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INTISARI 

Bisnis  fashion adalah salah satu segmen bisnis yang perkembangannya pesat 

sekali di tiap tahunnya. Kita bisa lihat banyak sekali brand lokal maupun internasional 

mengisi pasar bidang fashion ini. Bisa disebutkan merek – merek internasional seperti 

Giordano, Guess, Quiksilver, atau juga merek – merek lokal seperti Skaters, Dagadu, 

Joger, dan lain – lain. Semua itu bisa dibilang brand yang sudah tidak asing lagi di 

masyarakat Indonesia.. Sebuah merek memegang peranan penting dalam pemilihan 

produk. Ketika konsumen tidak punya banyak waktu untuk merenung-renung, asosiasi 

merek menjadi sangat penting dalam mengambil keputusan. Dan ketika jajaran produk, 

layanan, dan suasana yang nyaris sama ditawarkan, maka fokus pembedanya tinggalah 

merek, kini orang membeli merek, bukan produk. 

Penelitian ini dilakukan di Bandung yang membandingkan dua merek pakaian 

yaitu Giordano dan Skaters. Maksud dari penelitian ini adalah untuk megukur ekuitas 

merek dari masing-masing produk. Penelitian ini menggunakan 100 orang responden, 

yang merupakan pengguna dari kedua merek tersebut. Jenis penelitian yang digunakan 

adalah menggunakan metode eksploratif lalu kemudian data diolah dengan metode 

deskriptif. Metoda pengumpulan data yang akan diolah adalah dengan mengunakan 

kuesioner. Kuesioner dibagi dalam dua bagian pertanyaan; (1) profil mengenai responden 

seperti : jenis kelamin, usia,  latar belakang pendidikan, pekerjaan, dan pengeluaran per 

bulan. (2) dimensi – dimensi dari ekuitas merek yaitu brand awareness, brand 

association, perceived quality, dan brand loyalty dari kedua merek yaitu Giordano dan 

Skaters.  

Hasil penelitian menunjukkan bahwa Giordano memiliki posisi yang lebih unggul 

dalam dimensi perceived quality dan brand loyalty. Sedangkan Skaters unggul dalam 

dimensi brand awareness dan brand association.  Kedua merek tersebut berarti harus 

memperhatikan dan meningkatkan kinerja masing-masing agar di masa yang akan datang 

merek mereka bisa bertahan dan lebih unggul dari yang lainya. 

 

Kata kunci : Kinerja merek, Kesadaran merek, Asosiasi merek, Kualitas persepsi,   

Loyalitas merek. 
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ABSTRACT 

Fashion business is one of a business part that growth pretty fast in every year. 

We can see a lot of brands from a local industries or international brands to running this 

business segment. We can mention some example of international brands like Giordano, 

Guess, Quiksilver, or a local brands such as Skaters, Dagadu, Joger, etc. All of that 

brands seems so familiar for Idonesians. A brand is having a big role for making a 

decision. When the costumer didn’t have a time for considering which one that they 

should bought to, a brand association became more important in taking a decision. And 

when all the product, services, and atmosphere are really same as the others, then tho one 

who can make it different is the brand itself, and nowaday peoples bought a brand, not a 

product. 

  This research is taking place in Bandung which is about comparing two clothing 

brands, they are Giordano and Skaters.The goal of this research is trying to measuring 

their brand equity. This research are using about 100 responder, which are all of them 

using both of the product. The utilized method that using in this research is eksploratif 

method and all the data processed by a descriptive method. All the data is coming from a 

questioner that already spread out before. The questioner is divided into two part of 

questions; (1) the responder profile like : sex, ages, educational background, jobs, and 

expenditure per month (2) brand equity dimensions which are brand awareness, brand 

association, perceived quality, and brand loyalty from both of brand, Giordano and 

Skaters. 

 The result of this research showed that Giordano have a better positions in 

perceived quality and brand loyalty dimensions. And Skaters brand also have a better 

positions in brand awareness and brand association. Both of this brand had to improve 

their working performances so that in the future their brand can be survive or even 

growth becoming much bigger than now. 

 

Key words : Brand equity, brand awareness, brand associations, perceived quality, brand 

loyalty 
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