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ABSTRAK 

Indonesia menduduki posisi sebagai salah satu negara dengan jumlah pemakai smartphone terbesar di 

dunia, berada di bawah China, India, dan Amerika Serikat. Di antara berbagai merek smartphone yang 

beredar, Samsung tetap menjadi salah satu brand terbesar di Indonesia dan konsisten menempati posisi 

teratas setiap tahun. Iphone berada di urutan kedua, disusul oleh merek-merek asal China seperti Vivo, 

Xiaomi, Oppo, Infinix, dan Realme. Meski Samsung masih mendominasi pasar smartphone, pangsa 

pasarnya mengalami penurunan dalam beberapa waktu terakhir. Dilihat dari laporan International Data 

Corporation (IDC), pada kuartal pertama 2023, pangsa pasar Samsung turun menjadi 22,5%, padahal 

di periode yang sama tahun 2022, mereka menguasai 23,7%. Salah satu penyebab utama penurunan ini 

diduga karena berkurangnya loyalitas pelanggan sehingga rumusan masalah pada penelitian ini 

adalah ”Apakah terdapat pengaruh Strength, Favorability, Uniqueness of Brand Association Terhadap 

Loyalitas Konsumen Pada Smartphone Samsung" Uji hipotesis penelitian ini menggunakan metode 

analisis regresi berganda. Hasil analisis regresi berganda menunjukkan bahwa ketiga variabel 

independen secara bersama-sama memiliki pengaruh signifikan terhadap loyalitas konsumen. Nilai 

signifikansi gabungan sebesar 0.001, yang lebih rendah dari 0.05, menunjukkan bahwa pengaruh 

keseluruhan variabel bebas terhadap loyalitas signifikan secara statistik. 

Kata Kunci— Strength of brand association;Favoraibility of brand association;Uniqueness of 

brand association;Loyalitas;Samsung 
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ABSTRACT 

 

Indonesia ranks among the top countries with the highest smartphone user base globally, trailing only 

China, India, and the United States. Among the diverse range of smartphone brands available, Samsung 

remains a leading brand in Indonesia, consistently holding the top position year after year. iPhone 

follows closely in second place, followed by Chinese brands such as Vivo, Xiaomi, Oppo, Infinix, and 

Realme. Despite Samsung's continued dominance in the smartphone market, its market share has 

experienced a decline in recent times. According to reports from the International Data Corporation 

(IDC), Samsung's market share in the first quarter of 2023 dropped to 22.5%, compared to 23.7% in 

the same period of 2022. This decline is attributed, in part, to a decrease in customer loyalty. 

Consequently, this research investigates the question: "Does Strength, Favorability, and Uniqueness of 

Brand Association have an impact on Consumer Loyalty towards Samsung Smartphones?" This study 

employs multiple regression analysis to test the hypothesis. The results of the multiple regression 

analysis indicate that the three independent variables collectively have a significant influence on 

consumer loyalty. The combined significance value of 0.001, which is less than 0.05, suggests that the 

overall influence of the independent variables on loyalty is statistically significant. 

Keywords— Strength of brand association;Favoraibility of brand association;Uniqueness of brand 

association;Loyalitas;Samsung 

 

 

 

 

 

 

 

 

 

 



x 
 

DAFTAR ISI 
ABSTRAK..............................................................................................................................vii 

DAFTAR ISI.............................................................................................................................x 

DAFTAR GAMBAR.............................................................................................................xiii 

DAFTAR TABEL..................................................................................................................xiv 

BAB 1 PENDAHULUAN.........................................................................................................1 

1.1 Latar Belakang..........................................................................................................................1 

1.2 Rumusan Masalah....................................................................................................................5 

1.3 Tujuan Penelitian......................................................................................................................5 

1.4 Manfaat Penelitian....................................................................................................................6 

1.1.1 Manfaat Teoritis.............................................................................................................6 

1.1.2 Manfaat Praktis..............................................................................................................6 

BAB II TINJAUAN PUSTAKA..............................................................................................7 

2.1 Definisi Konsep..........................................................................................................................7 

2.1.1  Loyalitas...........................................................................................................................7 

2.1.1.1 Pengertian Loyalitass...............................................................................................7 

2.1.1.2 Aspek-Aspek Loyalitas............................................................................................8 

2.1.1.3 Faktor-Faktor Loyalitas............................................................................................8 

       2.1.2   Strengh of Brand Association.....................................................................................10 

       2.1.2.1 Pengertian Strengh of Brand Association………………………………………..10 

       2.1.3  Favorabillity of Brand Association………………………………………………….11 

       2.1.3.1 Pengertian Favorabillity of Brand Association…………………………………..11 

       2.1.4  Uniqueness of Brand Association……………………………………………………12 

       2.1.4.1 Pengertian Uniqueness of Brand Association……………………………………12 

2.2 Review Penelitian Sebelumnya……………………………………………………………...12 

2.3 Hipotesis Penelitian………………………………………………………………………….15 

BAB III METODE PENELITIAN…………………………………………………….......16 

3.1 Populasi dan Sampling……………………………………………………………….............16 

3.1.1 Populasi…………………………………………………………………………...........16 

3.1.2 Sampel.............................................................................................................................16 

3.2 Sumber Data dan Teknik Pengumpulan Data........................................................................17 

3.2.1 Sumber Data...................................................................................................................17 

3.2.2 Teknik Pengumpulan Data............................................................................................18 

 

3.3 Definisi Operasional Variabel..................................................................................................19 



xi 
 

3.3.1 Variabel Penelitian...........................................................................................................19 

3.3.2 Operasional Variabel.......................................................................................................19 

3.4 Metode Analisis Data................................................................................................................21 

3.4.1 Uji Validitas......................................................................................................................21 

3.4.2 Uji Reliabilitas.................................................................................................................21 

3.4.3 Analisis Statistik Deskriptif............................................................................................22 

3.4.4 Uji Asumsi Klasik............................................................................................................22 

3.4.4.1 Uji Linearitas.........................................................................................................22 

3.4.4.2 Uji Normalitas........................................................................................................23 

3.4.4.3 Uji Heterosdastisitas...............................................................................................23 

3.4.4.4 Uji Multikoleniaritas..............................................................................................24 

        3.4.5 Uji Hipotesis....................................................................................................................24 

3.4.5.1 Uji Analisis Regresi Linear Beganda....................................................................24 

3.4.5.2 Uji Parsial (Uji T) ................................................................................................25 

3.4.5.3 Uji Simultan (Uji F) ............................................................................................25 

BAB IV HASIL DAN PEMBAHASAN................................................................................26 

4.1 Pre Test.....................................................................................................................................26 

4.1.1 Uji Validitas....................................................................................................................26 

4.1.2 Uji Reliabilitas................................................................................................................29 

4.2 Analisis Karakteristik Sampel................................................................................................31 

4.2.1 Karakteristik Sampel Berdasarkan Jenis Kelamin......................................................31 

4.2.2 Karakteristik Sampel Berdasarkan Usia.....................................................................32 

4.2.3 Karakteristik Sampel Berdasarkan Domisili...............................................................32 

4.2.4 Karakteristik Sampel Berdasarkan Profesi.................................................................33 

4.2.5 Karakteristik Sampel Berdasarkan Penghasilan.........................................................33 

4.3 Analisis Statistik Deskriptif....................................................................................................33 

4.4 Uji Asumsi Klasik....................................................................................................................36 

4.4.1 Uji Linearitas...............................................................................................................36 

4.4.2 Uji Normalitas.............................................................................................................37 

4.4.3 Uji Multikolinieritas....................................................................................................38 

4.4.4 Uji Heteroskedastisitas...............................................................................................39 

4.5 Uji Hipotesis.............................................................................................................................39 

4.5.1 Uji Analisis Regresi Berganda...................................................................................39 

4.5.2 Uji Parsial (Uji T).......................................................................................................41 

4.5.3 Uji Simultan (Uji F)....................................................................................................42 

4.5.4 Uji Koefisien Determinasi (R2)..................................................................................43 

4.6 Pembahasan.............................................................................................................................43 

BAB V KESIMPULAN KETERBATASAN SARAN..........................................................48 

5.1 Kesimpulan................................................................................................................................48 



xii 
 

5.2 Keterbatasan Penelitian...........................................................................................................48 

5.2.1 Populasi dan Sampel.................................................................................................48 

5.2.2 Metode Pengumpulan Data......................................................................................48 

5.3 Saran..........................................................................................................................................49 

5.3.1 Penelitian Selanjutnya..............................................................................................49 

5.3.2 Objek Penelitian........................................................................................................49 

DAFTAR PUSTAKA..............................................................................................................50 

 

 

 

 

 

  

  

  



xiii 
 

DAFTAR GAMBAR 

 

 

Gambar 2. 1 Kerangka Model Penelitian...............................................................15 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiv 
 

DAFTAR TABEL

 

 

 

Tabel 1. 1 Lima Negara dengan Pengguna Smartphone Terbanyak di Dunia.......... 1 

Tabel 1. 2 TOP Brand Smartphone Populer di Indonesia………………………….2 

Tabel 1. 3 Brand Smarthphone Terlaris di Indonesia………………………………3 

Tabel 2. 1 Penelitian Sebelumnya...........................................................................13 

Tabel 3.1 Operasional Variabel...............................................................................19 

Tabel 4. 1 Hasil Uji Validitas Pre Test Strenght of Brand Association……………27 

Tabel 4. 2 Hasil Uji Validitas Pre Test Favorabillity of Brand Association………27 

Tabel 4. 3 Hasil Uji Validitas Pre Test Uniqueness of Brand Association………..28 

Tabel 4. 4 Hasil Uji Validitas Pre Test Loyalitas…………………………………28 

Tabel 4. 5 Hasil Uji Reliabilitas Pre Test Strenght of Brand Association………..29 

Tabel 4. 6 Hasil Uji Reliabilitas Pre Test Favorabillity of Brand Association…...29 

Tabel 4. 7 Hasil Uji Reliabilitas Pre Test Uniqueness of Brand Association…….30 

Tabel 4. 8 Hasil Uji Reliabilitas Pre Test Loyalitas………………………...…….30 

Tabel 4. 9 Jenis Kelamin Sampel............................................................................31 

Tabel 4. 10 Usia Sampel.........................................................................................31 

Tabel 4. 11 Domisili Sampel...................................................................................32 

Tabel 4. 12 Profesi Sampel.....................................................................................32 

Tabel 4. 13 Pengasilan Sampel................................................................................33 

Tabel 4. 14 Statistik Deskriptif Strenght of Brand Assosiation…………………..34 

Tabel 4. 15 Statistik Deskriptif Favorabillity of Brand Assosiation……………...34 

Tabel 4. 16 Statistik Deskriptif Uniqueness of Brand Assosiation……………….34 

Tabel 4. 17 Statistik Deskriptif Loyalitas................................................................34 

Tabel 4. 18 Hasil Uji Linearitas Strenght of Brand Assosiation dan Loyalitas…..35 

Tabel 4. 19 Hasil Uji Linearitas Favorabillity of Brand Assosiation dan Loyalitas.35 

Tabel 4. 20 Hasil Uji Linearitas Uniqueness of Brand Assosiation dan Loyalitas..36 

Tabel 4. 21 Hasil Uji One-Sample Kolmogiriv-SmirnovTest Strenght of Brand 

Assosiation……………………………………………………………………….36 

Tabel 4. 22 Hasil Uji One-Sample Kolmogiriv-SmirnovTest Favorabillity of Brand 

Assosiation……………………………………………………………………….37 

Tabel 4. 23 Hasil Uji One-Sample Kolmogiriv-SmirnovTest Uniqueness of Brand 

Assosiation……………………………………………………………………….37 

Tabel 4. 24 Hasil Uji Multikolinearitas…………………………………………..38 

Tabel 4. 25 Hasil Uji Heteroskedastisitas...............................................................39 

Tabel 4. 26 Hasil Uji Analisis Regresi Berganda.....................................................40 

Tabel 4. 27 Hasil Uji T............................................................................................41 

Tabel 4. 28 Hasil Uji F............................................................................................42 

Tabel 4. 29 Hasil Uji Koefisien Determinasi..........................................................43 

 

 

 


