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Frengky Wongso, S.E. NRP 8112411005. Pengaruh Elemen-Elemen Marketing Mix
terhadap Brand Equity pada Apple di Surabaya.
Di bawah bimbingan: Prof. Henky Supit, S.E., Ak.

ABSTRAK

Aktivitas pemasaran (marketing activities) merupakan salah satu cara
perusahaan untuk meningkatkan penilaian dari sebuah merek. Marketing activities dapat
diukur dengan iklan (advertising), intensitas distribusi (distribution intensity), dan
sponsorship. Memasuki era perdagangan bebas seperti pada saat ini, produsen
dihadapkan pada persaingan untuk meraih dominasi merek. Merek menjadi faktor
penting dalam persaingan dan menjadi aset perusahaan yang bernilai. Merek berfungsi
mengidentifikasi barang atau jasa dari seorang atau sekelompok penyaji dan
membedakannya dari produk sejenis dari penyaji lain. Bila perusahaan menyadari peran
dari merek adalah menciptakan kepercayaan di benak konsumen, dan diikuti oleh peran
perusahaan untuk mematenkan produk dan jasa sehingga kepercayaan konsumen
terbentuk. Penelitian ini bertujuan untuk pengaruh marketing mix yang meliputi harga
(price), intensity of marketing activities, dan store image, terhadap brand equity melalui
brand awareness dan brand image dari perusahaan Apple.

Populasi dalam penelitian ini adalah seluruh konsumen Apple di Surabaya.
Teknik sampling yang digunakan adalah non probability sampling di mana sampel
diambil secara tidak acak, sehingga semua orang mendapatkan kesempatan yang sama
untuk menjadi anggota sampel. Teknik analisis yang digunakan adalah structural
equation modelling (SEM)

Berdasarkan hasil perhitungan didapat bahwa harga berpengaruh secara
signifikan terhadap brand image. Intensity of marketing activities berpengaruh
signifikan terhadap brand awareness. Intensity of marketing activities berpengaruh
signifikan terhadap brand image. Store image berpengaruh signifikan terhadap brand
image. Brand awareness berpengaruh signifikan terhadap brand equity. Brand image
berpengaruh signifikan terhadap brand equity pada Apple di Surabaya.

Kata Kunci: price, intensity of marketing activities, advertising, distribution intensity,
sponsorship, store image, brand equity, brand awareness, brand image
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Frengky Wongso, S.E. NRP 8112411005. The Influence of Marketing Mix Elements
toward Brand Equity on ‘Apple’ in Surabaya.
Supervised by: Prof. Henky Supit, S.E., Ak.

ABSTRACT

Marketing activities (marketing activities) is one way to increase the company's
valuation of a brand. Marketing activities can be measured by advertising (advertising),
the intensity distribution (intensity distribution), and sponsorship. Entering the era of
free trade as at present, manufacturers are faced with competition to gain brand
dominance. Brand is an important factor in the competition and become a valuable
corporate asset. Brand serves to identify the goods or services of one person or a group
of providers and sets it apart from similar products from other renderers. When
companies realize the role of the brand is to create confidence in the minds of
consumers, and is followed by the role of companies to patent their products and
services so that consumer confidence is formed. This study aimed to influence a
marketing mix which includes the price (price), intensity of marketing activities, and
store image, the brand equity through brand awareness and brand image of the company
Apple.

The population in this study are all Apple customers in Surabaya. The sampling
technique used was non-probability sampling in which the sample is not randomly
drawn, so that all people have the same opportunity to become members of the sample.
The analysis technique used is structural equation modeling (SEM)

Based on calculations found that the price significantly influence brand image.
Intensity of marketing activities significantly influence brand awareness. Intensity of
marketing activities significantly influence the brand image. Store image significant
effect on brand image. Brand awareness significantly influence brand equity. Brand
image  significant  effect on  Apple's brand equity in  Surabaya.

Keywords: price, intensity of marketing activities, advertising, distribution intensity,
sponsorship, store image, brand equity, brand awareness, brand image
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