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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh citra merek (brand image)
yang terdiri dari keunggulan asosiasi merek (favor-ability of brand association),
kekuatan asosiasi merek (strenght of brand association) dan keunikan asosiasi
merek (uniqueness of brand association) terhadap loyalitas pengguna Smartphone
Samsung (Studi pada pelanggan Hartono Kertajaya Indah Surabaya).
Pengumpulan data menggunakan kuesioner. Model analisis adalah analisis regresi
berganda. Hasil penelitian menunjukkan bahwa citra merek (brand image) yang
terdiri dari keunggulan asosiasi merek (favor-ability of brand association),
kekuatan asosiasi merek (strenght of brand association) dan keunikan asosiasi
merek (uniqueness of brand association) secara bersama-sama berpengaruh
terhadap loyalitas pengguna Smartphone Samsung (Studi pada pelanggan Hartono
Kertajaya Indah Surabaya). Keunggulan asosiasi merek (favor-ability of brand
association) secara parsial berpengaruh terhadap loyalitas pengguna Smartphone
Samsung (Studi pada pelanggan Hartono Kertajaya Indah Surabaya) dengan nilai
signifikan 0,000, Kekuatan asosiasi merek (strenght of brand association) secara
parsial berpengaruh terhadap loyalitas pengguna Smartphone Samsung (Studi
pada pelanggan Hartono Kertajaya Indah Surabaya) dengan nilai signifikan
sebesar 0,001. Keunikan asosiasi merek (uniqueness of brand association) secara
parsial berpengaruh terhadap loyalitas pengguna Smartphone Samsung (Studi
pada pelanggan Hartono Kertajaya Indah Surabaya) dengan nilai signifikan
sebesar 0,001 Faktor yang dominan berpengaruh terhadap keputusan loyalitas
pengguna Smartphone Samsung (Studi pada pelanggan Hartono Kertajaya Indah
Surabaya) adalah keunggulan asosiasi merek (favor-ability of brand association).
Kata Kunci : citra merek (brand image) yang terdiri dari keunggulan asosiasi
merek (favor- ability of brand association), kekuatan asosiasi merek (strenght of
brand association), keunikan asosiasi merek (uniqueness of brand association)
dan loyalitas pengguna.
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ABSTRACT

This study aims to determine the influence of brand image (brand image) which
consists of the superiority of the brand association (strength-of-ability of brand
association), the strength of the brand association (strenght of brand association)
and the uniqueness of brand association of Smartphone user loyalty Samsung
(Study at customer Hartono Kertajaya Indah Surabaya). Data collection using
questionnaires. The analysis model is multiple regression analysis. The results
show that the brand image consisting of the superiority of the brand association,
the strength of the brand association (strenght of brand association) and the
uniqueness of brand association together have an effect on Samsung Smartphone
user loyalty (Study on customer Hartono Kertajaya Indah Surabaya). the
advantages of the brand association (partially influence the ability of brand
association) to influence the user loyalty of Samsung Smartphone (Study on
customer Hartono Kertajaya Indah Surabaya) with significant value 0.000, the
strength of the brand association (strenght of brand association) partially affect
the loyalty of Samsung Smartphone users (Studies on customers Hartono
Kertajaya Indah Surabaya) with a significant value of 0.001. the uniqueness of
brand association partially affect the user loyalty of Samsung Smartphone (Study
on the customer Hartono Kertajaya Indah Surabaya) with a significant value of
0.001 The dominant factor affecting the decisions of user loyalty Smartphone
Samsung (Studies on customers Hartono Kertajaya Indah Surabaya) is the
superiority of the brand association (favor-ability of brand association).
Keywords: brand image consisting of superiority of brand association, strength of
brand association (strenght of brand association), uniqueness of brand
association and user loyalty.
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