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(D) MARKETING MANAGEMENT 

(E) Abstract: The purpose of this study was to examine the effect of brand 

awareness, brand image, perceived value, and perceived quality towards 

brand loyalty on H&M consumers in Jakarta. The population of this research 

is 309 consumers of H&M in Jakarta. The purposive sampling method was 

used by distributing online questionnaires which were then processed using 

smartPLS-SEM. The results of this study are that brand awareness has a 

positive but not significant effect on brand loyalty, and brand image, 

perceived value, and perceived quality has a positive and significant effect on 

brand loyalty.  

(F) Keywords: Brand Awareness, Brand Image, Perceived Value, Perceived 
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