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INTISARI

Penelitian ini bertujuan untuk mengetahui penilaian konsumen mengenai
ekuitas merek (brand equity) bakery shops yang terdiri dari kesadaran merek,
asosiasi merek, kualitas yang dipersepsikan dan kesetiaan merek yang dimiliki
oleh tiga bakery shop yaitu Holland Bakery, Mirota Bakery dan Parsley Bakery.
Responden dalam penelitian ini adalah konsumen atau pelanggan yang sedang
berbelanja di Holland Bakery, Mirota Bakery dan Parsley yang berjumlah 135
orang. Metode pengambilan sampel menggunakan convenience sampling. Data
diperoleh melalui data primer dengan cara mengajukan kuesioner kepada
responden. Analisis data untuk menganalisis brand awareness, brand
associations, perceived quality dan brand loyalty adalah menggunakan statistik
deskriptif.

Hasil analisis kesadaran mereknya (brand awareness) menunjukkan bahwa
Holland Bakery menempati urutan pertama merek bakery shops yang paling
diingat oleh responden (top of mind) (38,52%) dibandingkan dengan Mirota
Bakery (37,04%) dan Parsley Bakery (24,44%) serta merek Holland Bakery
sudah dikenal responden.

Hasil analisis asosiasi merek (brand association) menunjukkan bahwa
Holland Bakery memiliki asosiasi merek yang paling positif (67,79%)
dibandingkan dengan merek bakery shop lain seperti Mirota Bakery (66,53%) dan
Parsley Bakery (63,83%).

Hasil analisis perceived quality menunjukkan bahwa Mirota Bakery
(67,67%) merupakan bakery shops yang menjadi the best of perceived quality
dibanding Holland Bakery (67,12%) dan Parsley Bakery (62,41%), artinya Mirota
Bakery dinilai paling mampu memberikan produk dan jasa yang sesuai dengan
apa yang diharapkan konsumennya.

Hasil analisis brand loyalty menunjukkan bahwa Mirota Bakery (75,10%)
menjadi the strongest of brand loyalty dibanding dengan Holland Bakery
(74,43%) dan Parsley Bakery (74,44%).

Hasil analisis uji beda (one sample test) memperlihatkan bahwa terdapat
perbedaan penilaian konsumen terhadap ekuitas merek pada masing-masing
Bakery Shops dilihat dari elemen-elemen Brand Equity yaitu Brand Awareness,
Brand Association, Perceived Quality, dan Brand Loyalty.

Kata kunci : kesadaran merek, asosiasi merek, kualitas yang dipersepsikan dan
loyalitas merek
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ABSTRACT

This research has a purpose to know assessment of consumer about bakery
shops brand equity consists of brand awareness, brand association, perceived
quality and brand loyalty on three bakery shops, they are Holland Bakery, Mirota
Bakery and Parsley Bakery. Responder in this research is consumer or customer
who shopping in Holland Bakery, Mirota Bakery and Parsley Bakery amounting
to 135 people. The sample collected using convenience sampling method. Data
obtained through primary data by sharing questionnaire to responder. Analyze
data conducting by using statistic descriptive for analyzing brand awareness,
brand association, perceived quality and brand loyalty.

Result of brand awareness analysis show that the first bakery shops brand
which most remembered by responder (top of mind) (38,52%) compared with
Mirota Bakery (37,04%), Parsley Bakery (24,44%) and Holland Bakery has been
recognized by responder.

Result of brand association show that Holland Bakery is most positive
brand association (67,79%) compared with the others bakery shops brand, like
Mirota Bakery (66,53%) and Parsley Bakery (63,83%) .

Result of perceived quality show that Mirota Bakery (67,67%) represent
bakery shops became the best of perceived quality compared with Holland Bakery
(67,12%) and Parsley Bakery (62,41%), it mean Mirota Bakery assessed most
capable to give product or service appropriate with expectation of consumer.

Result of brand loyalty show that Mirota Bakery (75,10%) became the
strongest of brand loyalty compared with Holland Bakery (74,43%)and Parsley
Bakery (74,44%).

The result of t- test (one sample test) showing that there is consumer
assessment difference to each bakery shops brand equity seen from brand equity
elements that is brand awareness, brand association, perceived quality and
brand loyalty.

Keywords: brand awareness, brand association, perceived quality and brand
loyalty.
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