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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh ekuitas merek terhadap 

loyalitas pelanggan, dengan kepuasan pelanggan sebagai variabel mediasi. 

Pendekatan yang digunakan adalah metode kuantitatif dengan teknik analisis 

Structural Equation Modeling–Partial Least Squares (SEM-PLS). Hasil penelitian 

menunjukkan bahwa ekuitas merek memiliki pengaruh positif dan signifikan 

terhadap loyalitas pelanggan maupun kepuasan pelanggan. Selain itu, kepuasan 

pelanggan juga terbukti berperan penting dalam memperkuat loyalitas, serta 

memediasi sebagian hubungan antara ekuitas merek dan loyalitas pelanggan. 

Temuan ini menegaskan bahwa persepsi positif terhadap merek—yang mencakup 

kesadaran, asosiasi, dan persepsi kualitas—tidak hanya meningkatkan kepuasan 

pelanggan tetapi juga memperkuat loyalitas baik secara langsung maupun tidak 

langsung. Implikasi manajerial dari hasil penelitian ini merekomendasikan agar 

perusahaan memprioritaskan strategi penguatan ekuitas merek dengan menjaga 

kesesuaian produk terhadap harapan pelanggan, guna meningkatkan kepuasan dan 

mendorong loyalitas melalui perilaku rekomendasi positif dari pelanggan yang 

puas. Penelitian lanjutan disarankan untuk mempertimbangkan variabel tambahan 

seperti kepercayaan merek dan keterlibatan pelanggan, serta menggunakan 

pendekatan longitudinal guna memahami dinamika loyalitas pelanggan secara 

berkelanjutan. 

 

Kata kunci: ekuitas merek, kepuasan pelanggan, loyalitas pelanggan, SEM-PLS, 

mediasi. 
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ABSTRACT 

 

This study aims to analyze the influence of brand equity on customer loyalty, with 

customer satisfaction serving as a mediating variable. A quantitative approach was 

employed using Structural Equation Modeling–Partial Least Squares (SEM-PLS) 

for data analysis. The results indicate that brand equity has a positive and significant 

impact on both customer loyalty and customer satisfaction. Furthermore, customer 

satisfaction plays a key role in strengthening loyalty and partially mediates the 

relationship between brand equity and customer loyalty. These findings highlight 

that positive brand perceptions—including brand awareness, associations, and 

perceived quality—not only enhance customer satisfaction but also directly and 

indirectly reinforce customer loyalty. The managerial implication of this study 

recommends that companies prioritize strategies to strengthen brand equity by 

ensuring product alignment with customer expectations, thereby improving 

satisfaction and encouraging loyalty through positive word-of-mouth from satisfied 

customers. Future research is suggested to include additional variables such as 

brand trust and customer engagement, and to adopt a longitudinal approach to better 

understand the evolving dynamics of customer loyalty over time. 

 

Keywords: brand equity, customer satisfaction, customer loyalty, SEM-PLS, 

mediation 
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