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ABSTRACT

The purpose of this research were: 1) To study the influence of brand image affects purchase intention Nike
athletic footwear. 2) To study the influence of perceived quality affects purchase intention Nike athletic footwear.
The sample consisted of people who knew the Nike brand, by filtering question to screen data who have/have
ever had purchase intention Nike athletic footwear or have ever used Nike athletic footwear from 400 peoples.
The statistical tools used in analyzing data were frequency, percentage, mean, standard deviation and used
inferential statistics to test hypotheses using multiple regression analysis at the statistical significance level of
0.05. The results showed that the level of opinion towards the brand image of Nike athletic footwear Overall,
the level of opinion was at the highest level (X = 4.23). The level of opinion towards the perceived quality of
Nike athletic footwear. Overall, the level of opinion was at a high level (X = 4.14). The level of opinion towards
the purchase intention Nike athletic footwear. Overall, the opinion level was at the highest level (X = 4.24). The
multiple regression analysis by multiple regression coefficients revealed that at the statistical significance level
of 0.05 the influences of brand image affects purchase intention Nike athletic footwear. These factors include
features, value, and user personality respectively. The influences of perceived quality affects purchase intention
Nike athletic footwear include previous experience and attitude respectively.
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