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ABSTRAK 
 

Salah satu tujuan perusahaan adalah menjual produk atau jasanya
semaksimal mungkin. Hal tersebut tidak terlepas dari suatu merek yang
merupakan cerminan dari perusahaan itu sendiri. Dengan semakin
banyaknya jumlah pesaing di pasar, meningkat pula ketajaman persaingan
di antara merek-merek yang beroperasi di pasar dan hanya merek yang
memiliki ekuitas merek yang kuat yang akan tetap mampu bersaing,
merebut, dan menguasai pasar.  

Oleh karena itu pengetahuan tentang elemen-elemen ekuitas merek
dan pengukurannya sangat diperlukan untuk menyusun langkah strategis
dalam meningkatkan eksistensi merek yang akhirnya dapat meningkatkan
profitabilitas perusahaan. Dengan ekuitas merek, perusahaan dapat
mengukur sejauh mana n ilai dari merek perusahaan tersebut. Selain itu,
ekuitas merek memberikan implikasi terhadap bauran pemasaran
perusahaan. Obyek penelitian ini adalah Parfum merek Casablanca. Sampel
yang digunakan dalam penelitian ini berjumlah 188 orang. Teknik analisis
data menggunakan SEM (Structural Equation Modeling).  

Hipotesis penelitian menunjukkan bahwa advertising spending 
berpengaruh terhadap perceived quality dan brand awareness, price
promotion tidak berpengaruh dan berpengaruh terhadap brand awareness.
perceived quality dan brand awareness berpengaruh terhadap brand equity 
pada produk parfum Casablanca di Jawa Timur. 
 
Kata Kunci: Advertising Spending, Price Promotion, Perceived Quality,
Brand Awareness, Brand Equity 
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ABSTRACT 
 

EFFECT OF ADVERTIS ING SPENDING AND PRICE
PROMOTION ON BRAND EQUITY THROUGH PERCEIVED

QUALITY AND BRAND AWARNESS ON THE PRODUCTS OF
CASABLANCA IN EAS T JAVA 

 
One of the company's goal is to sell products or services as much as

possible. It is closely linked to a brand that is a reflection of the company
itself. With the increasing number of competitors in the market, also
increases the sharpness of competition among the brands that operate in the
market and the only brand that has strong brand equity that will still be able
to compete, win, and dominate the market. 

Therefore, knowledge of the elements of brand equity and its
measurement is indispensable to develop a strategic step in increasing the
brand's existence which can ultimately increase the profitability of the
company. In addition, the brand equity implications of corporate marketing
mix. Object of this research is the brand Perfumes Casablanca. The sample
used in this study amounted to 188 people. Data analysis techniques using
SEM (Structural Equation Modeling). 

Hypothesis showed that advertising spending influence on perceived
quality and brand awareness, price promotion has no effect and the effect on
brand awareness.  Perceived quality and brand awareness effect on brand
equity on products Casablanca perfume in East Java. 

 
Keywords : Advertising Spending, Price Promotion, Perceived Quality,
Brand Awareness, Brand Equity  




