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ABSTRAKSI

Tujuan penelitian ini adalah untuk menguji pengaruh ekuitas merek yang
terdiri dari loyalitas merek (brand loyalty), persepsi kualitas (perceived guality),
kesadaran merek (brand awareness) dan asosiasi merek (brand association)
secara simultan dan parsial terhadap keputusan pembelian sepeda motor All New
Honda Beat eSP (Study pada Mahasiswa Aktif Fakultas Ekonomi Universitas
Wijaya Kusuma Surabaya). Variabel bebas dalam penelitian ini adalah ekuitas
merek yang terdiri dari loyalitas merek (brand loyalty), persepsi kualitas
(perceived quality), kesadaran merek (brand awareness) dan asosiasi merek
(brand association). Sedangkan variabel terikat adalah keputusan pembelian
sepeda motor All New Honda Beat eSP (Study pada Mahasiswa Aktif Fakultas
Ekonomi Universitas Wijaya Kusuma Surabaya). Dalam penelitian ini, penentuan
sampel dilakukan dengan metode non probability sampling dengan prosedur
purposive sampling. Sampel yang digunakan sebanyak 94 orang. Uji Hipotesa
dengan melakukan analisa regresi linier berganda. Sebelum dilakukan uji
hipotesis dilakukan uji reliabilitas dan validitas. Hasilnya adalah semua variabel
valid dan reliabel, hasil uji F menunjukan Fhiwng > Franer dengan signifikansi 0,000.
Dengan demikian hipotesis yang pertama menyatakan “ekuitas merek yang terdiri
dari loyalitas merek (brand loyalty), persepsi kualitas (perceived quality),
kesadaran merek (brand awareness) dan asosiasi merek (brand association)
secara simultan berpengaruh signifikan terhadap keputusan pembelian sepeda
motor All New Honda Beat eSP (Study pada Mahasiswa Aktif Fakultas Ekonomi
Universitas Wijaya Kusuma Surabaya)” dapat didukung kebenarannya. Hasil uji t
menunjukkan masing-masing variabel dengan signifikansi lebih kecil dari 0,05.
Dengan demikian hipotesis yang kedua yang menyatakan “ekuitas merek yang
terdiri dari loyalitas merek (brand loyalty), persepsi kualitas (perceived quality),
kesadaran merek (brand awareness) dan asosiasi merek (brand association)
secara parsial berpengaruh signifikan terhadap keputusan pembelian sepeda motor
All New Honda Beat eSP (Study pada Mahasiswa Aktif Fakultas Ekonomi
Universitas Wijaya Kusuma Surabaya)” dapat didukung kebenarannya.

Kata Kunci : loyalitas merek (brand loyalty), persepsi kualitas (perceived
quality), kesadaran merek (brand awareness) dan asosiasi merek
(brand association) dan keputusan pembelian



ABSTRACTION

The purpose of this study is to examine the effect of brand equity consisting of
brand loyalty, perceived quality, brand awareness and brand association
simultaneously and partially to the purchase decision of All New Motorcycle
Honda Beat eSP (Study on Active Students Faculty of Economics, University of
Wijaya Kusuma Surabaya). The independent variables in this research are brand
equity consisting of brand loyalty, perceived quality, brand awareness and brand
association. While the dependent variable is the purchase decision of All New
Honda Beat eSP motorcycle (Study on Active Students Faculty of Economics,
University of Wijaya Kusuma Surabaya). In this research, the determination of
the sample is done by non probability sampling method with purposive sampling
procedure. The sample used is 94 people. Test Hypothesis by performing multiple
linear regression analysis. Prior to hypothesis testing conducted reliability and
validity test. The result is all valid and reliable variables, F test result shows
Fcount> Ftable with 0.000 significance. Thus the first hypothesis states "brand
equity consisting of brand loyalty, perceived quality, brand awareness and brand
association simultaneously have a significant effect on purchasing decisions of All
New Motorcycle Honda Beat eSP (Study on Active Students Faculty of
Economics, University of Wijaya Kusuma Surabaya) "can be supported truth.
Result of t test show each variable with significance less than 0,05. Thus the
second hypothesis which states "brand equity consisting of brand loyalty,
perceived quality, brand awareness and brand association are partially
significant to the purchase decision of All Motorcycle New Honda Beat eSP
(Study of Active Students Faculty of Economics, University of Wijaya Kusuma
Surabaya) "can be supported truth.

Keywords: brand loyalty, perceived quality, brand awareness and brand
association and purchasing decisions



DAFTAR ISI

HALAMAN JUDUL ...ooiiie et e i
SURAT PERNYATAAN BEBAS PLAGIAT ..o, i
HALAMAN PERSETUJUAN. .......cooitiiiiieene e iii
HALAMAN SUSUNAN DEWAN PENGUJI ......cccooviiiiiiiiiieecseses iv
KATA PENGANTAR ...ttt e e nnaa e nae e \
DAFTAR ISL...ooee e eree e Vil
DAFTAR TABEL ...ttt X
DAFTAR GAMBAR ..ottt Xi
DAFTAR LAMPIRAN ..ot Xii
ABSTRAK e Xiii
BAB | PENDAHULUAN ...oooii et 1
1.1 Latar Belakang ........ccooeiieiiiiiieieeeceee e 1
1.2 RUMUSAN Masalah ..o 6
1.3 Tujuan Penelitian ..........cccevveiiiiiiii e 7
1.4 Manfaat Penelitian ..........ccocveiiiiiniiie e 8
1.5 Sistematika SKIPST ......ocoeiiiiiiiieieice e 8
BAB 11 TINJAUAN PUSTAKA ...t 11
2.1 Landasaran TEOM ...c.cccevereerierienieiiesesieie ettt 11
2.1.1 PEMASAIAN ..eoviiiiiieiieeieeesiee sttt ettt nes 11
2.1.2 KONSEP PEMASAIAN ......oovvivieiiiiieiieeiesee et 12
2.1.3 Bauran Pemasaran (Marketing MiX) ......ccccoccevieiieinieiiesinenn, 12
2.1.4 Pengertian MEreK ........cocevveiieiiiiiieie e 16
2.1.5 Ekuitas Merek (Brand EQUILY) .....cccccoevverviieiieie e, 18
2.1.6 Elemen-elemen EKuitas Merek ...........cccocvevevienieniesiennnennnnn 22
2.1.6.1 Loyalitas Merek (Brand Equity) .......cccccovevieiiiiiiieiiee, 22
2.1.6.1.1 Indikator Loyalitas Merek ..........cccccevveveiiieiieeve e, 26
2.1.6.2 Persepsi Kualitas (Perceived Quality) ........ccccceverveinenen. 26

2.1.6.2.1 Indikator persepsi Kualitas ...........cc.ccoovvvriivininncncnenn, 31



2.1.6.3 Kesadaran Merek (Brand AWAreness) ...........cccceeeereeruennes 31

2.1.6.3.1 Indikator Kesadaran Merek ..........cccocvevvviniivnienensnenne. 33
2.1.6.4 Asosiasi Merek (Brand Association) ..........cccoceevveineenne. 33
2.1.6.4.1 Indikator AsSosiSi Merek ........ccccoevvninnienieninneennn. 39

2.1.7 Keputusan Pembelian KOSUMEN ........ccccccveieiieieiieciese e, 39
2.1.8 Hubungan Antar Variabel Penelitian ...........ccccooevviiiiinnnnnns 44
2.2 Penelitian Sebelumnya .........ccocoveiiiiieiiie e 46
2.3 Hipotesis dan Model AnalisSis .........ccccoevviiiiiiiiiie e, 46
2.3.1 HIPOESIS .veevviiiieiieeie ettt 46
2.3.2 Model ANAliSa ......coveiiiiiiiiie 47
BAB 111l MERODE PENELITIAN ....occooiiiieeeceeee e 48
3.1. Pendekatan Penelitian ...........cccoveiiiiiiiiiiice e 48
3.2. Populasi dan Sampel .........cooovieiiiiii e 48
3.2.1. POPUIBST ..veevviciie ettt 48
3.2.2. SAMPEL i 48
3.3. Identifikasi Variabel ... 50
3.4. Definisi Operasional Variabel ...........ccccccooveiiiiiiiciecc e, 50
3.5. Jenis dan SUMbBEr Data .........ccocevviiiiniiiienese e 52
3.6. Prosedur Pengumpulan Data .........ccccceoveieiiienenineseseseeeeeee 53
3.7. TeKNIK ANALISA ....ccvveiiiiiicieece e 53
3.7.1. Analisa Koefisien Linear Berganda .........c..ccccoeeveviveiiineinnnnn, 54
3.7.2. Koefisien Determinasi Berganda (R?) .......ocoovvvvvvererrnrennene. 55
3.7.3. Hasil Pengujian Koefisien Determinasi Berganda (R?) .......... 55
3.7.4. UJi HIPOTESIS .ot 56
BAB IV HASIL DAN PEMBAHASAN........ccoiitieieese e 60
4.1. Gambaran Umum Obyek Penelitian ..........ccccccooeiiiiiiicieieceen, 60
4.1.1. Sejarah singkat PT.Astra Honda Motor (AHM) ...........c......... 60
4.1.2. Sekilas Mengenai Astra Honda MotOr .........ccccceeeieicicinnnns 62
4.2. Deskriminasi Indentitas ReSponden .........cccccccevveevieviieeneesie e, 63
4.3. Deskriminasi Variabel Penelitian ..........c.ccooceveieiiiiiinniiniieieee, 64

4.4. Deskripsi Frekuensi Skor Indikatorn Variabel ............cccccceveienen. 65



4.4.1 Deskripsi Variabel Loyalitas Merek

(Brand LOyality) (X1) «ecceeeerenirieninieeeesie e 65

4.4.2 Deskripsi Variabel Persepsi Kualitas
(Perceived Quality) (X2) ..ooovveiiiiiieiie e 66

4.4.3 Deskripsi Variabel Kesadaran Merek
(Brand AWareness) (X3) .oceoeeerererenieeieeniesieseesiesieses s 67

4.4.4 Deskripsi Variabel Asosiasi Merek

(Brand ASSOCIAtION)(X4) wevvvvevrieiirieiie e sie et sre e 68
4.4.5. Deskripsi Variabel Asosiasi Merek (Y) .....ccccooveveiveveiieneenne. 69
4.5, ANALISIS DALA .....oveviiiiiiiieee e 70
4.5.1. Hasil Pengujian Validitas ..........c.ccocvviiiiininininiiceeee, 70
4.5.2. Hasil Pengujian Realibilitas ..........cccooeviiiiinniiiie e 71
4.6. Hasil Pengujian Regresi Linear Berganda ............ccccccovvveveiiennnennn. 72
4.7. Hasil Pengujian Koefisien Determinasi Berganda (R?) .................. 76
4.8. Hasil Pengujian HIPOESIS .......cccooiiiiiiiiiiieiene e, 78
4.8.1. Hasil Pengujian Secara Simultan (UJI F) ..o 78
4.8.2. Hasil Pengujian secara Parsial (UJI T) ....ccccooveieiveieiieceee, 80
4.8.3. Hasil Pengujian HIipotesa 3 ........cccccovveveeiesiese e 85
4.9. PEMDANASAN ..o 86
BAB V. SIMPULAN DAN SARAN ..ottt 89
5.0, SIMPUIAN oo 89
D2 SANAN ...t 90

DAFTAR PUSTAKA
LAMPIRAN



DAFTAR TABEL

Tabel 1.1. Volume penjualan dan perkembangan penjualan sepeda motor

Honda tahun 2009-2013 ........ccveiieieee e 4
Tabel 4.1. Data Identitas RESPONUEN .......cceviiiiiiiiiiiriiee e 64
Tabel 4.2. Kategori Mean Masing-masing Variabel ............cccccoovviiiiiiiiiennnn 65

Tabel 4.3. Jawabam Responden Mengenai Variabel Loyalitas Merek

(Brand Loyality) (X1) «eeeceeeeeremieeneeieseeseenie et 66
Tabel 4.4. Jawaban Responden Mengenai Variabel Persepsi Kualitas

(Perceived QUAITEY) (X2) oo 67
Tabel 4.5. Jawaban Responden Mengenai Variabel Kesadaran Merek

(Brand AWareness) (X3) «eeceereeveeieerieeieieesieseesieeseeseessaeseesseesneenee e 68
Tabel 4.6. Jawaban Responden Mengenai Variabel Asosiasi Merek

(Brand ASSOCIAtION) (X4) weveervrrerrieeiesienieeie e siee e see e sree e 69

Tabel 4.7 Jawaban Responden Mengenai Variabel Keputusan Pembelian (Y).. 54

Tabel 4.8. Hasil pengujian Validitas ..........cccoooiiiiiiiiniiiicee e 70
Tabel 4.9. Hasil Pengujian Realibilitas...........cccccoveiiiiiiiiieir e 72
Tabel 4.10. koefisien Determinasi Berganda ...........ccccccevvveviiiiiiesii i 77
Tabel 4.11. Hasil AnalisiS UJi F......ccooiiiiiiiieie e 78
Tabel 4.12. Hasil ANaliSiS UjJi T....c.ooiiiiiiiiicieiese e 80

Tabel4.13. Nilai Standardized Coefficients Beta ..., 85



DAFTAR GAMBAR

Gambar 2.1 Konsep EKuUitas Merek ..o 21
Gambar 2.2 Tingkatkan Loyalitas Merek ...........ccocoiiiiiiiiinien e, 23
Gambar 2.3 Nilai Loyalitas MerekK..........ccooovviiiiiiniiinicceee e 25
Gambar 3.1 Kurva Distribusi Uji F........cccocoeiiiiiiicececees e 57
Gambar 3.2 Kurva Distribusi Uji t .......cocoovviiiiiiiccececc e 58
Gambar 4.1 Kurva Distribusi Uji F........cccoooiiiiiie e 79

Gambar 4.2 Kurva Distribusi Uji t Pengaruh Merek

(Brand Loyality) (X1) terhadap Keputusan Pembelian (Y).............. 81
Gambar 4.3 Kurva Distribusi Uji t Pengaruh Persepsi Kualitas

(Perceived Quality) (X>) terhadap Keputusan Pembelian (Y)......... 82
Gambar 4.4 Kurva Distribusi Uji t Pengaruh Kesadaran Merek

(Brand Awareness) (X3) terhadap Keputusan Pembelian (Y).......... 83
Gambar 4.5 Kurva Distribusi Uji t Pengaruh Asosiasi Merek

(Brand Association) (X4) terhadap Keputusan Pembelian (Y) ........ 84



Lampiran 1
Lampiran 2
Lampiran 3

Lampiran 4

DAFTAR LAMPIRAN

: Kuesioner
: In Put SPSS
: Out Put SPSS

: Tabel Fdan Tabel t



