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MOTTO 
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ABSTRAK 

 

VIEGA CEMERLANG IMMANUEL SINAMBELA. 210110124, (2025) 

PENGARUH KESADARAN MEREK DAN BRAND EQUITY TERHADAP 

LOYALTY PROVIDER TELKOMSEL MEDAN 

Pembimbing : Dr. Donalson Silalahi, MS 

Tujuan penelitian ini adalah untuk mengetahui dan menjelaskan pengaruh 

kesadaran merek dan brand equity terhadap loyalty provider Telkomsel Medan. 

Untuk mencapai maksud hal tersebut dilakukan penelitian dengan menggunakan 

sampel sebanyak 100 orang pengguna kartu Telkomsel. Teknik analisis data yang 

dilakukan adalah uji validitas, uji reliabilitas, uji asumsi klasik, analisis regresi 

linier berganda, uji hipotesis (uji F dan uji t), dan uji koefisien determinasi. Analisis 

data pada penelitian ini menggunakan bantuan SPSS versi 25. 

Berdasarkan hasil regresi linier berganda diperoleh fungsi persamaan: Y = 

-3.749 + 0,188KM + 0,504BE + e. Nilai konstanta sebesar -3,749 menunjukkan 

bahwa jika variabel kesadaran merek (KM), dan brand equity (BE) dianggap tetap, 

maka tingkat loyalty sebesar -3,749. Nilai koefisien regresi menunjukkan bahwa 

variabel kesadaran merek (X₁) sebesar 0,188, dan brand equity (X2) sebesar 0,504, 

yang semuanya berpengaruh positif terhadap loyalty. 

Hasil uji t menunjukkan bahwa variabel kesadaran merek (t_hitung = 2,276; 

sig. = 0,025), dan brand equity (t_hitung = 10,538; sig. = 0,000) berpengaruh positif 

dan signifikan terhadap loyalty. Secara simultan, hasil uji F menunjukkan nilai 

F_hitung sebesar 281,600 > F_tabel sebesar 3,09 dengan tingkat signifikansi 0,000 

< 0,05, sehingga H₀ ditolak dan H₁ diterima. Artinya, kedua variabel bebas secara 

bersama-sama berpengaruh positif dan signifikan terhadap loyalty. Nilai koefisien 

determinasi (R Square) sebesar 0,850 atau 85% menunjukkan bahwa variasi loyalty 

dapat dijelaskan oleh variabel kesadaran merek, dan brand equity, sedangkan 

sisanya sebesar 15% dijelaskan oleh variabel lain di luar penelitian ini seperti 

kualitas produk, kualitas pelayanan, kepuasan konsumen, pengalaman, hubungan 

pelanggan, dan kemudahan transaksi. 

 

Kata Kunci: Kesadaran Merek, Brand Equity, Loyalty 
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ABSTRACT 

 

VIEGA CEMERLANG IMMANUEL SINAMBELA. 210110124, (2025) THE 

EFFECT OF BRAND AWARENESS AND BRAND EQUITY ON 

TELKOMSEL MEDAN PROVIDER LOYALTY 

Advisor: Dr. Donalson Silalahi, MS 

The purpose of this study is to determine and explain the influence of brand 

awareness and brand equity on loyalty provider Telkomsel Medan. To achieve this 

purpose, a study was conducted using a sample of 100 Telkomsel card users. The 

data analysis techniques used were validity test, reliability test, classical 

assumption test, multiple linear regression analysis, hypothesis test (F test and t 

test), and determination coefficient test. Data analysis in this study used SPSS 

version 25. 

Based on the results of multiple linear regression, the equation function is 

obtained: Y = -3.749 + 0.188KM + 0.504BE + e. The constant value of -3.749 

indicates that if the brand awareness (KM) and brand equity (BE) variables are 

considered constant, then the loyalty level is -3.749. The regression coefficient 

value shows that the brand awareness (X₁) variable is 0.188, and brand equity (X2) 

is 0.504, all of which have a positive effect on loyalty. 

The t-test results show that the brand awareness variables (t_count = 2.276; 

sig. = 0.025), and brand equity (t_count = 10.538; sig. = 0.000) have a positive 

and significant effect on loyalty. Simultaneously, the F-test results show an F_count 

value of 281.600> F_table of 3.09 with a significance level of 0.000 <0.05, so H₀ 

is rejected and H₁ is accepted. This means that both independent variables together 

have a positive and significant effect on loyalty. The coefficient of determination (R 

Square) value of 0.850 or 85% indicates that the variation in loyalty can be 

explained by the brand awareness and brand equity variables, while the remaining 

15% is explained by other variables outside this study such as product quality, 

service quality, consumer satisfaction, experience, customer relationships, and 

ease of transaction. 

 

Keywords: Brand Awareness, Brand Equity, Loyalty 
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