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Abstrak: Penelitian ini bertujuan untuk mengetahui kemampuan
brand associations, brand loyalty, brand awareness, dan brand
image terhadap brand equity pada merek fesyen Uniglo. Jumlah
sampel yang digunakan dalam penelitian ini sebanyak 100
responden yang merupakan mahasiswa/i Fakultas Ekonomi
Universitas Tarumanagara yang menggunakan produk merek
fesyen Uniglo. Sumber data diperoleh dari penyebaran kuesioner
dengan metode purposive sampling dan teknik analisis regresi.
Dari hasil pengujian diperoleh bahwa brand associations, brand
loyalty, brand awareness dan brand image merupakan prediktor
positif atas brand equity.
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Abstract: This study has a purpose to predict brand associations,
brand loyalty, brand awareness, and brand image to brand equity
of Uniglo brand. The total of samples in this study are 100
respondents to the students of Faculty Economics at
Tarumanagara University who are using the product of Uniglo
brand. The source of data obtained from the spread of
quesionnaires with purposive sampling method and techniques of
regression analysis. The result of this study showed that brand
associations, brand loyalty, brand awareness and brand image are
positive predictors of brand equity.
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