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ABSTRAK 

 

 

Tujuan penelitian ini adalah untuk mengetahui pengaruh brand equity terhadap 

niat beli konsumen pada produk Iphone. Sampel penelitian ini adalah pengguna 

smartphone yang mengetahui tentang merek Iphone atau pernah menggunakan 

produk Iphone. Teknik pengumpulan data menggunakan kuesioner yang 

disebarkan kepada 240 responden. Teknik analisis data pada penelitian ini 

menggunakan regresi berganda dengan program SPSS. Berdasarkan hasil uji 

secara parsial, disimpulkan terdapat pengaruh brand awareness, brand association, 

dan perceived quality terhadap niat beli konsumen pada produk Iphone. Secara 

simultan, terdapat pengaruh ketiga dimensi brand equity terhadap niat beli 

konsumen pada produk Iphone. Secara keseluruhan, brand equity yang meliputi 

brand awareness, brand association, dan perceived quality mampu menjelaskan 

niat beli konsumen pada produk Iphone sebesar 40,5% sedangkan sisanya sebesar 

59,5% dijelaskan oleh variabel lain yang tidak diteliti. 

 

 

Kata kunci: brand awareness, brand association, perceived quality, niat beli 

konsumen. 
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ABSTRACT 

 

 

The purpose of this research is to find out the effect of brand equity on consumer 

purchase intentions on Iphone product. The sample of this research is smartphone 

users who know about Iphone brand or ever use Iphone product. Data collection 

techniques used is questionnaires distributed to 240 respondents. Data analysis 

technique in this research uses multiple regression with SPSS program. Based on 

the partial test result, it is concluded that there is influence of brand awareness, 

brand association, and perceived quality toward consumer purchase intention on 

Iphone product. Simultaneously, there is influence of three dimensions of brand 

equity to consumers' purchase intentions on Iphone product. Overall, brand 

equity that includes brand awareness, brand association, and perceived quality is 

able to explain consumer purchase intentions on Iphone products by 40.5% while 

the remaining 59.5% is explained by other variables not examined. 

 

Keywords: brand awareness, brand association, perceived quality, purchase 

intentions. 
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