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ABSTRAK 

 

Penelitian mengenai efek negara asal (Country of origin - COO), 
merupakan pemahaman bagaimana konsumen merasa bahwa produk 

tertentu berasal dari negara tertentu. Fenomena country of origin 

mencerminkan peningkatan kompleksitas pasar secara global. Selain 

berdasarkan pada negara asal (COO) konsumen juga mempertimbangkan 

merek produk. Penelitian ini dilakukan untuk menguji lebih lanjut pengaruh 

country of origin terhadap ekuitas merek Apple di Surabaya dengan dimensi 

ekuitas merek sebagai variabel intervening. 

Pada penelitian ini yang dipakai adalah penelitian konklusif pada 

studi experimental atau causal research. Teknik pengambilan sampling 

yang digunakan adalah non probability sampling. Jenis metode yang 

digunakan adalah purposive sampling. Sampel yang digunakan berjumlah 
200 orang konsumen Apple di Surabaya. Data dikumpulkan dengan 

menggunakan kuesioner. Teknik analisis yang digunakan adalah structural 

equation model dengan bantuan program LISREL. Hasil analisis ini 

menunjukkan bahwa country of origin berpengaruh secara langsung 

terhadap brand awareness, perceived quality, brand association dan brand 

loyalty, dan berpengaruh secara tidak langsung terhadap total brand equity. 

Dalam penelitian ini juga diperoleh hasil bahwa brand awareness, 

perceived quality, brand association dan brand loyalty berpengaruh 

langsung terhadap brand equity. 

 

Kata Kunci: Country of Origin; Brand Awareness; Perceived Quality; 

Brand Association; Brand Loyalty; Brand Equity 
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THE INFLUENCE OF COUNTRY OF ORIGIN TO BRAND EQUITY 

WITH BRAND AWARENESS, BRAND ASSOCIATION, 

PERCEIVED QUALITY, BRAND LOYALTY AS INTERVENING 

VARIABLES TO THE APPLE BRAND IN SURABAYA 

 

ABSTRACT 

 

Research on the effects of country of origin (country of origin-

COO), is understanding how consumers feel that certain products 

originating from certain countries. The phenomenon reflects the increased 

complexity of the COO market globally. In addition, based on the country 

of origin (COO) consumers also consider brand products. This research was 

conducted to test further the influence of country of origin of the Apple 

brand equity in Surabaya with dimensions of brand equity as intervening 
variables. 

In this study used is the conclusive research on the study of 

experimental or causal research. Retrieval technique of sampling used is 

non probability sampling. The type of method used is the purposive 

sampling. The sample used was an Apple consumer 200 people in 

Surabaya. Data were collected using a questionnaire. The technique used is 

the analysis of structural equation modeling with LISREL program 

assistance. The results of this analysis indicate that the country of origin 

effect directly against the perceived quality, brand awareness, brand loyalty, 

brand association and influential indirectly to total brand equity. In this 

study also obtained the result that brand awareness, perceived quality, brand 

association and brand loyalty effect directly against the brand equity. 
 

Keywords: Country of Origin; Brand Awareness; Perceived Quality; 

Brand Association; Brand Loyalty; Brand Equity 


