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Tujuan Penelitian ini adalah untuk mengetahui pengaruh variable brand attitude, 

brand association, dan brand trust terhadap brand equity pada pengguna produk 

iPhone. Pengumpulan data dilakukan dengan cara menyebar kuesioner melalui 

google form. Pengambilan sampel dilakukan dengan menggunakan teknik non 

probability sampling dan purposive sampling. Alat analisis yang digunakan adalah 

regresi linier berganda, linier sederhana dan uji asumsi klasik. Pengujian hipotesis 

menggunakan uji F secara simultan dan uji t secara parsial. Hasil dari penelitian 

menunjukkan terdapat pengaruh signifikan antara brand attitude, brand association, 

dan brand trust terhadap brand equity yaitu sebesar 0,437 (43,7%) dan sisanya 

dipengaruhi oleh variable lain yang tidak diteliti. Berdasarkan perhitungan yang 

diperoleh F hitung > F tabel yaitu 24.888 > 2.699 dan dengan signifikansi 0,000 < 

0,05 maka keputusannya adalah Ha diterima. 

 
Kata Kunci: Brand Attitude, Brand Association, Brand Trust, Brand Equity 
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The purpose of this study was to determine the effect of brand attitude, brand 

association, and brand trust variables on brand equity among iPhone product users. 

Data collection was carried out by distributing questionnaires through the Google 

form. Sampling was carried out using non-probability sampling and purposive 

sampling techniques. The analytical tools used are multiple linear regression, simple 

linear and classical assumption test. Hypothesis testing using simultaneous F test 

and partial t test. The results of the study show that there is a significant influence 

between brand attitude, brand association, and brand trust on brand equity, namely 

0.437 (43.7%) and the rest is influenced by other variables not examined. Based on 

the calculations obtained F count > F table, namely 24,888 > 2.699 and with a 

significance of 0.000 <0.05, the decision is that Ha is accepted. 

 
Keywords: Brand Attitude, Brand Association, Brand Trust, Brand Equity 
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