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INFLUENCE OF BRAND EQUITY TO PURCHASE INTENTION ON 

BRAND PREFERENCE IN PT. SUNLIFE FINANCIAL AT 

SURABAYA 

 

Edwin Sanjaya 

Email: winsanjy88@yahoo.com 

   

  Abstract  
           Research carried out aimed to examine the relationship between 

Brand Equity and Purchase Intention by mediating Brand Preference at PT. 

Sunlife Financial in Surabaya. This study uses SEM (Structural Equation 

Modeling), sampling technique in this study using a non-probability 

sampling using the method of sample selection based on considerations of 

judgment sampling with particular reference to the sample in this study, 

amounting to 100 people based on the characteristics of the sample are 

people who know insurance services in PT.  Sunlife Financial in Surabaya. 

           The results showed that the positive effect on Brand Equity, Brand 

Preference, Brand Equity influence on Purchase Intention is positive, the 

effect of Brand Preference to Purchase Intention is positive. Brand 

Preference positive influence as mediating the relationship between Brand 

Equity to Purchase Intention in PT. Sunlife Financial in Surabaya. 

Research conducted that analyzed the relationship of Brand Equity on 

Brand Preference interest in purchasing through the people who know the 

insurance service PT. Sunlife Financial in Surabaya. 
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PENGARUH BRAND EQUITY TERHADAP PURCHASE 

INTENTION MELALUI BRAND PREFERENCE PADA PT. SUNLIFE 

FINANCIAL DI SURABAYA 

 

   

 Abstrak 
           Penelitian yang dilakukan bertujuan untuk menguji hubungan antara 

Ekuitas Merek (Brand Equity) dan Minat Pembelian (Purchase Intention) 

dengan mediasi Preferensi Merek (Brand Preference) pada PT. Sunlife 

Financial di Surabaya. Penelitian ini menggunakan metode SEM (Structural 

Equation Modeling), Teknik pengambilan sampel pada penelitian ini 

menggunakan non-probability sampling dengan memakai metode pemilihan 

sampel berdasarkan pertimbangan judgment sampling melalui pertimbangan 

tertentu pada sampel dalam penelitian ini yang berjumlah 100 orang 

berdasarkan karakteristik sampel yaitu masyarakat yang mengetahui 

layanan asuransi PT. Sunlife Financial di Surabaya. 

          Hasil penelitian menunjukkan bahwa Brand Equity berpengaruh 

positif terhadap Brand Preference, pengaruh Brand Equity terhadap 

Purchase Intention adalah positif, pengaruh Brand Preference terhadap 

Purchase Intention adalah positif. Brand Preference berpengaruh positif 

sebagai mediasi hubungan antara Brand Equity terhadap Purchase Intention 

pada PT. SunLife Financial di Surabaya. Penelitian yang dilakukan yaitu 

menganalisis hubungan ekuitas merek terhadap minat pembelian melalui 

preferensi merek pada masyarakat yang mengetahui layanan asuransi PT. 

SunLife Financial di Surabaya.  
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