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ABSTRACT 

MUHAMMAD VERLYANSYAH, 2023. The Effect of Brand Equity on Customer 

Loyalty for Freshtime Yogurt Products a Case Study on Koperasi Peternak Sapi 

Bandung Utara (KPSBU) Lembang, under the guidance of Dadan Hamdani and 

Agrivinie Rainy Firohmatillah. 

This research aims to determine the level of Freshtime’s Brand Equity, the 

influence of each dimension of Brand Equity on Customer Loyalty both partially and 

simultaneously and the efforts that can be made to improve Freshtime’s Brand Equity 

and Customer Loyalty.   

The research method used is a quantitative method using a descriptive 

approach. The data obtained through interview, questionnaire, observation and 

literature review. The sample in this research amounted to 100 respondents who were 

selected by combining two techniques namely Accidental and Purposive Sampling. 

The analytical method used is Multiple Linear Regression Analysis using statistical 

tool SPSS version 26. 

The result of this study shows that Freshtime’s Brand Equity level falls into 

the high category. The data analysis results using Multiple Linear Regression test 

show that Brand Awareness has a significant partial effect on Customer Loyalty to 

Freshtime yogurt products with a coefficient of determination of 4.9%, Brand 

Association has a significant partial effect on Customer Loyalty to Freshtime yogurt 

products with a coefficient of determination of 5.2%, Perceived Quality has a 

significant partial effect on Customer Loyalty to Freshtime yogurt products with a 

coefficient of determination of 12.5%. Lastly, Brand Loyalty has a significant partial 

effect on Customer Loyalty to Freshtime yogurt products with a coefficient of 

determination of 62.5%. Meanwhile, Brand Equity also has a significant 

simultaneous effect on Customer Loyalty to Freshtime yogurt products with a 

coefficient determination of 62.2%. 

Keywords: Brand Equity, Customer Loyalty, Freshtime  
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ABSTRAK 

MUHAMMAD VERLYANSYAH, 2023. Pengaruh Brand Equity Terhadap 

Loyalitas Pelanggan Produk Yoghurt Freshtime. Studi Kasus Pada Koperasi Peternak 

Sapi Bandung Utara (KPSBU) Lembang, di bawah bimbingan Dadan Hamdani dan 

Agrivinie Rainy Firohmatillah 

Penelitian ini bertujuan untuk mengetahui tingkat Brand Equity yang dimiliki 

oleh Freshtime, pengaruh setiap dimensi Brand Equity terhadap loyalitas pelanggan 

secara parsial maupun simultan dan upaya apa saja yang dapat dilakukan untuk dapat 

meningkatkan brand equity dan loyalitas pelanggan Freshtime.  

Metode penelitian yang digunakan adalah metode kuantitatif dengan 

menggunakan pendekatan deskriptif. Data penelitian ini diperoleh melalui 

wawancara, kuesioner, observasi dan sutdi pustaka. Sampel dalam penelitian ini 

berjumlah 100 responden yang dipilih dengan menggabungkan dua teknik yaitu 

Accidental Sampling dan Purposive Sampling. Metode analisis yang digunakan 

adalah Analisis Regresi Linear Berganda dengan menggunakan alat statistik SPSS 

versi 26.  

Hasil penilitian ini menunjukan bahwa tingkat Brand Equity Freshtime 

termasuk dalam kategori tinggi. Hasil analisis data menggunakan uji Regresi Linear 

Berganda menunjukkan bahwa secara parsial Brand Awareness berpengaruh nyata 

terhadap Loyalitas Pelanggan produk yoghurt Freshtime dengan nilai koefisien 

determinasi sebesar 4,9%, Brand Association berpengaruh nyata terhadap Loyalitas 

Pelanggan produk yoghurt Freshtime dengan nilai koefisien determinasi sebesar 

5,2%, Perceived Quality berpengaruh nyata terhadap Loyalitas Pelanggan produk 

yoghurt Freshtime dengan nilai koefisien determinasi sebesar 12,5% dan Brand 

Loyalty berpengaruh nyata terhadap Loyalitas Pelanggan produk yoghurt Freshtime 

dengan nilai koefisien determinasi sebesar 62,5%. Sedangkan secara simultan Brand 

Equity berpengaruh nyata terhadap Loyalitas Pelanggan produk yoghurt Freshtime 

dengan nilai koefisien determinasi sebesar 62,2%. 

Kata Kunci: Brand Equity, Loyalitas Pelanggan, Freshtime  
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