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ABSTRAKSI 

 

ANALISIS PENGARUH BRAND IMAGE, SERVICE QUALITY, DAN PERCEIVED 

VALUE, TERHADAP BRAND EQUITY DENGAN BRAND LOYALTY SEBAGAI 

VARIABEL INTERVENING PADA PT.BANK DANAMON INDONESIA,TBK DI 

SURABAYA 

 

Kondisi persaingan perbankan Indonesia saat ini semakin ketat, setiap bank harus mampu 

bertahan hidup, bahkan harus dapat terus berkembang. Setiap Bank berusaha untuk 

meningkatkan Brand Image, Kualitas Layanan , untuk meningkatkan loyalitas nasabah mereka. 

Penelitian ini mempunyai tujuan untuk menganalisis dan mengidentifikasi hubungan antara 

Brand Image, Service Quality, Perceived Value, Brand Loyalty, dan Brand Equity pada PT.Bank 

Danamon Indonesia. 

Beberapa penelitian terdahulu dijadikan bahan acuan untuk penelitian ini, penelitian 

Ruchan Kayaman dan Huseyin Arasli (2007) membuktikan adanya hubungan yang sangat erat 

antara Brand Image dan Brand Loyalty. 

Dari hasil penelitian yang telah dilakukan ditemukan bahwa ada hubungan yang sangat 

erat antara variable Brand Equity, Brand Image, Brand Loyalty, Service Quality, Perceived 

Value, dan Brand Equity pada PT.Bank Danamon Indonesia,Tbk 

 

Kata Kunci: Brand, Brand Equity, Brand Image, Brand Loyalty, Service Quality 

 

 

 

 

 

 



viii 

 

ABSTRACT 

 

ANALYSIS OF EFFECT OF BRAND IMAGE, SERVICE QUALITY, AND 

PERCEIVED VALUE, AGAINST BRAND EQUITY WITH BRAND LOYALTY 

AS AN INTERVENING VARIABLE IN PT BANK DANAMON INDONESIA, 

TBK IN SURABAYA 

 

Conditions of Indonesia's banking competition intensifies, each bank must be able to 

survive , even to be able to continue to grow. Each Bank seeks to improve brand image , 

quality of service ,to improve their customer loyalty. This study aims to analyze and identify 

the relationship between Brand Image, Service Quality, Perceived Value, Brand Loyalty and 

Brand Equity in PT.Bank Danamon Indonesia,Tbk 

Several previous studies used as reference material for this study , research and 

Huseyin Ruchan Kayaman Arasli (2007 ) prove the existence of a very close relationship 

between Brand Image and Brand Loyalty. 

From the research that has been carried out it was found that there is a very close 

relationship between the variables of Brand Equity ,Brand Image ,Brand Loyalty ,Service 

Quality , Perceived Value and Brand Equity in PT Bank Danamon Indonesia,Tbk 

 

Keyword : Brand, Brand Equity, Brand Image, Brand Loyalty, Service Quality 
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