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ABSTRAK

Dewasa ini, ekuitas merek dan kesetiaan pelanggan telah menjadi
hal penting yang menjadi fokus utama perusahaan. Para pemasar selalu
berusaha membuat mereknya menjadi lebih unggul daripada pesaing dan
membuat pelanggan merasa puas terhadap perusahaan dengan menciptakan
brand awareness dan brand image yang tinggi dibenak pelanggan.
Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh brand
awareness dan brand image terhadap brand loyalty melalui brand equity
pada pengguna Smartfren Andromax di Surabaya.

Populasi dalam penelitian ini adalah semua pengguna Smartfren
Andromax di Surabaya. Sampel yang digunakan berjumlah 200 responden.
Desain penelitian adalah desain kausal dan teknik analisis data
menggunakan Stuctural Equation Model dengan program Lisrel 8.70.

Hasil penelitian membuktikan bahwa brand awareness
berpengaruh terhadap brand equity, brand image berpengaruh terhadap
brand equity, brand awareness berpengaruh terhadap brand loyalty, brand
image berpengaruh terhadap brand loyalty, brand equity berpengaruh
terhadap brand loyalty, brand awareness berpengaruh terhadap brand
loyalty melalui brand equity, brand image berpengaruh terhadap brand
loyalty melalui brand equity.

Kata Kunci: Brand Awareness, Brand Image, Brand Equity, Brand
Loyalty.
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THE EFFECT OF BRAND AWARENESS AND BRAND IMAGE
OF BRAND LOYALTY THROUGH BRAND EQUITY TO
SMARTFREN ANDROMAX USERS IN SURABAYA

Mario Aditya Kurniawan
akmario23@gmail.com

ABSTRACT

Today, brand equity and customer loyalty has become important is
the main focus of the company. The marketers are always trying to make the
brand become superior than competitors and make customers feel satisfied
with company to create high level of brand awareness and brand image in
the minds of customers. This study aims to identify and analyze the
influence of brand awareness and brand image on brand loyalty through
brand equity on Smartfren Andromax users in Surabaya. This study aimed
to clarify of brand awareness and brand image on brand loyalty through
brand equity on Smartfren Andromax in Surabaya. conclusion of this study
is on brand awareness and brand image shown to have a positive and
significant impact on brand loyalty through brand equity Smartfren
Andromax in Surabaya .

Population in this research is all users Andromax Smartfren in
Surabaya, samples were 200 respondents. The study design was a causal
design and data analysis techniques using stuctural Equation Model with
LISREL 8.70 program.

The results of the study explained that the brand awareness has a
positive effect on brand equity, brand image has a positive effect on brand
equity, brand awareness has a positive effect on brand loyalty, brand image
has a positive effect on brand loyalty, brand equity has a positive effect on
brand loyalty, brand awareness has a positive effect on brand loyalty
through brand equity, brand image has a positive effect on brand loyalty
through brand equity, and brand equity has a positive effect on brand

loyalty.

Keyword: Brand Awareness, Brand Image, Brand Equity, Brand Loyalty.
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