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ABSTRAKSI  

  

Penelitian ini bertujuan untuk menganalisis pengaruh asosiasi merk, kesadaran merk, 
terhadap loyalitas merk melalui kepercayaan merk pada pengguna HP OPPO di 

Kabupaten Pati. Penelitian dilakukan secara kuantitatif, data primer diperoleh dengan 

survei menggunakan kuesioner. Kriteria sampel 120 responden yang ditetapkan pada 

penelitian ini adalah pengguna HP OPPO di Kabupaten Pati, yang berusia 17 – 45 Tahun, 
yang menggunakan HP OPPO kurang lebih 1 Tahun. Hasil Analisis dalam penelitian 

dengan metode Structural Equation Modeling (SEM) sebagai berikut : 1) Asosiasi Merk 

berpengaruh positif dan tidak signifikan terhadap Kepercayaan Merk  pengguna HP 
OPPO di Kabupaten Pati. 2) Kesadaran Merk berpengaruh positif dan signifikan terhadap 

Kepercayaan Merk pada pengguna HP OPPO di Kabupaten Pati. 3) Asosiasi Merk 

berpengaruh positif dan tidak signifikan terhadap Loyalitas Merk pengguna HP OPPO di 
Kabupaten Pati. 4) Kesadaran Merk berpengaruh positif dan signifikan terhadap Loyalitas 

Merk pengguna HP OPPO di Kabupaten Pati. 5) Kepercayaan Merk berpengaruh positif 

dan signifikan terhadap Loyalitas Merk pengguna HP OPPO di Kabupaten Pati. 6) 

Kepercayaan Merk mampu memediasi dari Assosiasi Merk terhadap Loyalitas Merk. 7) 
Kepercayaan Merk tidak mampu memediasi Kesadaran Merk terhadap Loyalitas Merk. 

 

Kata Kunci :  asosiasi merk, kesadaran merk, loyalitas merk, kepercayaan merk. 
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ABSTRACTION 

 
This study aims to analyze the effect of brand associations, brand awareness, on brand 

loyalty through brand trust in OPPO cellphone users in Pati Regency. The research was 

conducted quantitatively, the primary data was obtained by survey using a questionnaire. 

The sample criteria for the 120 respondents that were determined in this study were 
OPPO cellphone users in Pati Regency, aged 17-45 years, who had used OPPO 

cellphones for about 1 year. The results of the analysis in research using the Structural 

Equation Modeling (SEM) method are as follows : 1) Brand Association has a positive 
and insignificant effect on Brand Trust of OPPO HP users in Pati Regency. 2) Brand 

awareness has a positive and significant effect on Brand Trust in OPPO HP users in Pati 

Regency. 3) Brand Association has a positive and insignificant effect on Brand Loyalty of 
OPPO HP users in Pati Regency. 4) Brand awareness has a positive and significant effect 

on Brand Loyalty of OPPO HP users in Pati Regency. 5) Brand Trust has a positive and 

significant effect on Brand Loyalty of OPPO HP users in Pati Regency. 6) Brand Trust is 

able to mediate from Brand Association to Brand Loyalty. 7) Brand Trust is unable to 
mediate Brand Awareness to Brand Loyalty. 

 

Keywords: brand association, brand awareness, brand loyalty, brand trust. 
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