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ABSTRAK 

 
Perkembangan cafe di Indonesia khususnya kota-kota besar seperti Bandung semakin 

berkembang dengan pesat, hal ini dapat dilihat dari banyaknya cafe yang ada di Jalan 

Progo salah satunya ialah Cafe Tokyo Connection Bandung, cafe ini cukup tergolong 

baru di Jalan Progo Bandung. Cafe Tokyo Connection melalukan strategi merek 

untuk mengenalkan mereknya, yang nantinya dapat menciptakan ekuitas merek di 

benak konsumen. Untuk mengetahui strategi merek yang dilakukan Cafe Tokyo 

Connection Bandung, dilakukan observasi dan wawancara kepada team leader Cafe 

Tokyo Connection, sedangkan untuk mengetahui ekuitas merek yang sudah diterima 

konsumen, disebarkan kuesioner kepada para konsumen Cafe Tokyo Connection 

Bandung.  

Tujuan penelitian ini adalah untuk menganalisis apakah strategi merek berpengaruh 

terhadap ekuitas merek pada konsumen di Cafe Tokyo Connection Bandung. 

Didapatkan hasil bahwa terdapat pengaruh antara strategi merek terhadap ekuitas 

merek sebesar 25.5% dan sisanya 74.5% dipengaruhi oleh faktor-faktor lainnya. 

 

Kata kunci: strategi merek, ekuitas merek, cafe. 
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ABSTRACT 

The development of café in Indonesia is rapidly growing more and more, especially 

in big cities such as Bandung. This can be seen from Tokyo Connection Café, a 

relatively new café amongst many cafés which are situated in Jalan Progo, Bandung. 

Tokyo Connection Café utilizes the branding strategy to introduce its brand, which in 

turn will be able to create a sense of brand equity in the minds of the consumers. In 

order to find out the details of the branding strategy carried out by Tokyo 

Connection Café, an observation as well as an interview has been conducted with the 

team leader of Tokyo Connection Café. On the other hand, questionnaires were 

distributed to the consumers of Tokyo Connection Café, in order to find out the 

brand equity level that has been perceived by the consumers themselves. 

The purpose of this study is, ultimately, to analyze whether branding strategy will 

have an influence towards the brand equity perceived by the consumers of Tokyo 

Connection Café, Bandung. The result shows that there is an influence between 

branding strategy and brand equity, given the amount of 25.5%, while the remaining 

74.5% are influences by other factors. 

 

Keywords: branding strategy, brand equity, café. 
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