industry which was founded in 2012. The beginning of the 

emergence of the Geoff Max brand was marked by the production of local sneakers using 

the concept of skateboard shoes.[1]. The Covid-19 pandemic in recent times has had an 

impact on consumer habits and attitudes when shopping, most of them make purchases 

online. In the online newspaper Suara Media in May 2020, it was explained that data from 

the Ministry of Communication and Information of the Republic of Indonesia showed that 

internet users in Indonesia during the pandemic increased by 40 percent. The number of 

internet users in Indonesia in 2018-2022 is as follows: 

 

Figure 1.1 Internet Users in Indonesia 2018-2022 

Source :https://databoks.katadata.co.id/  

 

This certainly has its own benefits for fashion business actors. There is a change in 

attitude where consumers prefer to shop online, business people can make sales through e-

commerce or others. 

 

https://databoks.katadata.co.id/
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Figure 1.2. Fashion Trends in Indonesia 2023 

Source :https://trends.google.co.id/trends/ 

 

From figure 1.2, according to Google Trends, fashion search results on search engines 

in Indonesia remain consistently at quite high numbers. Fashion is an item that is widely 

sought after by consumers. The numbers represent search interest based on the highest 

points on the diagram for a particular region and time. A value of 100 indicates that the term 

is at its peak popularity. A value of 50 indicates that the term is half its popularity. A value 

of 0 indicates that there is not enough data available for the term. The large number of 

searches conducted by consumers shows that the world of fashion is something that is 

widely sought after by the public today. 

Brands with high equity tend to be more trusted, better known, and more preferred 

by consumers. This encourages consumers to choose products from that brand, even 

though the price may be higher than competitors. Components such as brand awareness, 

perceived quality, positive associations, and consumer loyalty play an important role in 

shaping purchasing decisions. Consumers tend to choose products that reflect their values, 

interests, and lifestyles. The more a product fits a consumer's lifestyle, the more likely it 

is to be purchased. Therefore, understanding the lifestyle of the target market is very 

important for companies in developing effective marketing strategies. The more diverse 

the product choices offered, the greater the chance that consumers will find products that 

suit their needs, preferences, and lifestyles. This encourages purchasing interest, increases 

satisfaction, and strengthens consumer loyalty to a brand. Therefore, companies need to 

pay attention to developing product variations as a strategy to increase sales. Thus, brand 

equity, lifestyle, and product variations have a positive and significant relationship to 

purchasing decisions. Strong brand equity can increase consumer trust and loyalty to a 

brand. Lifestyle influences consumer preferences and needs, so products that fit lifestyles 

are more likely to be chosen. Meanwhile, product variations provide consumers with more 

choices, which can increase interest and purchase opportunities. These three factors 

together can encourage consumers to make purchasing decisions more quickly and 

confidently. 

https://trends.google.co.id/trends/
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Seeing this phenomenon, the development of the fashion world is inseparable from 

the increasingly tight competition. Consumers have two choices, namely choosing foreign 

products or local or domestic products. But unfortunately, many consumers' purchasing 

decisions still prefer to buy foreign products rather than local products. According 

to[2]Purchasing decisions are part of consumer behavior, namely individuals, groups and 

organizations to choose, buy, use and how goods, services, ideas or experiences to satisfy 

needs and desires. The more choices of products sold, the freer consumers can choose 

products that match their expectations. In the online newspaper Suara CNBC Indonesia in 

March 2018, Ali (Chairman of the Indonesian Fashion Chamber) said that "60% of 

Indonesian consumers prefer to buy various foreign products rather than made in Indonesia, 

60% of consumers still pursue foreign brands because I admit their quality is good and 

affordable. Garment companies in Indonesia are also still working on foreign products 

because they sell better in the market, this is what makes it difficult for us to become the 

center of world fashion," explained Ali when chatting with CNBC Indonesia at The Ice 

Palace, Lotte Shopping Avenue, Kuningan, Jakarta, Monday (3/26/2018). While Indonesia 

is still not strong enough to compete, especially in terms of quality and price. Many local 

products are of good quality but the prices are less affordable. 

Consumers ihave iseveral iconsiderations iwhen ithey iwant ito ibuy, isuch ias ibrand iequity,  

ilifestyle, iand iproduct ivariety. iBrand iequity iis ia ivalue iowned iby ia ibrand ithat ican iinfluence 

iconsumer iresponses, iwhether iit icomes ifrom ithe ibrand iname ior ithe ibrand isymbol.[3]. iLifestyle iis 

ibroadly idefined ias ia iway iof iliving ithat iis iidentified iby ihow ipeople ispend itheir itime i(activities), 

iwhat ithey iconsider iimportant iin itheir ienvironment i(interests), iand iwhat ithey ithink iabout  

ithemselves iand ithe iworld iaround ithem i(opinions).[4]. iProduct ivariation iis ia icompany istrategy 

iby iincreasing ithe idiversity iof iits iproducts iwith ithe iaim ithat iconsumers iget ithe iproducts ithey iwant  

iand ineed. iProduct ivariation iis isomething ithat imust ibe iconsidered iby icompanies ito iimprove 

iproduct iperformance. iIf ithe iproduct iis inot idiverse, ithen ithe iproduct iwill icertainly ilose iout ito iother 

iproducts.[5]. 

Previous iresearch isuch ias  iresearch iby[6]states ithat ibrand iequity iinfluences ipurchasing 

idecisions, ifor iresearch iconducted iby[7]which istates ithat ilifestyle iinfluences ipurchasing 

idecisions. iHowever, iin iresearch iby[4]stated ithat ilifestyle idoes inot iinfluence ipurchasing 

idecisions, ifor iresearch iby[8]which istates ithat iproduct ivariation iinfluences ipurchasing 

idecisions, iwhile iresearch iconducted iby[9]stated ithat ibrand iequity, ilifestyle, iand iproduct ivariety 

iinfluence ipurchasing idecisions. 

Based ion ithe iphenomena iand igap iresearch ithat ihave ibeen ipresented iby ithe iresearcher,  

inamely iabout ibrand iequity, ilifestyle, iand iproduct ivariation ion ipurchasing idecisions, ithe iauthor iis 

iinterested iin iconducting iresearch iwith ithe ititle i"The iInfluence iof iBrand iEquity, iLifestyle, iand 

iProduct iVariation ion iPurchase iDecisions ifor iGeoff iMax iShoes iin iNgadisimo, iKediri iCity" 
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1.1. Statement iof iProblem 

Based ion ithis ibackground, ia iresearch iquestion iis iformulated ias ifollows: 

1. Is ithere ia isignificant iinfluence iof ibrand iequity ion ithe ipurchasing idecision iof iGeoff iMax 

ishoes iin iNgadisimo, iKediri iCity? 

2. Is ithere ia isignificant iinfluence iof ilifestyle ion ithe idecision ito ipurchase iGeoff iMax ishoes 

iin iNgadisimo, iKediri iCity? 

3. Is ithere ia isignificant iinfluence iof iproduct ivariation ion ipurchasing idecisions ifor iGeoff 

iMax ishoes iin iNgadisimo, iKediri iCity? 

4. Is ithere ia isignificant iinfluence iof ibrand iequity, ilifestyle iand iproduct ivariety ion ithe 

ipurchasing idecision iof iGeoff iMax  ishoes iin iNgadisimo, iKediri iCity? 

 

1.2. Research iObjectives 

Based ion ithe iformulation iof ithe iproblem, ithe iobjectives iof ithis iresearch iare: 

1. To ianalyze ithe isignificant iinfluence iof ibrand iequity ion ipurchasing idecisions ifor iGeoff 

iMax iShoes iin iNgadisimo, iKediri iCity. 

2. To ianalyze ithe isignificant iinfluence iof ilifestyle ion ipurchasing idecisions ifor iGeoff iMax 

ishoes iin iNgadisimo, iKediri iCity. 

3. To ianalyze ithe isignificant iinfluence iof iproduct ivariations ion ipurchasing idecisions ifor 

iGeoff iMax ishoes iin iNgadisimo, iKediri iCity. 

4. To ianalyze ithe isignificant iinfluence iof ibrand iequity, ilifestyle iand iproduct ivariation ion 

ipurchasing idecisions ifor iGeoff iMax ishoes iin iNgadisimo, iKediri iCity. 

 

2. iMethod 

The iresearch itechnique iuses icasual itechniques, icausal irelationship itechniques, iso ithat iit ican 

ibe iknown iwhich ivariables iinfluence iwhich ivariables iare iinfluenced. iThe ipopulation ithat iwill ibe 

iselected iin ithis istudy iare iconsumers iwho ibuy i iGeoff iMax iShoes iIn iNgadisimo iKediri iCity. iThe 

isampling itechnique iused iin ithis istudy iuses ia inon-probability isampling itechnique.[10]The 

ianalysis iused iis imultivariate iwith icorrelation ior imultiple iregression, iso ithe inumber iof isample 

imembers iis itaken i10 itimes ithe inumber iof ivariables istudied, iso ithe isample itaken iin ithis istudy iis 

iconsumers iwho ibuy Geoff i Max iShoes iIn iNgadisimo iKediri iCitytotaling i40 ipeople. iIn ithis istudy,  

ithe iresearcher iused ia istructured iquestionnaire iusing ithe iLikert iScale.[10]The iLikert iscale iis iused 

ito imeasure ithe iattitudes, iopinions iand iperceptions iof ia iperson ior igroup iof ipeople iabout isocial 

iphenomena. iThe imeasurement iof ivalidity iand ireliability ithat iwill ibe iused iin ithis istudy iis iby iusing 

ithe iSPSS iversion i25 ianalysis itool. I 

 
 

a. Validity iTest 

Validity icalculations iare iassisted iby iusing ithe iSPSS iversion i25 iprogram. iBased ion ithe 

iresults iof ithe icalculation iof ithe iproduct imoment iperson icorrelation icoefficient iwith iSPSS, 

ithe iresults iare ilisted iin itable i3.1 ibelow: 

 

Table i3.1. iValidity iTest iof iResearch iInstruments 

Variables Item rhitung rtable Information 

Purchase 

iDecision i(Y) 

1 

2 

3 

4 

0.701 

0.738 

0.707 

0.847 

0.312 

0.312 

0.312 

0.312 

Valid 

Valid 

Valid 

Valid 
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Variables Item rhitung rtable Information 

5 

6 

7 

8 

0.790 

0.813 

0.891 

0.732 

0.312 

0.312 

0.312 

0.312 

Valid 

Valid 

Valid 

Valid 

Brand 

iequity(X1) 

1 

2 

3 

4 

5 

6 

7 

8 

0.823 

0.733 

0.767 

0.732 

0.719 

0.765 

0.672 

0.680 

0.312 

0.312 

0.312 

0.312 

0.312 

0.312 

0.312 

0.312 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Lifestyle(X2) 

1 

2 

3 

4 

5 

6 

0.826 

0.813 

0.831 

0.857 

0.876 

0.757 

0.312 

0.312 

0.312 

0.312 

0.312 

0.312 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Product 

ivariations 

i(X3) 

1 

2 

3 

4 

5 

6 

0.777 

0.786 

0.854 

0.726 

0.791 

0.828 

0.312 

0.312 

0.312 

0.312 

0.312 

0.312 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Source: iprocessed idata, 2024 

Based ion itable i3.1, iit ishows ithat ithe ilevel iof ivalidity iof ithe iinstrument iused iis iquite 

igood. iThe icalculated ir ivalueall istatement iitems iabove iare imore ithan irtable. iThus iall 

istatement iitems iin ithe iresearch iinstrument iare ideclared ivalid. 

 

b. Reliability iTest 
The icalculation iwas iassisted iby iusing ithe iSPSS iversion i25 iprogram. iBased ion ithe 

icalculation, ithe iresults iof ithe ireliability iof ithe iresearch iinstrument ican ibe iseen iin ithe 

ifollowing itable i2: 

Table i3.2. iReliability iof iResearch iInstruments 

Variables 
Cronbach's 

iAlpha 

Critical 

iAlpha 

Information 

Purchase iDecision i(Y) 0.903 0.6 Reliable 

Brand iequity(X1) 0.877 0.6 Reliable 

Lifestyle(X2) 0.904 0.6 Reliable 

Product iVariations i(X3) 0.879 0.6 Reliable 

Source: iprocessed idata, 2024 

Based ion itable i3.2, iit ishows ithat ithe iCronbach's iAlpha ivalue ifor iall ivariables iis i> i0.6, 

iso ithat iallvariables ican ibe isaid ito ibe ireliable. 
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Data ianalysis itechniques iuse iclassical iassumptions i(Normality iTest, iMulticollinearity iTest,  

iand iHeteroscedasticity iTest), imultiple ilinear iregression ianalysis, iR2 idetermination icoefficient, 

iand ihypothesis itesting i(t iTest iand iF iTest). 

 

3. iResults iand iDiscussion i/ iResults iand iDiscussion 

Respondent Description 

This respondent description is a process of describing respondents based on gender, 

age, and education. In the study, 40 respondents were obtained where this result was known 

from the number of questionnaire distribution results. 

Respondent Data Based on Gender 
The following is data from respondents who are consumers. iibuyiishoeii GeoffiiMax ii Inii 

Ngadisimoii CityiiKediri by gender: 

Table 3 Respondents' Gender 

No. Gender Frequency Percentage ( % ) 

1 Man 29 65.15 

2 Woman 11 34.85 

 Total 40 100 

 Source: Processed primary data, 2024 

From the results of table 3, it can be seen that the respondents were male, namely 

65.15% and female respondents, namely 34.85%. 

Respondent Data Based on Age 

The following is data from respondents who are consumers.iibuyiishoeii GeoffiiMax In 

iiNgadisimo iiCityiiKediriby age: 

Table 4 Respondents' Age Level 

No. Age Frequency Percentage ( % ) 

1 < 20 years 8 2.87 

2 20-30 years 21 55.71 

3 > 30 years 11 41.42 

 Total 40 100 

     Source: Processed primary data, 2024 

From the results of table 4, it can be shown that respondents aged <20 years are 

2.87% of the total respondents. Respondents aged between 20-30 years are 55.71% of 

respondents. Respondents > 30 years are 41.42% of all respondents. 

Respondent Data Based on Occupation 

The following is data from respondents who are consumers who buyiibuyiishoeii 

GeoffiiMax iiInii Ngadisimo iiCityiiKediribased on job: 

 

Table 5 Respondents' Employment Level 

No. Work Frequency Percentage ( % ) 

1 Student 7 13 

2 Student 18 49 

3 Employee 15 38 

 Total 40 100 

     Source: Processed primary data, 2024 
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From the results of table 5, it can be shown that student respondents are 13% of the total 

respondents. Student respondents are 49% of respondents. Employee respondents are 38% 

of all respondents. 

 

Data ianalysis 

a. Classical iAssumption iTest 

1. Normality iTest 

Based ion ithe inormality itest iusing ithe iSPSS iprogram, ithe ifollowing iimage iwas 

iobtained: 

 

 

 

 

 

 

 

 

 

 

 

Figure i3.1. iNormality iTest iResults 

Source: iSPSS iversion i25 ioutput 

 

From ifigure i3.1, iit ican ibe iseen ithat ithe idata iis ispread iaround ithe idiagonal iline iand 

ifollows ithe idirection iof ithe idiagonal iline. iThe ifact ito iprove ithat ithe iregression iproduct  

imeets ithe iassumption iof inormality, ibecause ithe idata ifrom ithe iresults iof irespondents' 

ianswers iabout ibrand iequity, ilifestyle, iproduct ivariations iand ipurchasing idecisions iare 

ispread ibetween ithe idiagonal ilines. 

 

2. Multicollinearity iTest 

Based ion ithe iresearch iresults ithat ihave ibeen ianalyzed iusing iSPSS, ithe 

ifollowing ivalues iwere iobtained: 

Table i3.3. iMulticollinearity iTest 
Coefficientsa 

Model 

Collinearity iStatistics 

Tolerance VIF 

1 (Constant)   
Brand iEquity .424 3,082 

Lifestyle .683 2,464 

Product iVariations .475 2,670 

a. iDependent iVariable: iPurchase iDecision 

Source: iSPSS iversion i25 ioutput 

 

From itable i3.3, iit ican ibe iseen ithat iin ithe iregression iproduct ithere iis ino 

imulticollinearity ior iperfect icorrelation ibetween ithe iindependent ivariables. iThe 

icriteria ifor ino imulticollinearity iare ithe iVIF ivalue iof ibrand iequity, ilifestyle, iand iproduct  

ivariation iis iless ithan i10 iand ithe itolerance ivalue iis igreater ithan i0.1. 
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3. Heteroscedasticity iTest 

Based ion ithe iclassical iassumption itest iusing ithe iSPSS iprogram, ithe ifollowing 

iimage iwas iobtained: 

 

 

 

 

 

 

 

 

 

 

 

 

Figure i3.2. iHeteroscedasticity iTest 

Source: iSPSS iversion i25 ioutput 

Based ion iFigure i3.2, iit iis iknown ithat ithere iis ino iclear ipattern, iand ithe ipoints iare 

ispread iabove iand ibelow ithe inumber i0 ion ithe iY iaxis, iso ithere iis ino iheteroscedasticity.  

iThis ican ibe iinterpreted ithat ithe idata ifrom ithe irespondents' ianswers iabout ibrand iequity,  

ilifestyle, iand iproduct ivariations ido inot ihave ithe isame istandard ideviation ior idata 

ideviation itowards ipurchasing idecisions. 

 

Y= ia i+ iX1 i+ iX2 i+ iX3 i+ ie 

Information 

Y = ivariablebuying idecision 

X1 = ivariablebrand iequity 

X2 = ivariablelifestyle 

X3 = ivariableproduct ivariations 

b1,b2,b3 = iRegression icoefficient 

e  = ierror 

  

After iconducting ia iclassical iassumption itest iand imultiple ilinear iregression 

iequation itest, ithe inext istep iis ito iconduct ia iresearch ihypothesis itest iwhich iaims ito 

idetermine iwhether ithe iindependent ivariable i(X) ihas ia isignificant ieffect  ion ithe 

idependent ivariable i(Y). 

 

b. Multiple iLinear iRegression iAnalysis 

The iresults iof ithe imultiple ilinear iregression ianalysis ican ibe iseen iin ithe ifollowing itable: 
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Table i3.4. iResults iof iMultiple iLinear iRegression iAnalysis 

 
Coefficientsa 

Model 

Unstandardized iCoefficients 

Standardized 

iCoefficients 

B Std. iError Beta 

1 (Constant) 1,551 3,796  
Brand iequity .265 .183 .253 

Lifestyle .347 .145 .288 

Product iVariations .588 .242 .394 

a. iDependent iVariable: iPurchase iDecision 

Source: iSPSS iversion i25 ioutput 

 

Based ion ithe icalculation iresults iin itable i3.4, ithe iregression iequation iis icompiled ias 

ifollows: 

Y i= i1.551 i+ i0.265 iX1 i+ i0.347 iX2 i+ i0.588 iX3 

It imeans i: 

a. a i= i1.551 : iifbrand iequity(X1), ilifestyle i(X2) iand iproduct ivariation i(X3) iare iassumed 

ito ihave ino iinfluence iat iall i(=0), iso ithe ipurchasing idecision iis i1.551. 

b. b1 i= i0.265 : imeaning iifbrand iequity(X1) iincreases iby i1 i(one) iunit iand ilifestyle i(X2) 

iand iproduct ivariation i(X3) iremain ithe isame, ithen ipurchasing idecisions iwill iincrease iby 

i0.265 iunits. 

c. b2 i= i0.347 : imeaning iiflifestyle(X2) iincreases iby i1 i(one) iunit, ibrand iequity i(X1) iand 

iproduct ivariation i(X3) iremain ithe isame, ithen ithe ipurchasing idecision iwill iincrease iby 

i0.347 iunits. 

d. b3 i= i0.588: ithis imeans ithat iif iproduct ivariation i(X3) iincreases iby i1 i(one) iunit, ibrand 

iequity i(X1) iand ilifestyle i(X2) iremain ithe isame, ithen ipurchasing idecisions iwill iincrease 

iby i0.588 iunits. 

c. Coefficient iof iDetermination 

The icoefficient iof idetermination iis iused ito idetermine ihow imuch iinfluence ithe 

iindependent ivariable ihas  ion ithe idependent ivariable. iThe ivalue iof ithe icoefficient iof 

idetermination iis idetermined iby ithe iadjusted iR isquare ivalue ias iseen iin itable i5: 

 

 

Table i3.5.Determination iTest iResults 
Model iSummaryb 

Model R R iSquare 
Adjusted iR 

iSquare 

1 .803a .645 .616 

a. iPredictors: i(Constant), iProduct iVariation,Lifestyle,Brand 

iequity 

b. iDependent iVariable: iPurchase iDecision 

Source: iSPSS iversion i25 ioutput 

 

Based ion itable i3.5, iit iis iknown ithat ithe iadjusted iR isquare ivalue iis i0.616. iThis ishows 

ithat ithe imagnitude iof ithe iinfluence iof ibrand iequity, ilifestyle, iand iproduct ivariations ion 
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ipurchasing idecisions iis i62%, imeaning ithat ithere iare istill iother ivariables ithat iinfluence 

ipurchasing idecisions iby i38%, ibut ithese ivariables iwere inot iexamined iin ithis istudy, ibecause 

ithey ihave ibeen iadjusted ito ithe inumber iof iindependent ivariables. 

 

d. Hypothesis iTesting 

1) t-test i(Partial/individual iinfluence itest) 

Based ion ithe iresults iof ithe it-test ithat ihas ibeen icarried iout, ithe ifollowing ivalues iwere 

iobtained: 

Table i3.6. it-Test iResults 
Coefficientsa 

Model t Sig. 

1 (Constant) .408 .685 

Brand iequity 2,450 .006 

Lifestyle 2.394 .002 

Product iVariations 2.432 .000 

a. iDependent iVariable: iPurchase iDecision 

Source: iSPSS iversion i25 ioutput 

 

Based ion ithe icalculations iin itable i3.6, iit iis iknown ithat: 

a. The ibrand iequity ivariable iobtained ia isignificance ivalue iof i0.006 i< i0.05 iand ia itcount 

ivalue iof i2.450 iwhile ithe ittable iwas i1.683 iwhich imeans ithat itcount i> ittable iso ithat iit 

imeans ithat iH0 i(it iis isuspected ithat ibrand iequity idoes inot iaffect ipurchasing idecisions) 

iis irejected iand iH1 i(it iis isuspected ithat ibrand iequity iaffects ipurchasing idecisions) iis 

iaccepted. iThus, iit iis iproven ithat ibrand iequity i(X1) ipartially ior iindividually ihas ia 

isignificant iinfluence ion ipurchasing idecisions i(Y). 

b. The ilifestyle ivariable iobtained ia isignificance ivalue iof i0.002 i< i0.05 iand ia itcount ivalue 

iof i2.394 iwhile ithe ittable iwas i1.683 iwhich imeans ithat itcount i> ittable iso ithat iit imeans 

ithat iH0 i(it iis isuspected ithat ilifestyle idoes inot iaffect ipurchasing idecisions) iis irejected 

iand iH2 i(it iis isuspected ithat ilifestyle iaffects ipurchasing idecisions) iis iaccepted. iThus iit 

iis iproven ithat ilifestyle i(X2) ipartially ior iindividually ihas ia isignificant iinfluence ion 

ipurchasing idecisions i(Y). 

c. The iproduct ivariation ivariable iobtained ia isignificance ivalue iof i0.000 i< i0.05 iand ia 

itcount ivalue iof i2.432 iwhile ithe ittable iwas i1.683 iwhich imeans ithat itcount i> ittable iso 

ithat iit imeans ithat iH0 i(it iis isuspected ithat iproduct ivariation idoes inot iaffect ipurchasing 

idecisions) iis irejected iand iH3 i(it iis isuspected ithat iproduct ivariation iaffects ipurchasing 

idecisions) iis iaccepted. iThus, iit iis iproven ithat iproduct ivariation i(X3) ipartially ior 

iindividually ihas ia isignificant iinfluence ion ipurchasing idecisions i(Y). 

 

b. F itest i(simultaneous iinfluence itest) 

Based ion ithe iresults iof ithe iF itest ithat ihas ibeen icarried iout, ithe ifollowing ivalues iwere 

iobtained: 
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Table i3.7. iF iTest iResults 
ANOVA 

Model Sum iof iSquares df Mean iSquare F Sig. 

1 Regression 774,396 3 258,132 21,834 .000b 

Residual 425,604 36 11,822   
Total 1200.000 39    

a. iDependent iVariable: iPurchase iDecision 

b. iPredictors: i(Constant), iProduct iVariation,Lifestyle,Brand iequity 

Source: iSPSS iversion i25 ioutput 

 

From ithe icalculation iof itable i3.7, iit iis iknown ithat ithe isig. ivalue iis i0.000 i< i0.05 iand 

iFcount iis i21.834 i> iFtable iof i2.606, iwhich imeans ithat iH0 i(it iis isuspected ithat ibrand iequity,  

ilifestyle, iand iproduct ivariation ido inot iaffect ipurchasing idecisions) iis irejected iand iH4 i(it 

iis isuspected ithat ibrand iequity, ilifestyle, iand iproduct ivariation iaffect ipurchasing 

idecisions) iis iaccepted. iSo iit iis iproven ithat isimultaneously ibrand iequity i(X1), ilifestyle 

i(X2), iand iproduct ivariation i(X3) ihave ia isignificant ieffect ion ipurchasing idecisions i(Y). 

 

 

5. DISCUSSION 

From ithe itest iresults iconducted iby ithe iresearcher, iit iwas ifound ithat ithe ithree ivariables 

ihave ia isignificant iinfluence ion ipurchasing idecisions. iThe iexplanation iof ieach ivariable iwill ibe 

iexplained ias ifollows: 

 

a. The iInfluence iof iBrand iEquity iVariable iPartially ion ithe iPurchase iDecision iof iGeoff 

iMax iShoes iin iNgadisimo, iKediri iCity 

The ibrand iequity ivariable i(X1) ipartially ihas ia isignificant ieffect ion ipurchasing 

idecisions i(Y). iBecause ithe iresults iof ithe istatistical itest iin itable i3.6 ishow ithat ithe ibrand 

iequity ivariable iobtained ia isignificance ivalue iof i0.006 i<0.05 iand ia it-count ivalue iof i2.450 

iwhile ithe it-table iis i1.683 iwhich imeans ithat it-count> it-table iso ithat iit imeans ithat iH0 iis 

irejected iand iH1 iis iaccepted. iThus, iit iis iproven ithat ibrand iequity i(X1) ipartially ior 

iindividually ihas ia isignificant ieffect ion ipurchasing idecisions i(Y). iThis imeans ithat ibrands 

iwith istrong iequity iare iable ito icreate isales ivalue iand iincrease icompetitiveness iin ithe 

imarket. iThis istudy isupports iresearch iconducted iby[6]which istates ithat ibrand iequity ihas ia 

isignificant iinfluence ion ipurchasing idecisions. 

In iaddition, ithis iresearch iis ialso iin iaccordance iwith ithe itheory iput iforward iby[3], 

iBrand iequity iis ithe ivalue iowned iby ia ibrand ior ibrand ithat ican iinfluence iconsumer iresponse 

iwhether iit icomes ifrom ithe ibrand iname ior ithe ibrand isymbol. Brands with high equity tend 

to be more trusted, better known, and more preferred by consumers. This encourages 

consumers to choose products from that brand, even though the price may be higher 

than competitors. Components such as brand awareness, perceived quality, positive 

associations, and consumer loyalty play an important role in shaping purchasing 

decisions. 

Based ion ithe iresults iof iresearch iand iexpert itheories, istrong ibrand iequity iplays ia 

imajor irole iin iinfluencing ithe ipurchasing idecision iof iGeoff iMax ishoes iin iNgadisimo, 

iKediri iCity. iBrand iawareness, iperceived iquality, iand ibrand iloyalty iare ithe imain idrivers 

ithat imake iconsumers itrust, ichoose, iand irecommend iGeoff iMax iproducts. iTherefore,  
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iGeoff iMax  imust icontinue ito istrengthen ibrand iequity ithrough iproduct iinnovation, icreative 

imarketing istrategies, iand icloser iinteraction iwith ithe icustomer icommunity. 

 

b. The iInfluence iof iLifestyle iVariables iPartially ion ithe iPurchase iDecision iof iGeoff iMax 

iShoes iin iNgadisimo, iKediri iCity 

The ilifestyle ivariable i(X2) ipartially ihas ia isignificant ieffect ion ipurchasing 

idecisions i(Y). iBecause ithe iresults iof ithe istatistical itest iin itable i3.6 ishow ithat ithe ilifestyle 

ivariable iobtains ia isignificance ivalue iof i0.002 i<0.05 iand ia itcount ivalue iof i2.394 iwhile ithe 

ittable iis i1.683 iwhich imeans ithat itcount> ittable iso ithat iit imeans ithat iH0 iis irejected iand iH2 iis 

iaccepted. iThus, iit iis iproven ithat ilifestyle i(X2) ipartially ior iindividually ihas ia isignificant  

ieffect ion ipurchasing idecisions i(Y). iThis imeans ithat ithe ilifestyle iof iyoung iurbanites, ilocal 

iproduct ilovers, iand icreative iindividuals iencourages  ithem ito ichoose iGeoff iMax  ias ipart iof 

itheir iidentity iand iactivities. iThis istudy isupports iresearch iconducted iby[7]which istates ithat 

ilifestyle ihas ia isignificant iinfluence ion ipurchasing idecisions. 

In iaddition, ithis iresearch  iis ialso iin iaccordance iwith ithe itheory iput iforward 

iby[4]Lifestyle iis ibroadly idefined ias ia iway iof iliving ithat iis iidentified iby ihow ipeople ispend 

itheir itime i(activities), iwhat ithey iconsider iimportant iin itheir ienvironment i(interests), iand 

iwhat ithey ithink iabout ithemselves iand ithe iworld iaround ithem i(opinions). Consumers tend 

to choose products that reflect their values, interests, and way of life. The more a 

product fits a consumer's lifestyle, the more likely it is to be purchased. Therefore, 

understanding the lifestyle of the target market is essential for companies in 

developing effective marketing strategies. 

Based ion ithe iresults iof iresearch iand iexpert itheories, iGeoff iMax ineeds ito icontinue 

ito iadjust iproducts iand imarketing istrategies ito ibe irelevant ito ithe ilifestyles iof iits iconsumers,  

iespecially iin iNgadisimo, iKediri iCity, isuch ias iprioritizing iinnovative idesigns iand 

istrengthening ibrand iimages ithat isupport icreative icommunities. 

 

c. The iInfluence iof iProduct iVariation iVariables iPartially ion ithe iPurchase iDecision iof 

iGeoff iMax iShoes iin iNgadisimo, iKediri iCity 

The iproduct ivariation ivariable i(X3) ipartially ihas ia isignificant ieffect ion ipurchasing 

idecisions i(Y). iBecause ithe iresults iof ithe istatistical itest iin itable i3.6 ishow ithat ithe iproduct 

ivariation ivariable iobtains ia isignificance ivalue iof i0.002 i<0.05 iand ia it-count ivalue iof i2.432 

iwhile ithe it-table iis i1.683, iwhich imeans ithat it-count> it-table, iso ithat iit imeans ithat iH0 iis 

irejected iand iH3 iis iaccepted. iThus, iit iis iproven ithat iproduct ivariation i(X3) ipartially ior 

iindividually ihas ia isignificant ieffect ion ipurchasing idecisions i(Y). iThis imeans ithat iproduct 

ivariation irefers ito ithe ivariety iof ichoices ioffered iby ia ibrand iin iterms iof idesign, icolor, isize, 

ifeatures, iand imodels ito imeet idifferent iconsumer ipreferences. iThis istudy isupports 

iresearch iconducted iby[8]which istates ithat iproduct ivariation ihas ia isignificant iinfluence ion 

ipurchasing idecisions. 

In iaddition, ithis iresearch  iis ialso iin iaccordance iwith ithe itheory iput iforward 

iby[5]Product ivariation iis ia icompany istrategy iby iincreasing ithe idiversity iof iits iproducts 

iwith ithe iaim ithat iconsumers iget ithe iproducts ithey iwant iand ineed. iProduct ivariation iis 

isomething ithat imust ibe iconsidered iby icompanies ito iimprove iproduct iperformance. iIf ithe 

iproduct iis inot idiverse, ithen ithe iproduct iwill icertainly ilose iout ito iother iproducts. The more 

diverse the product choices offered, the greater the opportunity for consumers to find 

products that suit their needs, preferences, and lifestyles. This encourages purchasing 

interest, increases satisfaction, and strengthens consumer loyalty to a brand. 
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Therefore, companies need to pay attention to the development of product variety as 

a strategy to increase sales. 

Based ion ithe iresults iof iresearch iand iexpert itheories, iby iproviding ia ivariety iof 

ichoices ithat iare irelevant ito iconsumer ineeds iand ipreferences, iGeoff iMax ican iincrease 

ibrand iappeal, iexpand ithe imarket, iand ibuild icustomer iloyalty, iespecially iin iNgadisimo, 

iKediri iCity. iCompanies ineed ito icontinue ito iinnovate iin idesign iand iensure iproduct iquality 

ito iremain icompetitive iin ithe ifootwear iindustry. 

 

d. The iInfluence iof iBrand iEquity, iLifestyle, iand iProduct iVariation iVariables 

iSimultaneously ion iGeoff iMax iShoes iPurchasing iDecisions iin iNgadisimo, iKediri 

iCity 

Based ion itable i3.5, iit iis iknown ithat ithe iadjusted iR isquare ivalue iis i0.616. iThis ishows 

ithat ithe imagnitude iof ithe iinfluence iof ibrand iequity, ilifestyle, iand iproduct ivariation ion 

ipurchasing idecisions iis i62%, imeaning ithat ithere iare istill iother ivariables ithat iinfluence 

ipurchasing idecisions iby i38%, ibut ithese ivariables iwere inot iexamined iin ithis istudy,  ibecause 

ithey ihave ibeen iadjusted ito ithe inumber iof iindependent ivariables, iand iin itable i3.7, ibrand 

iequity i(X1), ilifestyle i(X2) iand iproduct ivariation i(X3) iobtained ia isignificance ivalue iof 

i0.000, ibecause ithe iprobability iof i0.000 i<0.05 iand iFcount iof i21.834> iFtable iof i2.606, ithen 

iH0 iis irejected iand iH4 iis iaccepted. iThis imeans ithat ibrand iequity i(X1), ilifestyle i(X2) iand 

iproduct ivariation i(X3) isimultaneously iinfluence ipurchasing idecisions. 

The iresults iof ithis istudy iare iin iaccordance iwith ithe iresults iof iresearch iconducted 

iby[6],[7],[8], iAnd[9]states ithat ibrand iequity i(X1), ilifestyle i(X2) iand iproduct ivariation 

i(X3) ihave ian ieffect ion ipurchasing idecisions. iBrand iequity, ilifestyle, iand iproduct ivariation 

ihave ia isignificant ieffect ion ipurchasing idecisions ifor iGeoff iMax ishoes. iThe icombination iof 

ithese ithree ifactors icreates ia iholistic iappeal ifor iconsumers, ifrom irational iaspects i(trust iand 

iquality) ito iemotional i(identity iand ilifestyle). iGeoff iMax  ineeds ito iintegrate ibrand iequity 

imanagement, ilifestyle-based istrategies, iand iproduct iinnovation ito icontinue ito istrengthen 

iconsumer ipurchasing idecisions iand imaintain icompetitive iadvantage iin ithe imarket 

Based ion ithe iresults iof iprevious iresearch iand istudies, ithen iby imaximizing ibrand 

iequity, iadjusting iproducts ito iconsumer ilifestyles, iand ioffering irelevant iproduct 

ivariations, iGeoff iMax ican istrengthen iits ipresence iin ithe imarket. iThis istrategic iapproach 

iallows iGeoff iMax ito inot ionly iincrease isales ibut ialso ibuild icustomer iloyalty iand imaintain 

iits icompetitiveness iin ithe ilong iterm. 

 

6. Conclusion 

This istudy ibasically ifocuses ion imarketing imanagement iissues, iespecially ito idetermine 

ihow imuch iinfluence ithe ivariables iof ibrand iequity, ilifestyle, iand iproduct ivariations ipartially ior 

isimultaneously ihave ia isignificant ieffect ion ithe idecision ito ipurchase iGeoff iMax  ishoes iin 

iNgadisimo, iKediri iCity. iBased ion ithe iresults iof ithe iresearch iand idata ianalysis ithat ihave ibeen 

icarried iout, iit ican ibe iconcluded ithat: 

a. There iis ia isignificant ipartial iinfluence iof ibrand iequity ion ithe idecision ito ipurchase iGeoff 

iMax ishoes iin iNgadisimo, iKediri iCity. 

b. There iis ia isignificant ipartial iinfluence iof ilifestyle ion ithe idecision ito ipurchase iGeoff iMax 

ishoes iin iNgadisimo, iKediri iCity. 

c. There iis ia isignificant ipartial iinfluence iof iproduct ivariation ion ithe ipurchasing idecision iof 

iGeoff iMax  ishoes iin iNgadisimo, iKediri iCity. 
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d. There iis ia isignificant iinfluence iof ibrand iequity, ilifestyle, iand iproduct ivariation 

isimultaneously ion ithe ipurchasing idecision iof iGeoff iMax  ishoes iin iNgadisimo, iKediri iCity. 

For iGeoff iMax ishoe icompany, iby ifocusing ion istrengthening ibrand iequity, iadjusting ito 

iconsumer ilifestyle, iand iinnovating iin iproduct ivariety, iGeoff iMax  ican imaintain iits icompetitive 

iadvantage iin ithe ilocal iand iglobal ishoe imarket. iThis istrategy ineeds ito ibe iintegrated iwith isuperior 

icustomer iservice, ia iseamless ishopping iexperience, iand iproduct iinnovation ithat icontinues ito ibe 

irelevant ito imarket ineeds. 

For ifurther iresearchers, ibecause iin ithis istudy iit iis iproven ithat ithere iare istill iother ivariables 

ithat iinfluence ipurchasing idecisions ibut iare inot idiscussed iin ithis istudy, ithis ican ibe iused ias 

imaterial ito iconduct ifurther isimilar iresearch iby iincluding iother ivariables ithat iare inot iyet iin ithis 

istudy isuch ias iprice ivariables, iproduct iquality, iand ipromotion iin iorder ito iobtain ibetter iresults. 
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