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ABSTRAKSI

Penelitian ini bertujuan untuk melakukan penilaian brand equity pada pasta
gigi Pepsodent dan pasta gigi Close-Up di kota Bandung berdasarkan customer
based brand equity. Dimensi brand equity terdiri dari empat yaitu brand association,
brand awareness, perceived quality dan brand loyalty (Aaker,1991).

Penelitian ini dilakukan di Bandung dengan menggunakan 334 responden yang
pernah menggunakan dan membeli pasta gigi Pepsodent dan pasta gigi Close-Up.
Sedangkan karakteristik yang digunakan adalah usia, jenis kelamin, pendapatan,
penggunaan, dan frekuensi penggunaan. Metode analisis yang digunakan adalah metode
statistik mean (rata-rata) dengan menggunakan SPSS versi 12.00. Selain itu, instrumen
penelitian diadopsi dari Yoo dan Donthu (2001) dan Aaker (1991) dalam Hananto (2006).

Berdasarkan hasil penilaian, maka simpulan akhir yang dapat diambil adalah total
nilai mean berdasarkan empat dimensi brand equity (brand awareness, brand
association, perceived quality dan brand loyalty) untuk masing-masing pasta gigi adalah
pasta gigi Pepsodent sebagai peringkat kesatu, yaitu sebesar 79.7544, dan peringkat
kedua adalah pasta gigi Close-Up dengan total ekuitas merek sebesar 71.0539.

Kata Kunci : brand equity, customer based brand equity, brand awareness, brand

association, perceived quality dan brand loyalty.
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ABSTRACT

The Objective of this research is to know the value of brand equity on
Pepsodent tooth paste and Close-Up tooth paste in Bandung based on customer based
brand equity. Brand equity dimension consisted by four that brand association, brand
awareness, perceived quality dan brand loyalty.

This reseach conduct in Bandung by using 334 sample who have bought and useed
Pepsodent tooth paste and Close-up tooth paste. Where as sample characteristic are age,
gender, wage per month, using product and frequency of using product. Analysis method
use statistical methods of mean with SPSS version 12.00. Beside that, this research
instrument is adopted from Yoo and Donthu (2001) and Aaker (1991) in Hananto (2006).

Based on the result. Conclusion assessment result able to taken is total mean based
on four dimension of brand equity (brand awareness, brand association, perceived quality
dan brand loyalty) from each tooth paste. Pepsodent taken the first position which total
brand equity is equal to 79.7544, and second position is Close-Up whith total brand
equity is equal to 71.0539.

Keywords: brand equity, customer based brand equity, brand awareness, brand

association, perceived quality dan brand loyalty.
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