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ABSTRAK

Dalam era globalisasi, perusahaan internasional berusaha
mengembangkan merek global untuk bersaing di arena industri dunia
yang kompetitif. Dalam perkembangannya, merek bolpen Parker
juga mulai dipasarkan di Indonesia dan negara — negara lainnya.
Seiring dengan perkembangan jaman, teknologi dan perubahan gaya
hidup menuju ke arah yang lebih modern, konsumen di Indonesia
saat ini mempunyai kemampuan untuk mendapatkan informasi
mengenai sesuatu merek dengan mudah. Dengan adanya persaingan
yang ketat, pihak pemasar perlu untuk membangun ekuitas merek
(brand equity) yang kuat sehingga produk yang dijual dapat diterima
dan diapresiasi oleh konsumen dengan nilai yang tinggi.

Penelitian ini bertujuan untuk menganalisis pengaruh brand
attitude, brand image dan brand equity terhadap purchase decision
melalui brand preference pada merek bolpen Parker di Surabaya.
Variabel penelitian meliputi variabel eksogen: sikap merek (brand
attitude); variabel intervening: citra merek (brand image), ekuitas
merek (brand equity) dan preferensi merek (brand preference); dan
variabel endogen: keputusan pembelian (purchase decision).

Teknik pengambilan sampel dalam penelitian ini
menggunakan metode Nonprobability Sampling Technique. Teknik
analisis data yang digunakan dalam penelitian ini adalah Structural
Equation Modelling (SEM) dengan program Lisrel. Hasil penelitian
menunjukkan terdapat pengaruh antara lain: brand attitude terhadap
brand image, brand attitude terhadap brand equity, brand image
terhadap brand equity, brand equity terhadap brand preference, dan
brand preference terhadap purchase decision.

Kata kunci: brand attitude, brand image, brand equity, brand
preference, purchase decision.
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ABSTRACT

In the globalization era, international companies attempt to
create global brand to strive in the world arena of industries
competitively. In the meantime, Parker pens are offered in Indonesia
and other countries. Along with the times, with technologies and
changing of lifestyles to be more modern, Indonesian consumers are
getting information about brands more easily. Marketers need to
build strong brand equity so that the products sold will be accepted
with good value and highly appreciated by consumers.

The purpose of this study was to analyze the effects of brand
attitude, brand image and brand equity towards purchase decision
through brand preference on Parker pen brand in Surabaya. The
variables of the study consist of exogenous variable such as brand
attitude; intervening variables such as brand image, brand equity,
and brand preference; and endogenous variable such as purchase
decision.

The sampling technique used in this study was Non-
probability Sampling Technique. This study used Structural
Equation Modeling (SEM) with the LISREL program to analyze the
obtained data. The results of this study showed that the hypotheses
stated were supported.

Keywords: brand attitude, brand image, brand equity, brand
preference, purchase decision.
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