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ABSTRACT 
 

 

This study aims to determine the level of influence of the elements comprising 

Brand Equity Brand Awareness, Brand Association, perceive Quality and Brand 

Loyalty on Purchasing Decisions on Samsung smartphone users. 

This study is based on the theory related to brand, especially the brand equity 

that include brand awareness, brand associations, perceived quality and brand 

loyalty. In addition, this study is also based on the theory related to purchase 

decision.  

The type of this study is using Causal Explanatory research. The sampling 

technique in this research is using non-probability sampling with purposive sampling 

procedure. This study taking 200 respondents as samples, which is university 

students in the Faculty of Economics majoring in Management at Maranatha 

Christian University that uses Samsung smartphone. The data is obtained and 

processed using SPSS. The tests were carried out to result data that has pass the 

normality test, outliers, heterokedastisitas test, multicollinearity test, validity, 

reliability, hypothesis testing.  

Results of this research conducted indicates that the element consisting of 

Brand Equity Brand Awareness, Brand Association, perceive Quality, and Brand 

Loyalty influence the buying decision smartphone Samsung for about 33.3%. This 

effect of Brand Equity (Brand Awareness, Brand Association, perceive Quality, and 

Brand Loyalty) on Purchasing Decisions are at a low level and there are many very 

influential dimensions to create buying decision. 

Companies need to improve ad campaigns on a regular basis, either through 

advertising in print media or electronic media, build word of mouth marketing 

network, and needs to more communicative the products to consumers. 

 

Keywords:  Brand Equity, Brand Awareness, Brand Association, Perceived Quality, 

Brand Loyalty, Purchase Decision 
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ABSTRAK 
 

 

Penelitian ini bertujuan untuk mengetahui tingkat pengaruh dari elemen 
Brand Equity yang terdiri dari Brand Awareness, Brand Association, Perceive 
Quality, dan Brand Loyalty terhadap Keputusan Pembelian pada pengguna 
smartphone Samsung. 

Dalam penelitian ini, didasarkan pada teori yang berkaitan dengan merek, 
khususnya ekuitas merek yang meliputi kesadaran merek, asosiasi merek, persepsi 
kualitas dan loyalitas merek. Selain itu, penelitian ini juga berlandaskan kepada teori 
yang berkaitan dengan keputusan pembelian. 

Dalam penelitian ini, menggunakan jenis penelitian Causal Explanatory. 
Teknik  pengambilan sampel dalam penelitian ini adalah dengan non probability 
sampling dengan prosedur purposive sampling. Dengan mengambil sampel sebanyak 
200 responden, yang merupakan mahasiswa-mahasiswi jurusan Manajemen Fakultas 
Ekonomi Universitas Kristen Maranatha yang menggunakan smartphone Samsung. 
Data  diolah menggunakan SPSS. Adapun pengujian yang dilakukan menghasilkan 
data yang telah memenuhi uji normalitas, uji outlier, uji heterokedastisitas, uji 
multikolinearitas, uji validitas, uji reliabilitas, uji hipotesis. 

Hasil penelitian yang dilakukan menunjukkan bahwa elemen Brand Equity 
yang terdiri dari Brand Awareness, Brand Association, Perceive Quality, dan Brand 
Loyalty mempengaruhi Keputusan Pembelian smartphone Samsung sebesar 33,3%. 
Hal ini merupakan pengaruh Brand Equity (Brand Awareness, Brand Association, 
Perceive Quality, dan Brand Loyalty) terhadap Keputusan Pembelian berada pada 
tingkat yang rendah dan terdapat banyak dimensi yang sangat berpengaruh untuk 
menciptakan Keputusan Pembelian.  

Perusahaan perlu meningkatkan promosi iklan secara berkala, baik melalui 
periklanan di media elektronik ataupun media cetak, membangun jaringan pemasaran 
word of mouth, dan perlu mengkomunikasikan produk secara lebih terhadap 
konsumen. 

 
Kata-kata kunci: Ekuitas Merek, Kesadaran Merek, Asosiasi Merek, Persepsi 
Kualitas, Loyalitas Merek, Keputusan Pembelian 
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