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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh brand image, brand
awareness, dan percived quality terhadap brand equity pada pengguna produk
kecantikan Pixy di kota Surabaya.

Penelitian ini merupakan penelitian kausal. Teknik pengambilan sampel
yang digunakan dalam penelitian ini adalah teknik non probability sampling dengan
jenis purposive sampling. Sampel yang digunakan sebesar 150 responden yang
diperoleh dari pengguna produk kecantikan Pixy di kota Surabaya. Teknik analisis
yang digunakan adalah Analisis Regresi Linier Berganda dengan menggunakan
program SPSS 23 (Statistical Product Service and Service Solutions).

Hasil penelitian ini menunjukkan bahwa Brand Image berpengaruh positif
namun tidak signifikan terhadap Brand Equity, Brand Awareness berpengaruh
positif dan signifikan terhadap Brand Equity. Perceived Quality berpengaruh positif
dan signifikan terhadap Brand Equity pada pengguna produk kecantikan Pixy di
kota Surabaya.

Kata Kunci : Brand Image, Brand Awareness, Percived Quality, Brand Equity
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EFFECTS OF BRAND IMAGE, BRAND AWARENESS, AND
PERCEIVED QUALITY TO BRAND EQUITY ON
THE USERS OF PIXY BEAUTY PRODUCTS
IN SURABAYA CITY

ABSTRACT

The purpose of this research was to determine the effect of brand image,
brand awareness, and perceived quality on brand equity to the user of the Pixy
beauty products in Surabaya.

This research is causal research. The sampling technique used in this
research is a non probability sampling technique with the type of purposive
sampling. Samples to be used are 150 respondents obtained from the user of the
Pixy beauty products in Surabaya. The analysis technique used is Multiple
Regression Analysis using the SPSS 23 (Statistical Product Service and Service
Solutions) program.

The results of this study show that the Brand Image has a positive but
insignificant effect on Brand Equity, Brand Awareness has a positive and
significant effect on Brand Equity. Perceived Quality has a positive and significant
effect on Brand Equity for users of Pixy beauty products in Surabaya.

Keywords : Brand Image, Brand Awareness, Percived Quality, Brand Equity
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