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ABSTRACT 
 
 
This study aimed to determine the effect on brand equity brand identity which 
perceived brand value, consumer satisfaction, brand trust and brand loyalty as a 
mediating variable. With the goal like that it kind of research is explanatory. Data 
were obtained from 204 respondents who had never used an Apple product more 
than once. 
The results showed that the hypothesis of unity there is no influence on brand brand 
identity perceived value. The second hypothesis there is the influence of the brand 
identity of the customer satisfaction. The third hypothesis there is the influence of 
brand identity to brand trust. The fourth hypothesis there is the influence of 
perceived value of the brand trust. The fifth hypothesis there is the influence of 
customer satisfaction on brand trust. The sixth hypothesis there is the influence of 
brand trust on brand loyalty. The seventh hypothesis there is the influence of brand 
identity to brand loyalty indirectly and through equity, satisfaction and trust. Eighth 
hypothesis there is the influence of brand loyalty to the brand equity. 
 
Keywords: Brand Identity, Brand Perceived Value, Consumer Satisfaction, Brand 
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ABSTRAK 
 
 

Penelitian ini bertujuan untuk mengetahui pengaruh identitas merek terhadap ekuitas 
merek dimana  nilai persepsi, kepuasan konsumen, kepercayaan merek, dan kesetiaan 
merek sebagai variabel mediasi. Dengan adanya tujuan seperti itu maka jenis 
penelitian yang digunakan adalah explanatory. Data yang diperoleh dari 204 
responden yang sudah pernah menggunakan produk Apple lebih dari satu kali. 
Hasil penelitian menunjukan bahwa hipotesis kesatu tidak terdapat pengaruh 
identitas merek terhadap  nilai persepsi. Hipotesis kedua terdapat pengaruh antara 
identitas merek terhadap kepuasan konsumen. Hipotesis ketiga terdapat pengaruh 
antara identitas merek terhadap kepercayaan merek. Hipotesis keempat terdapat 
pengaruh antara nilai persepsi terhadap kepercayaan merek. Hipotesis kelima 
terdapat pengaruh antara kepuasan konsumen terhadap kepercayaan merek. Hipotesis 
keenam terdapat pengaruh antara kepercayaan konsumen terhadap kesetiaan merek. 
Hipotesis ketujuh terdapat pengaruh tidak langsung antara identitas merek terhadap 
kesetiaan merek secara tidak langsung dan melalui ekuitas merek, kepuasan 
konsumen dan kepercayaan merek. Hipotesis kedelapan terdapat pengaruh antara 
kesetiaan merek terhadap ekuitas merek. 
 
Kata-kata kunci: Identitas Merek, Nilai Persepsi, Kepuasan Konsumen,  

Kepercayaan Merek, Kesetiaan Merek, dan Ekuitas Merek. 
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