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PENGARUH BRAND EQUITY TERHADAP BRAND IMAGE
(Studi pada Pelanggan Smartphone di Outlet Samsung Mall

Olympic Garden Kota Malang)

Kholifatus Sholikhahl, Rohmat Dwi J atmikoz, Fika Fitriasari’
123 program Studi Manajemen, Fakultas Ekonomi dan Bisnis
Universitas Muhammadiyah Malang
E-mail : kholifatussholikhah@gmail.com

ABSTRAK

Penelitian ini bertujuan untuk menganalisis asosiasi merek, kesadaran
merek, loyalitas merek, dan persepsi kualitas dalam membentuk ekuitas merek
serta menguji pengaruh ekuitas merek terhadap citra merek, khususnya pengguna
smartphone Samsung di Kota Malang. Variabel ekuitas merek yang dikaji
mencakup asosiasi merek, kesadaran merek, loyalitas merek, dan persepsi
kualitas. Penelitian ini menggunakan pendekatan kuantitatif dengan jumlah
responden sebanyak 246 orang yang sedang berada di outlet Samsung Mall
Olympic Garden (MOG) Kota Malang. Data dikumpulkan melalui kuesioner dan
dianalisis menggunakan metode Structural Equation Modeling — Partial Least
Squares (SEM-PLS). Hasil penelitian menunjukkan bahwa masing-masing
dimensi secara signifikan mampu membentuk ekuitas merek itu sendiri dan
ekuitas merek berpengaruh signifikan terhadap citra merek. Temuan ini
menegaskan = pentingnya membangun - ekuitas merek yang kuat untuk
meningkatkan citra merek di pasar smartphone yang kompetitif.

Kata Kunci : asosiasi merek, kesadaran merek, loyalitas merek, persepsi kualitas,
ekuitas merek, dan citra merek
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ABSTRACT

This study aims to analyze brand association, brand awareness, brand
loyalty, and perception quality in shaping brand equity, as well as to examine the
influence of brand equity on brand image, specifically among Samsung
smartphone users in Malang City. The brand equity variables examined include
brand association, brand awareness, brand loyalty, and perception quality. This
research employed a quantitative approach with a total of 246 respondents who
were at the Samsung outlet in Mall Olympic Garden (MOG) Malang. Data were
collected through questionnaires and analized using the Structural equation
Modeling — Partial Least Squares (SEM-PLS) method. The results show that each
dimension significant influence on brand image. These findings highlight the
importance of building strong brand equity to enchance brand image in the
competitive smartphone market.

Keywords : brand association, brand awareness, brand loyalty, perception
quality, brand equity, and brand image
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