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PENGARUH STRENGTH, FAVORABILITY, UNIQUENESS OF
BRAND ASSOCIATION TERHADAP LOYALITAS KONSUMEN
PADA SMARTPHONE SAMSUNG

Annisaa Anaastasya Firdaus

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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PENGARUH STRENGTH, FAVORABILITY, UNIQUENESS OF
BRAND ASSOCIATION TERHADAP LOYALITAS KONSUMEN
PADA SMARTPHONE SAMSUNG

Annisaa Anaastasya Firdaus

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
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