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ABSTRACT

THE EFFECT OF BRAND PERSONALITY AND BRAND ASSOCIATION ON
BRAND PREFERENCES, THROUGH VALUE-IMAGE CONGRUENCE AND
BRAND FAMILIARITY
(Case for Smartphone Consumers in Tasikmalaya)

By :
Farhan Achmad Abu Bakar Bawazier
153402113

Under Supervision of:
Dr. Dedi Rusdiana, S.E., M.P.

Alfin Nur Fahmi Mufreni, S.E., M.T.

The intense competition between smartphone manufacturers, makes Brand Preference
play an important role for the company. To be able to create Brand Preferences,
value-image congruence is needed as a form of conformity to brand personality and
brand association. This research was made aiming to determine the effect of brand
personality and brand association on brand preference, through value-image
congruence and brand familiarity on smartphone consumers in Tasikmalaya. This
study uses an explanatory approach with survey methods and SEM (Structural
Equation Modeling) analysis tools. The interval scale used is bipolar adjective with a
scale used in the range 1-10. The results of 207 respondents showed that (1) Brand
Personality had a positive and significant effect on Valaue-Image Congruence (2)
Brand Association had a positive and significant effect on Value-Image Congruence
(3) Brand Association had a positive and significant effect on Brand Familiarity (4)
Value-Image Congruence has a positive and significant effect on Brand Familiarity
(5) Value-Image Congruence has a positive and significant effect on Brand Preference
(6) Brand Famility has a positive and significant effect on Brand Preference. This
study has one renewable variable, Value-Image Congruence which is obtained
through the relevance of pre-existing theories.

Keywords: Brand Personality, Brand Association, Value-Image Congruence, Brand
Familiarity, Brand Preference.



ABSTRAK

PENGARUH BRAND PERSONALITY DAN BRAND ASSOCIATION
TERHADAP BRAND PREFERENCE, MELALUI VALUE-IMAGE
CONGRUENCE DAN BRAND FAMILIARITY
(Kasus Pada Konsumen Smartphone di Tasikmalaya)

Oleh:
Farhan Achmad Abu Bakar Bawazier

Pembimbing:
Dr. Dedi Rusdiana, S.E., M.P.
Alfin Nur Fahmi Mufreni, S.E., M.T.

Ketatnya persaingan antara produsen smartphone, membuat Brand Preference
berperan penting bagi perusahaan. Untuk dapat menciptakan Brand Preference,
diperlukan adanya value-image congruence sebagai bentuk kesesuaian atas brand
personality dan brand association. Penelitian ini di buat bertujuan untuk mengetahui
pengaruh dari brand personality dan brand association terhadap brand preference,
melalui value-image congruence dan brand familiarity pada konsumen smartphone di
Tasikmalaya. Penelitian ini menggunakan pendekatan explanatory dengan metode
survei dan alat analisis SEM (Structural Equation Modeling). Skala interval yang
digunakan adalah bipolar adjective dengan skala yang digunakan pada rentang 1-10.
Hasil penelitian terhadap 207 responden menunjukan bahwa (1) Brand Personality
berpengaruh positif dan signifikan terhadap Valaue-Image Congruence (2) Brand
Association berpengaruh positif dan signifikan terhadap Value-Image Congruence (3)
Brand Association berpengaruh positif dan signifikan terhadap Brand Familiarity (4)
Value-Image Congruence berpengaruh positif dan signifikan terhadap Brand
Familiarity (5) Value-Image Congruence berpengaruh positif dan signifikan terhadap
Brand Preference (6) Brand Familiarity berpengaruh positif dan signifikan terhadap
Brand Preference. Penelitian ini memiliki satu variabel terbarukan yaitu Value-Image
Congruence yang diperoleh melalui relevansi teori yang sudah ada sebelumnya.

Kata kunci: Brand Personality, Brand Association, Value-Image Congruence, Brand

Familiarity, Brand Preference.
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