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ABSTRACT 

This study analyzes the influence of brand equity (brand awareness, brand association, perceived quality, 

brand loyalty) on purchase intention of Mills sports products in the Malaysian market. Using a quantitative 

approach with a survey of 100 respondents in Indonesia and Malaysia who are familiar with Mills products, 

multiple linear regression analysis with SPSS 27 was employed. The findings reveal that partially, brand 

awareness (t=2.019; sig.0.046) and brand loyalty (t=4.939; sig.0.000; β=0.425) have a significant positive 

effect on purchase intention, while brand association (t=1.822; sig.0.072) and perceived quality (t=1.076; 

sig.0.285) do not. Simultaneously, all four dimensions of brand equity significantly influence purchase 

intention (F=13.959; sig.0.000; Adj R²=34.4%). Brand loyalty emerges as the most dominant dimension. 

These findings confirm that brand loyalty and brand awareness should be prioritized in Mills' expansion 

strategy in the Malaysian market. 

Keywords: Brand Equity, Brand Awareness, Brand Loyalty, Purchase Intention, Malaysian Market. 

ABSTRAK 

Penelitian ini menganalisis pengaruh brand equity (brand awareness, brand association, perceived quality, 

brand loyalty) terhadap minat beli produk olahraga Mills di Malaysia. Pendekatan kuantitatif dengan survei 

terhadap 100 responden di Indonesia dan Malaysia yang mengetahui produk Mills. Analisis regresi linear 

berganda SPSS 27 menunjukkan bahwa secara parsial, brand awareness (t=2,019; sig.0,046) dan brand 

loyalty (t=4,939; sig.0,000; β=0,425) berpengaruh signifikan, sementara brand association (t=1,822; 

sig.0,072) dan perceived quality (t=1,076; sig.0,285) tidak. Secara simultan, keempat dimensi berpengaruh 

signifikan (F=13,959; sig.0,000; Adj R²=34,4%). Brand loyalty menjadi dimensi paling dominan. Temuan 

ini menegaskan pentingnya loyalitas dan kesadaran merek sebagai prioritas strategi ekspansi Mills di 

Malaysia. 

Kata Kunci: Brand Equity, Brand Awareness, Brand Loyalty, Minat Beli, Pasar Malaysia. 

  

INTRODUCTION 

The Malaysian sports market has 

experienced significant growth in recent 

years, driven by increasing health 

awareness, higher disposable income, 

and shifting active lifestyles among 

urban populations. In 2025, the 

Malaysian sportswear market reached 

approximately USD 24.8 billion and is 

projected to grow at 3.68% until 2034 

(Euromonitor International, 2026). 

Rising disposable income and improving 

consumer confidence have pushed the 

total market to MYR 10 billion with 8% 

growth in 2025. 

However, competition remains 

dominated by global brands. Nike and 

Adidas collectively hold 26% market 

share (13% each), followed by Skechers 

with 10% (Euromonitor International, 

2026). Malaysian consumers 

demonstrate strong loyalty to brands 

with robust brand equity, showing 

willingness to pay premium prices and 

engage in repeat purchases (Leong, 

2011). 

Amid this dominance, Mills, an 

Indonesian sports brand, seeks to expand 

into Malaysia. Mills provides badminton 

rackets, shoes, and accessories at 

affordable mid-range prices. However, 

Mills' brand equity still needs to be built 

from scratch in Malaysia, unlike its 

established position in Indonesia. Low 

brand awareness poses a major challenge 

in a market accustomed to global brands 
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like Yonex, Nike, and Adidas. Research 

by Ahmad & Ahmed (2013) shows that 

Muslim Malaysian consumers, who 

represent the majority population, are 

strongly influenced by brand equity in 

sportswear purchase decisions. 

Malaysian consumer behavior is 

increasingly selective. Young consumers 

not only consider price but also pay close 

attention to brand image, product 

quality, and lifestyle compatibility (Ilias 

et al., 2020). Sustainability and 

technological innovation have become 

key differentiating factors, with athlete-

centric engagement building brand 

credibility (Euromonitor International, 

2026). 

From an academic perspective, 

brand equity has become a strategic 

asset. Aaker (1991) defines brand equity 

as a set of assets and liabilities linked to 

a brand, its name, and its symbols that 

add to or subtract from the value 

provided by a product or service. Aaker's 

model with four dimensions—brand 

awareness, brand association, perceived 

quality, and brand loyalty—has been the 

dominant theoretical framework for over 

three decades. A comprehensive 

bibliometric review of 1,842 Scopus 

articles (1992-2022) confirms the 

profound influence of Aaker's work 

(Mikul & Mittal, 2023). 

In international trade, brand 

equity determines a company's ability to 

penetrate export markets. A systematic 

review of 77 articles (1995-2023) found 

that brand equity in the sports industry 

consistently correlates positively with 

business performance and consumer 

loyalty (Tandfonline, 2025). Without 

strong brand equity, even high-quality 

products struggle to gain trust in 

unfamiliar export markets. 

Although numerous studies have 

examined brand equity and purchase 

intention, a significant research gap 

exists in the context of regional brands 

competing in Malaysia. Most existing 

studies, such as those by Ahmad, Islam 

& Ahmed (2015) and Leong (2011), 

focus on dominant global brands like 

Nike, Adidas, and Puma. Fakhri (2021) 

examined brand equity in the Indonesian 

athletic footwear market, but no study 

has specifically investigated Mills in 

Malaysia. Leong (2011) explicitly 

recommends that future research on 

consumer loyalty and brand equity 

should include more factors such as 

price, promotion, and trust, and expand 

the scope to brands with different market 

positions. 

The urgency of this research is 

heightened by Mills' expansion strategy, 

which requires a deep understanding of 

which brand equity dimensions most 

influence local consumer purchase 

intention. Euromonitor (2026) predicts 

that local players in Malaysia will 

increasingly leverage national pride and 

cultural relevance to compete with 

global brands. As a foreign brand (from 

Indonesia), Mills cannot rely on such 

strategies and must build brand equity 

through quality, differentiation, and 

loyalty. 

 This study aims to examine the 

influence of brand awareness, brand 

association, perceived quality, and brand 

loyalty on purchase intention of Mills 

products in the Malaysian market, both 

partially and simultaneously. 

Theoretically, this research extends the 

application of Aaker's Model to the 

domain of international trade. 

Practically, the findings are expected to 

serve as strategic guidance for Mills 

management and as a policy reference 

for the Ministry of Trade and the 

National Export Development Agency 

(BPEN) in designing export brand 

strengthening programs. 

 

LITERATUR REVIEW 

International Trade Theory 
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 Intìernational tradìe ìenablìes 

countriìes to bìenìefit from spìecialization 

and cross-bordìer ìexchangìe. Adam Smith 

introducìed thìe concìept of absolutìe 

advantagìe, which was latìer rìefinìed by 

David Ricardo's comparativìe advantagìe 

thìeory, stating that tradìe rìemains 

bìenìeficial ìevìen without absolutìe 

advantagìe (Panìe ìet al., 2025; Purba, 

2023). 

 

Brand Equity 

Aakìer (1991) dìefinìes brand 

ìequity as a sìet of assìets and liabilitiìes 

linkìed to a brand, its namìe, and its 

symbols that add to or subtract from thìe 

valuìe providìed by a product or sìervicìe to 

a firm and its consumìers. Aakìer's modìel 

comprisìes four kìey dimìensions: Brand 

Awarìenìess, Thìe ability of potìential 

consumìers to rìecognizìe or rìecall a brand 

within a particular product catìegory. 

Brand Association, All consumìer 

mìemoriìes rìelatìed to a brand that carry 

mìeaning. Pìercìeivìed Quality, Consumìer 

assìessmìent of thìe ovìerall supìeriority or 

ìexcìellìencìe of a product rìelativìe to 

availablìe altìernativìes. Brand Loyalty: 

Consumìer attachmìent to a brand, 

ìencompassing rìepìeat purchasìe bìehavior, 

positivìe purchasìe intìentions, favorablìe 

word-of-mouth, and willingnìess to pay 

prìemium pricìes. 

 

Purchasìe Intìention 

Purchasìe intìention is thìe 

tìendìency of consumìers to makìe a 

purchasìe (Blackwìell ìet al., 2001). Kotlìer 

and Kìellìer (2016) statìe that purchasìe 

intìention ìemìergìes as a rìesponsìe to an 

objìect indicating a dìesirìe to purchasìe. 

Purchasìe intìention providìes an 

indication of thìe likìelihood of futurìe 

transactions. 

 

Consumìer Thìeory 

Consumìer bìehavior is influìencìed 

by cultural, social, pìersonal, and 

psychological factors (Kotlìer ìet al., 

2021). Undìerstanding thìesìe factors is 

ìessìential for formulating ìeffìectivìe 

markìeting stratìegiìes. 

 

Thìeorìetical Framìework and 

Hypothìesis Dìevìelopmìent 

1. Rìelationships Bìetwìeìen Brand 

Awarìenìess and Purchasìe Intìention 

 Brand awarìenìess sìervìes as thìe 

foundation of brand ìequity and plays a 

critical rolìe in thìe consumìer dìecision-

making procìess, as consumìers who arìe 

familiar with a brand arìe morìe likìely to 

considìer it during purchasìe dìecisions duìe 

to rìeducìed cognitivìe ìeffort and pìercìeivìed 

risk (Aakìer, 1991; Kìellìer, 1993). In th ìe 

sports product markìet, whìerìe consumìers 

oftìen rìely on familiar brands for 

pìerformancìe and rìeliability, high brand 

awarìenìess ìenablìes a brand to bìecomìe 

top-of-mind whìen consumìers think 

about a product catìegory, which dirìectly 

translatìes into highìer purchasìe intìention 

(Kotlìer ìet al., 2021). Empirical ìevidìencìe 

supports this positivìe rìelationship, as 

Abdul Hadi Bin A Halìem (2020) found 

that brand awarìenìess significantly 

influìencìes purchasìe intìention of 

sportswìear products in Klang Vallìey, 

Malaysia, whilìe Pìeggy & Muthohar 

(2024) dìemonstratìed that brand 

awarìenìess positivìely affìects consumìer 

purchasìe intìention across various 

product catìegoriìes. Basìed on this 

thìeorìetical foundation and ìempirical 

support, thìe following hypothìesis is 

proposìed: 

H1: Brand awarìenìess has a 

positivìe and significant ìeffìect on 

purchasìe intìention of Mills sports 

products in thìe Malaysian markìet. 

 

2. Rìelationship Bìetwìeìen Brand 

Association and Purchasìe Intìention 

Brand association rìefìers to all 

consumìer mìemoriìes and pìercìeptions 

rìelatìed to a brand that carry mìeaning and 
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diffìerìentiatìe it from compìetitors, 

including product attributìes, bìenìefits, 

usìer imagìery, and symbolic mìeanings 

that crìeatìe a distinct brand idìentity in 

consumìers' minds (Aakìer, 1991; Kìellìer, 

1993). In thìe sports industry, brand 

associations arìe oftìen built through 

ìendorsìemìents by profìessional athlìetìes, 

sponsorship of sports tìeams, and 

alignmìent with activìe lifìestylìes, crìeating 

ìemotional connìections that significantly 

influìencìe consumìer dìecision-making 

and purchasìe intìention (Aakìer, 1996). 

Prìevious rìesìearch has producìed mixìed 

rìesults, with Ahmad, Islam & Ahmìed 

(2015) finding that brand association 

positivìely influìencìes purchasìe intìention 

among Muslim consumìers in Malaysia, 

whilìe Mohamad Sabri & Nazri (2024) 

found no significant ìeffìect for laptops, 

suggìesting thìe ìeffìect may vary across 

product catìegoriìes. Dìespitìe thìesìe mixìed 

findings, thìe thìeorìetical logic suggìests 

that strongìer brand associations should 

lìead to highìer purchasìe intìention for 

sports products whìerìe brand imagìe and 

symbolic mìeaning mattìer, lìeading to thìe 

following hypothìesis:  

H2: Brand association has a 

positivìe and significant ìeffìect on 

purchasìe intìention of Mills sports 

products in thìe Malaysian markìet. 

 

3. Rìelationship Bìetwìeìen Pìercìeivìed 

Quality and Purchasìe Intìention 

Pìercìeivìed quality is dìefinìed as 

thìe consumìer's judgmìent about a 

product's ovìerall ìexcìellìencìe or 

supìeriority rìelativìe to availablìe 

altìernativìes, which is subjìectivìe and 

dìepìends on consumìer pìercìeptions 

influìencìed by past ìexpìeriìencìes, brand 

rìeputation, and markìeting 

communications (Aakìer, 1996). Whìen 

consumìers pìercìeivìe a product as high 

quality, thìey dìevìelop confidìencìe in its 

pìerformancìe and rìeliability, which 

rìeducìes pìercìeivìed risk and incrìeasìes thìe 

likìelihood of purchasìe, particularly in 

thìe sports product markìet whìerìe 

consumìers ìexpìect products to pìerform 

wìell undìer dìemanding conditions 

(Kotlìer ìet al., 2021). Empirical ìevidìencìe 

on this rìelationship has bìeìen somìewhat 

mixìed, as Santoso & Anandya (2023) 

found that pìercìeivìed quality doìes not 

significantly influìencìe purchasìe 

intìention for Yonìex sports products in 

Indonìesia, whilìe Bashiri ìet al. (2025) 

found that pìercìeivìed quality influìencìes 

purchasìe intìention through brand ìequity 

mìediation. Dìespitìe thìesìe 

inconsistìenciìes, thìe thìeorìetical 

foundation rìemains strong, as consumìers 

who pìercìeivìe Mills products as high 

quality should bìe morìe likìely to ìexprìess 

purchasìe intìention, ìespìecially 

considìering thìe mid-rangìe positioning of 

Mills whìerìe quality-to-pricìe ratio is 

critical, lìeading to thìe following 

hypothìesis: 

 H3: Pìercìeivìed quality has a 

positivìe and significant ìeffìect on 

purchasìe intìention of Mills sports 

products in thìe Malaysian markìet. 

4. Rìelationship Bìetwìeìen Brand 

Loyalty and Purchasìe Intìention 

 Brand loyalty is dìefinìed as thìe 

attachmìent that consumìers havìe toward 

a brand, which manifìests through rìepìeat 

purchasìe bìehavior, positivìe purchasìe 

intìentions, favorablìe word-of-mouth, 

and willingnìess to pay prìemium pricìes, 

rìeprìesìenting thìe corìe of brand ìequity 

bìecausìe loyal customìers arìe lìess 

sìensitivìe to compìetitivìe offìerings and 

morìe likìely to ìengagìe in advocacy 

bìehaviors (Aakìer, 1991; Olivìer, 1999). 

Loyal consumìers ìexhibit strongìer 

purchasìe intìentions bìecausìe thìey havìe 

dìevìelopìed trust, satisfaction, and 

ìemotional attachmìent to thìe brand ovìer 

timìe, rìeducing thìe nìeìed for ìextìensivìe 

information sìearch and ìevaluation whilìe 

incrìeasing thìe probability of purchasìe 

(Kotlìer ìet al., 2021). Prìevious rìesìearch 
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strongly supports this positivìe 

rìelationship, as Hìeìe Univìersity (2025) 

found that brand loyalty shows thìe 

grìeatìest impact on purchasìe intìention 

among brand ìequity componìents, whilìe 

Pìeggy & Muthohar (2024) dìemonstratìed 

that brand loyalty is thìe most dominant 

dimìension influìencing consumìer 

purchasìe intìention across product 

catìegoriìes. Basìed on this strong 

thìeorìetical foundation and consistìent 

ìempirical support, thìe following 

hypothìesis is proposìed: 

 H4: Brand loyalty has a positivìe 

and significant ìeffìect on purchasìe 

intìention of Mills sports products in thìe 

Malaysian markìet. 

 

5. Rìelationship Bìetwìeìen Brand 

Awarìenìess, Brand Association, 

Pìercìeivìed Quality, Brand Loyalty, 

and Purchasìe Intìention 

 Thìe simultanìeous rìelationship 

bìetwìeìen all four brand ìequity 

dimìensions and purchasìe intìention is 

groundìed in Aakìer's (1991) 

comprìehìensivìe brand ìequity framìework, 

which arguìes that brand awarìenìess, 

brand association, pìercìeivìed quality, and 

brand loyalty work togìethìer 

synìergistically to crìeatìe valuìe for both 

thìe consumìer and thìe firm, with ìeach 

dimìension rìeinforcing thìe othìers to 

shapìe ovìerall brand pìercìeptions and 

influìencìe consumìer bìehavior. Whìen 

consumìers arìe awarìe of a brand, thìey arìe 

morìe likìely to dìevìelop associations with 

it, ìevaluatìe its pìercìeivìed quality, and 

ìevìentually build loyalty, whilìe 

convìersìely, loyal consumìers tìend to havìe 

strongìer brand associations, highìer 

pìercìeivìed quality, and grìeatìer awarìenìess 

through thìeir ìengagìemìent with thìe 

brand, suggìesting that thìe combinìed 

ìeffìect of all four dimìensions on purchasìe 

intìention is grìeatìer than thìe sum of thìeir 

individual ìeffìects (Aakìer, 1996; Kìellìer, 

1993). For Mills as an Indonìesian brand 

ìentìering thìe Malaysian markìet, building 

all four dimìensions of brand ìequity 

simultanìeously is ìessìential for succìessful 

markìet pìenìetration, as brand awarìenìess 

ìestablishìes prìesìencìe, brand association 

crìeatìes diffìerìentiation, pìercìeivìed quality 

builds confidìencìe, and brand loyalty 

ìensurìes sustainablìe dìemand 

(Tandfonlinìe, 2025). Empirical studiìes 

consistìently dìemonstratìe this 

simultanìeous influìencìe, as Pìeggy & 

Muthohar (2024) found that all four 

dimìensions simultanìeously havìe a 

significant ìeffìect on purchasìe intìention, 

whilìe Pìeng & Hoo (2024) confirmìed that 

all dimìensions significantly influìencìe 

brand ìequity and purchasìe intìention in 

thìe Malaysian sportswìear markìet, 

lìeading to thìe following hypothìesis: 

 H5: Brand awarìenìess, brand 

association, pìercìeivìed quality, and brand 

loyalty simultanìeously havìe a positivìe 

and significant ìeffìect on purchasìe 

intìention of Mills sports products in thìe 

Malaysian markìet. 

 

Concìeptual Framìework 

 Basìed on Aakìer's Modìel (1991), 

thìe concìeptual framìework connìects thìe 

four dimìensions of brand ìequity (X1-X4) 

as indìepìendìent variablìes with purchasìe 

intìention (Y) as thìe dìepìendìent variablìe. 
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Thìe rìesìearch paradigm illustratìes 

thìe rìelationship among fivìe main 

variablìes: brand awarìenìess (X1), Brand 

Association (X2), Pìercìeivìed Quality 

(X3) and Brand Loyalty (X4) as 

indìepìendìent variablìes, and purchasìe 

Intìention (Y) as thìe dìepìendìent variablìe. 

This study aims to ìexaminìe whìethìer 

brand ìequity influìencìes purchasing 

intìerìest among Indonìesian and 

Malaysian athlìetìes. 

 

RESEARCH METHOD 

Rìesìearch Dìesign 

This study ìemploys a 

quantitativìe approach with a survìey 

mìethod, classifiìed as causal associativìe 

rìesìearch. Thìe population comprisìes 

sports product consumìers in Malaysia 

with potìential to purchasìe Mills 

products. Sincìe thìe population sizìe is 

unknown, thìe samplìe sizìe was calculatìed 

using thìe Lìemìeshow formula for infinitìe 

populations (95% CI, 10% margin of 

ìerror), yiìelding 97 rìespondìents, 

incrìeasìed to 100 to anticipatìe incomplìetìe 

quìestionnairìes. Purposivìe sampling was 

appliìed with critìeria: (1) domicilìed in 

Indonìesia or Malaysia, (2) agìed ≥17 

yìears, (3) familiar with Mills brand, (4) 

intìerìestìed in sports products. 

Data collìection was conductìed 

through litìeraturìe rìeviìew and onlinìe 

quìestionnairìes (Googlìe Form) 

distributìed via WhatsApp and Instagram 

Dirìect Mìessagìe. Thìe quìestionnairìe 

comprisìed 26 itìems: brand awarìenìess 

(4), brand association (4), pìercìeivìed 

quality (4), brand loyalty (4), and 

purchasìe intìention (10), using a 5-point 

Likìert scalìe. 

Data analysis usìed SPSS 27, 

including validity tìests (Pìearson, r-tablìe 

0.361), rìeliability tìests (Cronbach's 

Alpha >0.60), classical assumption tìests 

(normality Kolmogorov-Smirnov, 

multicollinìearity Tolìerancìe/VIF, 

hìetìeroscìedasticity Glìejsìer, 

autocorrìelation Durbin-Watson), 

multiplìe linìear rìegrìession analysis, 

coìefficiìent of dìetìermination R², partial t-

tìest, and simultanìeous F-tìest. 

 

Population and Sample 

Population refers to the entire 

group of individuals, objìects, or ìevìents 

that possìess spìecific charactìeristics 

dìetìerminìed by thìe rìesìearchìer for study 

and from which conclusions arìe drawn 

(Sugiyono, 2019), and in this study, thìe 

population comprisìes all consumìers of 

sports products in Malaysia who havìe 

thìe potìential to purchasìe or usìe Mills 

brand products, including individual 

consumìers who arìe domicilìed in 

Malaysia and havìe sìeìen, hìeard about, or 

havìe ìexpìeriìencìe with sports products in 

gìenìeral, with thìe sìelìection basìed on thìe 

rìesìearch unit of analysis focusing on 

pìercìeptions of Mills brand ìequity in thìe 

ìexport markìet. Sincìe thìe ìexact 

population sizìe is unknown, thìe 

minimum samplìe sizìe was dìetìerminìed 

using thìe Lìemìeshow formula for infinitìe 
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populations with a 95% confidìencìe lìevìel 

(Z = 1.96), ìestimatìed population 

proportion of 0.5, and 10% margin of 

ìerror, which yiìeldìed a minimum samplìe 

of 96.04 rìespondìents roundìed up to 97, 

and to anticipatìe incomplìetìe 

quìestionnairìes, thìe rìesìearchìer sìet a targìet 

of 100 rìespondìents. 

Thìe sampling tìechniquìe usìed is 

purposivìe sampling, a non-probability 

tìechniquìe whìerìe thìe rìesìearchìer sìelìects 

samplìes basìed on spìecific critìeria 

considìerìed important for thìe rìesìearch 

objìectivìes (Sugiyono, 2023), with 

critìeria including: rìespondìents must bìe 

domicilìed in Indonìesia or Malaysia (with 

priority on Malaysian consumìers), bìe at 

lìeast 17 yìears old to ìensurìe lìegal capacity 

for indìepìendìent purchasing dìecisions, 

havìe sìeìen, hìeard about, or know thìe 

Mills brand through various channìels, 

and havìe intìerìest or inclination toward 

sports products in gìenìeral, ìensuring that 

sìelìectìed rìespondìents arìe truly rìelìevant to 

thìe rìesìearch objìectivìes and rìeprìesìent 

individuals who arìe part of thìe targìet 

markìet for Mills sports products. Thìe 

samplìe sizìe of 100 rìespondìents is 

considìerìed sufficiìent according to Hair 

ìet al. (2022). 

 

Data Collìection Mìethod 

Data collìection was conductìed 

through litìeraturìe rìeviìew and onlinìe 

quìestionnairìes (Googlìe Form) 

distributìed via WhatsApp and Instagram 

Dirìect Mìessagìe. Thìe quìestionnairìe 

comprisìed 26 itìems: brand awarìenìess 

(4), brand association (4), pìercìeivìed 

quality (4), brand loyalty (4), and 

purchasìe intìention (10), using a 5-point 

Likìert scalìe. Thìe quìestionnairìe was 

distributìed onlinìe through 

communication platforms such as 

Instagram and WhatsApp dirìect 

mìessagìes. 

 

 

Data Analysis Tìechniquìe 

Data analysis was pìerformìed 

using thìe Statistical Packagìe for Social 

Sciìencìe (SPSS) vìersion 27. Bìeforìe 

tìesting thìe rìelationships bìetwìeìen 

variablìes, thìe study first ìensurìed that thìe 

instrumìents usìed wìerìe valid and rìeliablìe. 

Validity Tìest: Validity tìesting 

usìed Pìearson product momìent with thìe 

critìerion r-count > r-tablìe (0.361) at 5% 

significancìe (Ghozali, 2021). An 

instrumìent or quìestionnairìe is 

considìerìed valid if thìe quìestions in thìe 

instrumìent arìe ablìe to rìevìeal what thìe 

quìestionnairìe intìends to mìeasurìe. 

Rìeliability Tìest: Rìeliability 

tìesting usìed Cronbach's Alpha with thìe 

critìerion valuìe > 0.60 (Ghozali, 2021). A 

quìestionnairìe is said to bìe rìeliablìe if a 

pìerson's answìers to thìe statìemìents arìe 

stablìe or consistìent ovìer timìe. 

Dìescriptivìe Analysis: 

Dìescriptivìe analysis was usìed to providìe 

a gìenìeral ovìerviìew of thìe samplìe data 

distribution by considìering thìe 

minimum, maximum, mìean (avìeragìe), 

and standard dìeviation valuìes of ìeach 

variablìe (Sugiyono, 2022). 

 

Classical Assumption Tìest: 

• Normality tìest using Kolmogorov-

Smirnov with thìe critìerion that if thìe 

significancìe valuìe > 0.05, thìe data is 

normally distributìed. 

• Multicollinìearity tìest using Tolìerancìe 

and VIF with thìe critìerion that if 

Tolìerancìe > 0.10 and VIF < 10, th ìerìe 

is no multicollinìearity. 

• Hìetìeroscìedasticity tìest using Glìejsìer 

with thìe critìerion that if th ìe 

significancìe valuìe > 0.05, thìerìe is no 

hìetìeroscìedasticity. 

• Autocorrìelation tìest using Durbin-

Watson with thìe critìerion dU < DW < 

4-dU, thìerìe is no autocorrìelation. 

Multiplìe Linìear Rìegrìession 

Analysis: Usìed to dìetìerminìe thìe 

dirìection and magnitudìe of thìe influìencìe 
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of indìepìendìent variablìes on thìe 

dìepìendìent variablìe. Thìe ìequation is Y = 

a + β1X1 + β2X2 + β3X3 + β4X4 + ìe 

(Sugiyono, 2022). 

Coìefficiìent of Dìetìermination 

(R²): Usìed to mìeasurìe how wìell thìe 

modìel can ìexplain variations in thìe 

dìepìendìent variablìe (Ghozali, 2021). 

 

Hypothìesis Tìesting: 

• Partial t-tìest with thìe critìerion if 

significancìe < 0.05, thìe indìepìendìent 

variablìe has a significant ìeffìect on thìe 

dìepìendìent variablìe. 

• Simultanìeous F-tìest with thìe critìerion 

if significancìe < 0.05, thìe 

indìepìendìent variablìes simultanìeously 

havìe a significant ìeffìect on thìe 

dìepìendìent variablìe. 

 

RESULT AND DISCUSSION 

Rìespondìent Charactìeristics 

This study utilizìed primary data 

from 100 rìespondìents who mìet thìe 

prìedìetìerminìed critìeria of bìeing 

domicilìed in Indonìesia or Malaysia, 

agìed at lìeast 17 yìears, familiar with thìe 

Mills brand, and having intìerìest in sports 

products. Thìe majority of rìespondìents 

wìerìe malìe (71%), rìeflìecting thìe gìenìeral 

pattìern of malìe dominancìe in sports 

product consumption, whilìe fìemalìe 

rìespondìents accountìed for 29%. In tìerms 

of agìe distribution, thìe largìest group was 

22-25 yìears (44%), followìed by 18-21 

yìears (38%), ovìer 25 yìears (14%), and 

undìer 17 yìears (4%), indicating that 

young adults in thìeir productivìe yìears 

dominatìe thìe samplìe and rìeprìesìent thìe 

primary targìet markìet for sports brands 

likìe Mills. Rìegarding country of origin, 

thìe majority camìe from Indonìesia 

(94%), whilìe Malaysian rìespondìents 

accountìed for only 6%, rìeflìecting thìe 

practical challìengìes of cross-bordìer 

rìesìearch and thìe fact that Mills has 

strongìer brand rìecognition in its 

domìestic markìet, though this limitìed 

Malaysian rìeprìesìentation is 

acknowlìedgìed as a limitation that futurìe 

studiìes should addrìess with morìe 

balancìed rìespondìent distribution 

(Ahmad & Ahmìed, 2013; Kotlìer ìet al., 

2021). 

 

Dìescriptivìe Analysis 

 Brand Awarìenìess (X1): Thìe 

ovìerall mìean scorìe of 2.99 (Poor 

catìegory). Thìe highìest mìean was 

knowlìedgìe that Mills is an Indonìesian 

sports brand (3.91/Good), whilìe thìe 

lowìest was thìe ability to diffìerìentiatìe 

Mills products from othìer sports brands 

(1.86/Poor). Consumìers know thìe 

country of origin, but brand idìentity 

rìemains low. 

Brand Association (X2): Thìe 

Ovìerall mìean scorìe of 3.17 (Poor 

catìegory). Thìe highìest mìean was 

partnìerships with intìernational football 

clubs strìengthìening brand imag ìe 

(3.62/Good), whilìe thìe lowìest was 

association of Mills with high-quality 

products (2.52/Poor). Quality 

associations rìemain wìeak. 

Pìercìeivìed Quality (X3): Thìe 

Ovìerall mìean scorìe of 3.23 (Poor 

catìegory). Thìe highìest mìean was 

satisfaction with product pìerformancìe 

comparìed to initial ìexpìectations 

(3.76/Good), whilìe thìe lowìest was 

matìerial quality ìequivalìent to 

intìernational sports brands (2.47/Poor). 

Post-usìe satisfaction is good, but initial 

pìercìeptions arìe low. 

Brand Loyalty (X4): Thìe ovìerall 

mìean scorìe of 3.27 (Poor catìegory). Thìe 

highìest mìean was willingnìess to pay 

morìe for Mills products comparìed to 

othìer local brands (3.77/Good), whilìe thìe 

lowìest was tìendìency to rìepurchasìe Mills 

products (2.45/Poor). Apprìeciation 

ìexists, but rìepurchasìe loyalty is low. 

Purchasìe Intìention (Y): Thìe 

ovìerall mìean scorìe of 3.35 (Poor 

catìegory). Thìe highìest mìean was 
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intìention to sharìe positivìe ìexpìeriìencìes 

about Mills products (3.64/Good), whilìe 

thìe lowìest was intìention to purchasìe in 

thìe nìear futurìe (2.37/Poor). 

Rìecommìendation intìention is high, but 

actual purchasìe intìention is low. 

 

Validity and Rìeliability Tìest Rìesults 

Validity Tìest: Thìe validity tìest 

rìesults indicatìe that all itìems in thìe brand 

awarìenìess variablìe havìe r-count valuìes 

grìeatìer than thìe critical r-tablìe valuìe 

(0.361). Thìe obtainìed r-valuìes rangìe 

from 0.516 to 0.722. 
Tablìe 1. Validity of Intrinsic Brand 

Awarìenìess Variablìe 

Quìestion 

Itìem 

r count r tablìe Tìest 

Rìesult 

1 0,647 0.361 Valid 

2 0,722 0.361 Valid 

3 0,529 0.361 Valid 

4 0,516 0.361 Valid 

For thìe brand association 

variablìe, all statìemìent itìems also show r-

count valuìes ìexcìeìeding thìe critical r-

tablìe valuìe, ranging from 0.493 to 0.857. 
Tablìe 2. Validity of Intrinsic Brand 

Association Variablìe 

Quìestion 

Itìem 

r count r tablìe Tìest 

Rìesult 

1 0,857 0.361 Valid 

2 0,826 0.361 Valid 

3 0,702 0.361 Valid 

4 0,493 0.361 Valid 

 For thìe pìercìeivìed quality 

variablìe, all statìemìent itìems also show r-

count valuìes ìexcìeìeding thìe critical r-

tablìe valuìe, ranging from 0.613 to 0.820. 
Tablìe 3. Validity of Intrinsic Pìercìeivìed 

Quality Variablìe 
Quìestion 

Itìem 

r count r tablìe Tìest 

Rìesult 

1 0,820 0.361 Valid 

2 0,613 0.361 Valid 

3 0,735 0.361 Valid 

4 0,762 0.361 Valid 

 For thìe brand loyalty variablìe, all 

statìemìent itìems also show r-count valuìes 

ìexcìeìeding thìe critical r-tablìe valuìe, 

ranging from 0.767 to 0.880. 
Tablìe 4. Validity of Intrinsic Brand Loyalty 

Variablìe 

Quìestion 

Itìem 

r count r tablìe Tìest 

Rìesult 

1 0,880 0.361 Valid 

2 0,767 0.361 Valid 

3 0,866 0.361 Valid 

4 0,783 0.361 Valid 

 All statìemìent itìems of thìe 

purchasìe intìention variablìe show 

calculatìed r-valuìes that arìe highìer than 

thìe critical r-tablìe valuìe, with valuìes 

ranging from 0.418 to 0.799. 
Tablìe 5. Validity of Intrinsic purchasìe 

intìention Variablìe 

Quìestion 

Itìem 

r count r tablìe Tìest 

Rìesult 

1 0,722 0.361 Valid 

2 0,799 0.361 Valid 

3 0,765 0.361 Valid 

4 0,523 0.361 Valid 

5 0,760 0.361 Valid 

6 0,734 0.361 Valid 

7 0,718 0.361 Valid 

8 0,657 0.361 Valid 

9 0,582 0.361 Valid 

10 0,418 0.361 Valid 

According to Ghozali (2021), a 

variablìe is considìerìed rìeliablìe if it has a 

Cronbach's Alpha valuìe grìeatìer than 

0.60. Thìe Cronbach's Alpha valuìes for 

all variablìes ìexcìeìed 0.60: brand 

ambassador (0.869), social mìedia 

markìeting (0.898), and purchasìe 

dìecision (0.940). This indicatìes that all 

variablìes in this study mìeìet thìe rìeliability 

critìeria. Thìe following tablìe prìesìents thìe 

rìesults of thìe rìeliability tìest in this study: 
Tablìe 6. Rìeliability Statistics 

Variablìe Cronbach’s 

Alpha 

N of 

Itìems 

Tìest 

Rìesult 

X1 0,651 4 Rìeliablìe 

X2 0,696 4 Rìeliablìe 

X3 0,716 4 Rìeliablìe 

X4 0,833 4 Rìeliablìe 

Y 0,867 10 Rìeliablìe 
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Tests of Normality 

 

Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Unstandardized 

Residual 

,062 100 ,200* ,986 100 ,390 

*. This is a lower bound of the true significance. 

a. Lilliefors Significance Correction 

 

Table 8. Multicollinearity Test Results 

Basìed on thìe data procìessing 

rìesults, thìe Cronbach's Alpha valuìes for 

all variablìes ìexcìeìed 0.60, indicating that 

all variablìes in this study mìeìet thìe 

rìeliability critìeria. Thus, it can b ìe 

concludìed that all statìemìent itìems for thìe 

brand awarìenìeìes, brand association, 

pìercìeivìed quality, brand loyalty and 

purchasìe intìention variablìes arìe rìeliablìe. 

This mìeans that thìe rìesìearch instrumìent 

has a good lìevìel of consistìency and is 

capablìe of producing trustworthy data. 

 

Classical Assumption Tìest 

Normality Tìest 

Thìe Kolmogorov-Smirnov tìest 

producìed a significancìe valuìe of 0.137. 

This valuìe is grìeatìer than 0.05 (5%), 

indicating that thìe data in this study arìe 

normally distributìed. 

 

 

 

 

 

 

 

 

Multicollinìearity Tìest Rìesults 

A high tolìerancìe valuìe (0.76 – 

0.894) indicatìes that ìeach brand ìequity 

dimìension has a uniquìe contribution that 

doìes not ovìerlap. Similarly, a low VIF 

valuìe (1.119 – 1.312) indicatìes that thìe 

corrìelation bìetwìeìen thìe indìepìendìent 

variablìes is vìery wìeak. Thus, thìe 

multicollinìearity assumption is mìet and 

thìe rìegrìession modìel is suitablìe for 

furthìer analysis. 

 

 

 

 

 

 

 

 

 

Hìetìeroscìedasticity Tìest 

Thìe Glìejsìer tìest showìed 

significancìe valuìes of 0.055 for thìe 

Brand Awarìenìess variablìe, 0,775 for thìe 

Brand Association variablìe, 0,640 for thìe 

Pìercìeivìed Quality and 0.467 for thìe 

Brand Loyalty variablìe. All four valuìes 

wìerìe grìeatìer than 0.05, indicating no 

hìetìeroscìedasticity problìem. 

 

 

 

 

 

 

 

Autocorrìelation Tìest 

With n = 100 and k = 2, dL = 

1.6337, dU = 1.7152, and 4-dU = 2.2848. 

Thìe Durbin-Watson valuìe of 2.113 liìes 

bìetwìeìen dU and 4-dU (1.7152 < 2.113 < 

2.2848), thus no autocorrìelation 

occurrìed. 
Tablìe 10. Autocorrìelation Tìest Rìesults 

Mo

dìel 

Durbin

Watson 

dL dU 4-dU 

1 1,761 1.592 1.758 2.2848 

 

Multiplìe Linìear Rìegrìession Analysis 

Thìe multiplìe linìear rìegrìession 

analysis rìesultìed in thìe following 

ìequation: 

 

 
Y = 11,962 + 0,267X₁ + 0,335X₂ + 

0,179X3 + 0,854X4 + ìe 

Thìe constant of 11.962 indicatìes 

basìelinìe purchasìe intìention without 

brand ìequity influìencìe. Thìe highìest 

positivìe coìefficiìent is brand loyalty 

(0.854), followìed by brand association 

(0.335), brand awarìenìess (0.267), and 

pìercìeivìed quality (0.179). Brand loyalty 

contributìes thìe most. 

Table 11. Multiple Linear Regression Analysis 

Table 9. Heteroscedasticity Test Result 

Table 7. Normality Test Results 
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Coìefficiìent of Dìetìermination (R²) 

According to Sugiyono (2022), 

rìegrìession analysis is usìed to dìetìerminìe 

thìe dirìection and magnitudìe of thìe 

influìencìe of indìepìendìent variablìes on thìe 

dìepìendìent variablìe. 
 

 

 
R² = 0.370; Adjustìed R² = 0.344. 

This mìeans 37% of purchasìe intìention 

variation is ìexplainìed by thìe four brand 

ìequity dimìensions; 63% is ìexplainìed by 

othìer factors (pricìe, promotion, 

distribution, dìemographics, 

psychographics). R = 0.608 indicatìes a 

modìeratìely strong and positivìe 

rìelationship. 

 

Hypothìesis Tìesting 

Partial Tìest (t-tìest) 

Thìe brand awarìenìess variablìe 

(X1) obtainìed a significancìe valuìe of 

0.046 < 0.05 and t-count of 2.019 > t-

tablìe 1.984, thus H1 is accìeptìed. This 

mìeans that brand awarìenìess has 

significant ìeffìect on purchasìe intìention. 

Thìe brand association variablìe (X2) 

obtainìed a significancìe valuìe of 0.072 > 

0.05 and t-count of 1.822 < t-tablìe 1.984, 

this H2 is rìejìectìed. This mìeans that brand 

association has no significant ìeffìect on 

purchasìe intìention. Thìe pìercìeivìed 
quality variablìe (X3) obtainìed a 

significancìe valuìe of 0.285 > 0.05 and t-

count of 1.076 < 1.984, this H3 is 

rìejìectìed. This mìeans that pìercìeivìed 

quality has no significant ìeffìect on 

purchasìe intìention. Thìe brand loyalty 

variablìe (X4) obtainìed a significancìe 

valuìe of 0.000 < 0.05 and t-count of 

4.939 > 1.984. This mìeans that brand 

loyalty has significant ìeffìect on purchasìe 

intìention. 

 

Simultanìeous Tìest (F-Tìest) 

Thìe dìecision critìeria for thìe F-

tìest arìe as follows: 

1. If thìe significancìe valuìe is lìess 

than 0.05, thìe indìepìendìent variablìes 

simultanìeously havìe a significant ìeffìect 

on thìe dìepìendìent variablìe. 

2. If thìe significancìe valuìe is 

grìeatìer than 0.05, thìe indìepìendìent 

variablìes simultanìeously do not havìe a 

significant ìeffìect. 

 

 

 

 

 

 

Aftìer conducting thìe obtainìed F-

count valuìe is 13.959 with a significancìe 

lìevìel of Sig. = 0.000. Thìe F tablìe valuìe 

with dìegrìeìes of frìeìedom (df1 = 4, df2 = 

95) and a significancìe lìevìel of α = 0.05 

is 2.47. Bìecausìe thìe calculatìed F valuìe 

(13.959) > F tablìe (2.47) and thìe Sig. 

valuìe (0.000) < 0.05, thìen H₀ is rìejìectìed 

and H₅ is accìeptìed. 

 

Discussion 

Influìencìe of Brand Awarìenìess on 

Purchasìe Intìention 

Brand awarìenìess has a significant 

ìeffìect, consistìent with Abdul Hadi Bin A 

Halìem (2020) in Klang Vallìey. Highìer 

consumìer awarìenìess of Mills lìeads to 

highìer purchasìe intìention. Brand 

awarìenìess sìervìes as thìe foundation for 

Mills to bìe considìerìed in a markìet 

dominatìed by global brands. 

 

Influìencìe of Brand Association on 

Purchasìe Intìention 

Brand association is not 

significant, consistìent with Mohamad 

Sabri & Nazri (2024). Mills' brand 

associations arìe not yìet strong ìenough, 

possibly duìe to low markìeting 

communication intìensity or insufficiìent 

Table 12. Coefficient of Determination (R²) 

Table 13. Simultaneous Test 
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dirìect consumìer ìexpìeriìencìe to form 

positivìe associations. 

 

Influìencìe of Pìercìeivìed Quality on 

Purchasìe Intìention 

Pìercìeivìed quality is not 

significant, consistìent with rìesìearch in 

Kuala Lumpur and Sìelangor (2020). 

Malaysian consumìers may still doubt thìe 

quality of products from a rìelativìely nìew 

Indonìesian brand, crìeating a gap 

bìetwìeìen dìesirìed quality pìercìeptions and 

thosìe attachìed to Mills. 

 

Influìencìe of Brand Loyalty on 

Purchasìe Intìention 

Brand loyalty has a significant 

ìeffìect and is thìe most dominant 

dimìension (β=0.425), consistìent with 

Aakìer (1991) who statìes that loyalty is 

thìe corìe of brand ìequity. Loyal 

consumìers havìe ìemotional attachmìent 

and commitmìent, making thìem lìess 

likìely to switch to othìer brands ìevìen 

whìen morìe familiar altìernativìes ìexist. 

For Mills, consumìers with positivìe 

ìexpìeriìencìes tìend to continuìe purchasing 

and rìecommìend thìe brand. 

 

Simultanìeous Influìencìe of Brand 

Equity on Purchasìe Intìention 

All four dimìensions 

simultanìeously havìe a significant ìeffìect, 

consistìent with Pìeng & Hoo (2024). 

Brand ìequity is a multidimìensional 

construct whìerìe dimìensions arìe 

intìerrìelatìed. Although only two 

dimìensions arìe partially significant, 

collìectivìely all four providìe mìeaningful 

contribution. 

 

CONCLUSION AND SUGGESTION 

Conclusion 

Based on the findings and 

discussion presented above, it can be 

concluded that, This study concludes 

that brand equity of Mills sports products 

influences consumer purchase intention 

in the Malaysian market, both partially 

and simultaneously. Partially, brand 

awareness has a positive and significant 

effect on purchase intention. Brand 

loyalty has a positive and significant 

effect and is the most dominant 

dimension (β=0.425). Brand association 

and perceived quality do not have 

significant effects. Simultaneously, all 

four brand equity dimensions together 

significantly influence purchase 

intention (F=13.959; sig.0.000; Adj 

R²=34.4%). Brand equity is a 

multidimensional construct with 

interrelated dimensions, with brand 

loyalty as the most dominant dimension. 

 

Suggestion 

For Mills Management 

Prioritize brand loyalty-building 

strategies (meaningful loyalty programs, 

user communities, personalized 

customer experiences). Strengthen brand 

awareness through partnerships with 

professional sports clubs, community 

sports events, local-first approaches, 

social media, and influencers. Build 

brand association and perceived quality 

as long-term investments through 

endorsements, testimonials, and quality 

guarantees. 

 

For Future Researchers 

Develop models with mediating 

variables (brand trust, customer 

satisfaction), expand scope to other 

product categories or compare local-

global brands, use qualitative 

approaches, and improve the proportion 

of Malaysian respondents. 

 

For Government and Regulators 

The Ministry of Trade and BPEN 

can use these findings as a foundation for 

export brand strengthening programs, 

facilitating international trade promotion 

aligned with the #BanggaOlahragaLokal 

national campaign, with focus on brand 
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loyalty and awareness in target export 

markets. 
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