THE INFLUENCE OF BRAND EQUITY ON BRAND
LOYALTY OF SAMSUNG SMARTPHONE
WITH THE MODERATION OF
GENERATION X AND Y

BY :
BRENDA LAVENIA MULYONO
3303016017

INTERNATIONAL BUSINESS MANAGEMENT
FACULTY OF BUSINESS
WIDYA MANDALA CATHOLIC UNIVERSITY
SURABAYA
2020



THE INFLUENCE OF BRAND EQUITY ON BRAND
LOYALTY OF SAMSUNG SMARTPHONE
WITH THE MODERATION OF
GENERATION X AND Y

UNDERGRADUATE THESIS
Addressed to
FACULTY OF BUSINESS
WIDYA MANDALA CATHOLIC UNIVERSITY
to fulfill in part the requirement for
BARCHELOR DEGREE IN MANAGEMENT

BY:
BRENDA LAVENIA MULYONO
3303016017

INTERNATIONAL BUSINESS MANAGEMENT
FACULTY OF BUSINESS
WIDYA MANDALA CATHOLIC UNIVERSITY
SURABAYA
2020



APPROVAL PAGE

THESIS

THE INFLUENCE OF BRAND EQUITY ON BRAND
LOYALTY OF SAMSUNG SMARTPHONE
WITH THE MODERATION OF
GENERATION X AND Y

BY:
BRENDA LAVENIA MULYONO
3303016017

Approved and Accepted by:

Advisor I, Advisor 11,

Dr. Wahyudi Wibowo, ST., MM

{
\
Yulika Rosita Agrippina, S.M.,

U1 (2000 -~

i




VALIDATION PAGE

Thesis is written by : Brenda Lavenia Mulyono NRP 3303016017
Has been examined on 15 January 2020 and declared to have passed by the Panel
of Examiners

Head of Examiners:
—

W

—

Dr. Dra. Ec. Lydia Ari Widyarini, MM.
NIDN. 0727036701

Confirmed By:

Head of Department,

Robertus Sigit H.L., SE., M.Sc.
NIDN. 0703087902

i1



AUTHENTICITY STATEMENT OF SCIENTIFIC

PAPER AND PUBLICATION APPROVAL OF
SCIENTIFIC PAPER

For the sake of knowledge development, I, as a student of Widya Mandala

Catholic University Surabaya :

The undersigned below:

Name : Brenda Lavenia Mulyono
NRP : 3303016017
Title - The Influence of Brand Equity on Brand Loyalty of

Samsung Smartphone with the Moderation of Generation X and Y

Acknowledge that this final research study is authentically written by me. If it is
proved that this paper is a plagiarism, I am ready to receive any sanctions from the
Business Faculty of Widya Mandala Catholic University Surabaya. I also approve
that this papers to be published in internet or other media (The digital library of
Widya Mandala Catholic University Surabaya) for academic Importance to the

extent of copyright law.

Thereby the authenticity statement and the publication approval that I made

sincerely.

Surabaya, 6 January 2020
Stated By,

R @

™ e
EO760AHF 120060996

5000

RIBURUPIAH

(Brenda Lavenia Mulyono)

v




FOREWORDS

Praise and thanksgiving to the Lord Jesus Christ for all of his help, love,

and guidance during the final task of this thesis. So that the author can finish this

thesis in marketing topic titled “The Influence of Brand Equity on Brand Loyalty

of Samsung Smartphone with Generation X and Y as the Moderators”. This thesis

is written as one of the requirements to meet the completion requirements of the

S-1 Major Education Program Management Faculty of Business Catholic

University Widya Mandala Surabaya.

The final preparation of the final report will not work properly without the

help, guidance, and support from various parties. Therefore, the author would like

to express gratitude to:

1.

Dr. Lodovicus Lasdi, MM., Ak., CA., CPAI. As the Dean of Business Faculty at
Widya Mandala Catholic University Surabaya.

Robertus Sigit Haribowo Lukito, SE., M.Sc. as the Head of Management
Department at Widya Mandala Catholic University Surabaya.

Dr. Wahyudi Wibowo, ST., MM. as the Coordinator of International Business
Management Program, Faculty of Business, Widya Mandala Catholic University
Surabaya and as Advisor I, who have spent time, effort, a lot of important
advises, motivation and support to guide the author in completing this thesis.
Yulika Rosita Agrippina, S.M., MIB. as Advisor I, who have spent time,
effort, a lot of important advises, motivation and support to guide the author in
completing this thesis.

All administrative staffs in Faculty of Business Widya Mandala Catholic
University Surabaya who have helped and provided information for the
thesis writing.

My family, who has supported me all the time in the form of prayers,
moral supports, and material.

Gerry Angriawan for incredible support, endless effort, and released my

stress in this thesis.



8. Friends who always support and help author during the thesis writing
process, Celine Liem, Rachel, Vina, Julieta, IBM Batch 2016 and BEM
2017-20109.

9. Friends from laboratory who help author during the difficulties of this
final assignment writing.

10. All friends and other parties who cannot be named one by one, thank you
for all the help and support.

The author realizes that this thesis is far from perfect. Therefore, all
suggestions and criticisms are expected for the improvement of this thesis.

Hopefully this thesis can provide benefits for readers.

Surabaya, 6 January 2020

Brenda Lavenia Mulyono

Vi



TABLE OF CONTENT

PAGE
TITLE PAGE ..ottt sttt ne e e [
APPROVAL PAGE ... .ot i
VALIDATION PAGE ..ottt st i
AUTHENTICITY STATEMENT OF SCIENTIFIC PAPER AND
PUBLICATIONAPPROVAL OF SCIENTIFIC ....ccoviiiiiieieeee e iv
FOREWORD ..ottt bbbttt bbb %
TABLE OF CONTENT ..ottt vii
LIST OF TABLES ..ot IX
LIST OF FIGURES ..ottt sttt st X
LIST OF APPENDIX ...ttt sttt sttt Xi
ABSTRAK .ottt reena e n e xii
ABSTRACT ..ottt st st be b et e e xiii
CHAPTER 1. INTRODUCTION ....oiiiiiiiiiieiee s 1
1.1 BACKGIOUNT. .....eiiiiiiiieieeeeste ettt bbb 1
1.2 Problem 1dentifiCation ..........ccoooiiiiiieies e 6
1.3 ReSEArch ODJECLIVE .......ocuiiiiiiiiieiieeee s 6
1.4 Significance of the StUAY..........ccceiiiiiiiei e 7
1.4.1 Theoretical BeNefitS........cccvoieiveiiiieiiee e 7
1.4.2 Practical BENETItS........ccuuiiiieieieeie e 7
1.5 SystematiC Of WITTING ......cccoiiiiiiiiiiee e 7
CHAPTER 2. LITERATURE REVIEW ..o 8
2.1 Theoretical FOUNAtION ........ccccoiiieiiieie e 8
2.1.1 Definition Of Brands..........ccooeieeieieiiie e 8
2.1.2 Generational THEOIY .........cccvcviiieiice e, 15
2.1.3 Relationship of Brand Awareness on Brand Loyalty .............ccccoeuee. 19
2.1.4 Relationship of Brand Association on Brand Loyalty........................ 19
2.1.5 Relationship of Perceived Quality on Brand Loyalty.............ccccoeu..... 19
2.1.6 Moderating Effect of Generation.............ccccocoveviiiiiicie s 20
2.2 Previous RESEAICNEIS ........ciieieiieieeie et sae e 21
2.3 Research FrameworK. ..o 23
CHAPTER 3. RESEARCH METHOD ......cccooiiiiicecr e 24
3.1 RESEAICH DBSION ..ottt 24
3.2 Variable 1dentifiCation...........ccccevveiiiiinieee e 24
3.3 Operational DefiNItioN.........cccoviiiiiiiiec e 24
3.3.1 Brana AWAIENESS. ......ccveueiieriiaieseeseesiesseessaeseesseesseaeesseesseessesseessenns 25
3.3.2 Brand ASSOCIAtION .....ccueiiiiiieiieie et 25
3.3.3 Perceived QUAlILY .......coviiiiiieee e 25
3.3.4 Brand LOYalty......c.ccoviiiiiiiccic e 26

vii



3.4 Variable MEASUIEMIENT .......oeeeeeee oottt e e e e e e e e e 27

3.5 Type and Sources of the Data ............cccoereiiriininieieese e 27
3.6 Tools and Data Collection Methods.............cooviriiiinine i 27
3.7 Population, Sample, and Sampling TechniQUES .........cccceevvrerrveiriienenn, 28
3.8 ANalySiS OF DAl@ .......ccuviiiiiicie e 28
3.8.10Uter MOEI ... 29
3.8.2 INNEI MOTEL ... 30
3.8.3 Path COETFICIENT......c.eeiiiiiicie e 31
3.8.4 HYPOhESIS TESL....oeiiiiieciicie it 31
CHAPTER 4. ANALYSIS AND DISCUSSION .....ccccvoiiiiiinienienie e 33
4.1 Respondents CharaCteriStiC .........cuuveerierereiiiisieeee e 33
4.1.1 Respondents Characteristic Based on Gender...........ccccoeevvvvvervenenne. 33
4.1.2 Respondents Characteristic Based 0N AgE.......ccceovrerirenenineeienen, 33
4.1.3 Respondents Characteristic Based on Occupation...............ccceveunenee. 34
4.1.4 Respondents Characteristic Based on Domicile ..........c.ccocovvinnneee. 34
4.2 DeSCrPLIVe STAtISTIC ..ccvveveiiecie e 34
4.2.1 Descriptive Statistic of Brand AWAareness..........cccoceeverererenieeinennn. 35
4.2.2 Descriptive Statistic of Brand AsSSOCIAtioN ..........c.ccceevvevveieeieenene. 36
4.2.3 Descriptive Statistic of Perceived Quality .........cccocoviiiiiiiiiiienen, 36
4.2.4 Descriptive Statistic of Brand Loyalty...........cccoceveiieiiiie e 37
4.3 DAt ANAIYSIS ..o 38
4.3.1 Outer (Measurement) Model Evaluation ..............ccccoevvveviieeieenenne, 39
4.3.2 Inner Structural Model Evaluation.............cccoceviveieiienieein e 42
4.4 HYPOtheSIS TESHING.....ccveieiieie ettt 45
R D oW 1] o] S 46
4.4.1 The Impact of Brand Awareness on Brand Loyalty.............c.ccc......... 46
4.4.2 The Impact of Brand Association on Brand Loyalty ..............cc........ 47
4.4.3 The Impact of Perceived Quality on Brand Loyalty ...............c.......... 48
4.4.4 Generation as the Moderating .........ccocoevererinieienene e, 48
CHAPTER 5. CONCLUSION AND SUGGESTION ......ccccoeiiiiii e 49
5.1 CONCIUSION ..ttt 49
5.2 Limitation of RESEAICN.........cccveieiieciee e 50
5.3 SUQQESTIONS ...ttt et 50
5.3.1 Suggestion fOr ACAUEMIC .......cceiverereririesieeee e 50
5.3.2 Suggestion for Practical ..........c.ccccveviiiiiiiiiic e 51
REFERENGCES........oo ottt ettt sttt 52

viii



TABLE OF TABLES

Page

Table 1.1 Worldwide Smart Phone Sales to End Users by Vendor in 1Q19............. 1
Table 1.2 Indonesia Smartphone Sales Market Share —3Q 2019...........cccccvevviienen. 2
Table 1.3 Population Composition by Generation............ccceoeveneneneneneseseeeen, 5
Table 2.1 Grouping of GENEIAtiON .........cccvciieiieiiciese e 16
Table 2.2 Millennial Generation Recap by Year of Birth Based on Various

RESEAICNEIS ...t bbb 17
Table 2.3 Generational Behavior Characteristics of Different Age-Groups.............. 18
Table 2.4 Comparison between Previous Researches with This Research................ 22
Table 3.1 Rules of Thumb in Outer Model Measurement............ccccccevveverieenesiennnnn 30
Table 3.2 Rules of Thumb in Inner Model Measurement............ccocoeeveieninenninnnnn, 31
Table 4.1 Gender of RESPONAENTS .........coiiiiiiiieiec e 33
Table 4.2 Age Of RESPONUENTS .......ccviieiciicc e 33
Table 4.3 Occupation of RESPONAENTS ........eeveieiiiiiiierieeee e 34
Table 4.4 Domicile of RESPONUENLS .......ccuviviiieiice e 34
Table 4.5 Interval RAtiNGS ........oci i 35
Table 4.6 Descriptive Statistic Variable of Brand Awareness.............ccccceevveveinenen. 35
Table 4.7 Descriptive Statistic Variable of Brand Association.............c.cccocevviinnen. 36
Table 4.8 Descriptive Statistic Variable of Perceived Quality .............cccccvvevvinennnn. 37
Table 4.9 Descriptive Statistic Variable of Brand Loyalty ..., 37
Table 4.10 OULEr LOAAING ......coivieiiiieiie ettt sne s 39
Table 4.11 Average Variance Extracted (AVE) ......ccccoovviiiiiiiieeeeee, 40
Table 4.12 Discriminant Validity — Cross Loading .........cccccovevviviiiivece e 40
Table 4.13 Square ROOT AVE ..o 41
Table 4.14 Cronbach’s Alphaand Composite Reliability ..........cccccovviiiviiicicninnnnn 42
Table 4.15 R-SQUAIE VaIUE ..ot 42
Table 4.16 f-Square Effect Size Test ReSUIL..........ccccveiieieiiece e 43
Table 4.17 Predictive ReleVANCE...........ccov i 43
Table 4.18 Path COeffiCIENT.......ccoii i 44
Table 4.19 HYpOthesiS TESTING........coviiriiiiieieesie e 45



TABLE OF FIGURES

Figure 2.1 Research Framework .............

Figure 4.1 SmartPLS 3.0 Path Modeling



LIST OF APPENDIXES

Appendix 1 Questionnaire

Appendix 2 Questionnaire Result

Appendix 3 Descriptive Statistics

Appendix 4 Path Modeling

Appendix 5 Convergent Validity — Outer Loading
Appendix 6 Average Variance Extracted (AVE)
Appendix 7 Discriminant Validity — Cross Loading
Appendix 8 Discriminant Validity — Root Square AVE
Appendix 9 Cronbach’s Alpha and Composite Reliability
Appendix 10 R-Square Value

Appendix 11 f-Square Effect Size Test Result
Appendix 12 Predictive Relevance

Appendix 13 Path Coefficient

Appendix 14 Hypothesis Testing

Xi



ABSTRAK

Pada era sekarang ini smartphone sangat penting untuk kita. Smartphone
yang memiliki beberapa fungsi dan fitur-fitur canggih, membuat orang-orang
mendapatkan pengalaman yang lebih baik dalam berinteraksi dan berkomunikasi
dengan orang lain serta kesempatan untuk mempelajari hal-hal baru melalui
internet. Samsung merupakan brand nomor satu dan menjadi pemimpin
smartphone di Indonesia. Dengan adanya nama brand dan cara pemasaran yang
baik akan membuat pelanggan puas dan memenangkan loyalitas pelanggan.

Riset ini dilakukan untuk memahami pengetahuan antara brand equity dan
brand loyalty akan Samsung smartphone menggunakan moderasi Generasi X dan
Y di Indonesia. Riset ini menggunakan metode penelitian kuantitatif, dengan total
responden 150 orang yang terdiri dari 75 orang Gen X (usia 40-59 tahun) dan 75
orang Gen Y (usia 19-39 tahun). Responden dari riset ini harus pengguna
smartphone Samsung dan berdomisili di Indonesia. Responden harus mengisi
kuesioner yang terdapat di google form yang telah dibagikan melalui media sosial.
Analisa data adalah Structural Equation Modeling (SEM) mengunakan program
PLS.

Penelitian ini menemukan bahwa (1) Brand awareness berpengaruh positif
terhadap brand loyalty. (2) Brand association berpengaruh positif terhadap brand
loyalty. (3) Perceived quality berpengaruh positif terhadap brand loyalty. (4)
Generasi X dan Y tidak mempengaruhi brand awareness, brand association, dan
perceived quality terhadap brand loyalty.

Kata kunci: Brand Loyalty, Brand Awareness, Brand Association, Perceived
Quality, Gen X, Gen Y
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ABSTRACT

In this era smartphone is very important for us. A smartphone that has
several advanced functions and features, makes people get a better experience in
interacting and communicating with others and the opportunity to learn new
things through the internet. Samsung is the number one brand and a smartphone
leader in Indonesia. With a good brand name and marketing methods will make
customers satisfied and win customer loyalty.

This research was conducted to understand the knowledge between brand
equity and brand loyalty for Samsung smartphones using Generation X and Y
moderation in Indonesia. This research uses quantitative research methods, with a
total of 150 respondents consisting of 75 Gen X people (aged 40-59 years) and 75
Gen Y people (aged 19-39 years). Respondents from this research must be
Samsung smartphone users and domiciled in Indonesia. Respondents must fill out
a questionnaire contained in Google form that has been distributed through social
media. Data analysis is Structural Equation Modeling (SEM) using the PLS
program.

This study found that (1) Brand awareness has a positive effect on brand
loyalty. (2) Brand association has a positive effect on brand loyalty. (3) Perceived
quality has a positive effect on brand loyalty. (4) Generation X and Y do not
affect brand awareness, brand association, and perceived quality of brand loyalty.

Keyword: Brand Loyalty, Brand Awareness, Brand Association, Perceived
Quiality, Gen X, Gen Y
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