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ABSTRAK 

Analisis Pengaruh Elemen-elemen Brand Equity terhadap Brand Equity 
pada Produk Handphone Blackberry Javeline di Surabaya 

Glenny Soetanto 
 

Pada era globalisasi saat ini, banyak produk-produk sejenis yang 
bermunculan. Termasuk produk handphone, di mana semakin banyak 
bermunculan merek-merek handphone dengan berbagai inovasi terbaru 
dalam dunia telekomunikasi. Handphone Blackberry merupakan salah satu 
contoh kontras yang paling mencolok keberadaannya di tengah-tengah 
persaingan yang ketat. Hal ini dikarenakan handphone Blackberry memiliki 
brand equity yang kuat di pasaran. 

Penelitian ini bertujuan untuk mengetahui pengaruh elemen-
elemen brand equity (brand awareness, perceived quality, brand 
association, brand image, dan brand loyalty) secara simultan dan parsial 
terhadap brand equity pada produk handphone Blackberry javeline di 
Surabaya. Penentuan sampel menggunakan non probability sampling 
dengan pendekatan sampling judgemental dan jumlah responden sebanyak 
100 orang. Desain penelitian adalah kausal dan teknik analisa data 
menggunakan regresi linear berganda. Data diperoleh dengan penyebaran 
kuesioner, serta data diolah dengan menggunakan program SPSS 15.0 for 
windows. 

Hasil penelitian menunjukkan bahwa elemen-elemen brand equity 
secara simultan berpengaruh terhadap brand equity pada produk handphone 
Blackberry di Surabaya. Variabel brand awareness dan brand image secara 
parsial berpengaruh terhadap brand equity, namun variabel perceived 
quality, brand association, dan brand loyalty secara parsial tidak 
berpengaruh terhadap brand equity, dan dijelaskan juga bahwa brand image 
merupakan variabel dominan dalam mempengaruhi brand equity pada 
produk handphone Blackberry javeline si Surabaya.  
 
Kata kunci : Brand equity, elemen-elemen brand equity, regresi linear 

berganda. 
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ABSTRACT 

Elements Influence the Brand Equity of the Brand Equity of Javeline 
Blackberry Mobile Phone Product in Surabaya 

Glenny Soetanto 

 

In the era of globalization, there are many of similar products which 
emergence. It including cell phone or mobile product which there are cell 
phone or mobile phone brands, that emerging with the latest innovations in  
telecommunications world. The Blackberry mobile phone is one of contrast 
example that prominent in the middle of tight competition this happened 
because the Blackberry mobile phone has strong brand equity in the market.  

The purposed of this study is to determine the influence of brand 
equity elements (brand awareness, perceived quality, brand association, 
brand image, and brand loyalty), simultaneously and partially towards the 
brand equity of the blackberry javeline product in Surabaya. The sample 
determination is using non probability sampling with the sampling 
judgmental approach and respondent total are 100 people. The research 
design that used is causal and data analysis technique that used is multiple 
linear regressions. The data obtained by spreading the questionnaires, and 
data was processed by using SPSS 15.0 for windows.  

The results showed that the brand equity elements has influenced 
towards brand equity in blackberry mobile phone product in Surabaya 
simultaneously. The variable of brand awareness and brand image have 
influenced to ward brand equity partially, however the variable of perceived 
quality, brand association and brand loyalty were not influencing towards 
brand equity, partially also there is an explanation that brand image is 
dominant variable that influence the brand equity  towards  Blackberry 
javeline Mobile phone in Surabaya  

Keywords: Brand equity, brand equity elements, multiple linear regressions. 
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