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ABSTRAK 

 

 

 

Penelitian ini bertujuan untuk mengetahui: (1) pengaruh elemen-elemen 

ekuitas merek yang terdiri dari kesadaran merek, persepsi kualitas, asosiasi merek 

dan loyalitas merek secara parsial terhadap beli kartu SIM merek SimPATI di 

Fakultas Ekonomi Universitas Kristen Maranatha, dan (2) pengaruh ekuitas merek 

secara simultan terhadap minat beli  kartu SIM merek SimPATI di Fakultas 

Ekonomi Universitas Kristen Maranatha. Metode yang digunakan adalah metode 

kuantitatif dengan jenis penelitian causal eksplanatory. Teknik yang digunakan 

untuk mengumpulkan data untuk penelitian adalah dengan teknik survey dengan 

metode kuisioner. Pengambilan sampel menggunakan non-probability sampling 

dengan metode purposive sampling, dengan jumlah sampel sebanyak 200 orang. 

Teknik analisis data yang digunakan untuk menjawab hipotesis penelitian ini 

adalah uji regresi berganda. 

Hasil penelitian ini menunjukan bahwa: (1) secara parsial varibel 

kesadaran merek, perspsi kualitas dan loyalitas merek berpengaruh signifikan dan 

positif terhadap minat beli kartu SIM merek SimPATI sedangkan variabel asosiasi 

merek tidak memiliki pengaruh terhadap minat beli kartu SIM merek SimPATI, 

dan (2) secara simultan ekuitas merek memiliki pengaruh signifikan terhadap 

minat beli kartu SIM merk SimPATI. Berdasarkan perhitungan koefisien 

determinasi diketahui pengaruh ekuitas merek secara simultan sebesar 65% dan 

sisanya sebesar 35% dipengaruhi faktor lain yang tidak diteliti dalam penelitian 

ini. 

 

 

 

Kata kunci: Kesadaran Merek, Perspsi Kualitas, Asosiasi Merek, Loyalitas 

Merek, Ekuitas Merek, Minat Beli. 
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ABSTRACT 

 

 

 

This study aims to determine: (1) the effect of the elements of brand equity 

consists of brand awareness, perceived quality, brand association and brand 

loyalty partially to buy a SIM card SimPATI’s brand at the Faculty of Economics, 

Maranatha Christian University, and (2) the effect of equity brand simultaneously 

towards buying intention SIM card SimPATI’s brand at Faculty of Economics, 

Maranatha Christian University. The method used in this research is quantitative 

method with causal explanatory type of research. The technique used to collect 

data for this research is the engineering survey questionnaire method. The 

methods used for data retrieval in this research is non-probability sampling  with 

purposive sampling method, with a total sample of 200 people. Data analysis 

techniques used to answer the hypothesis of this study is multiple regression test. 

The results of this research indicate that: (1) partially variable of brand 

awareness, quality perceived and brand loyalty significant and positive impact on  

buying intention a SIM Card SimPATI’s brand while the variable of brand 

association has no influence on buying intention SIM card SimPATI’s brand, and 

(2) simultaneously the brand equity has a significant influence on buying intention  

the SIM card SimPATI’s brand. Based on the calculation of the coefficient of 

determination is known simultaneously influence the brand equity of 65% and the 

balance of 35% influenced by other factors not examined in this study. 

 

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

Loyalty, Brand Equity, Buying Intention. 
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