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ANALISIS PRODUCT QUALITY DAN DIGITAL MARKETING 

TERHADAP BRAND EQUITY MELALUI BRAND IMAGE MINYAK 

PELUMAS MESRAN SUPER DI SURABAYA 

Dwi Anggraeni 

20061020032 

ABSTRAK 

Produk dengan brand equity yang kuat dapat mengurangi biaya 

promosi yang dilakukan oleh perusahaan. Merek menjadi salah satu 

elemen vital karena menggambarkan identitas dari produk yang 

ditawarkan. Merek yang kuat dapat meningkatkan efektifitas program 

komunikasi pemasaran agar mudah dikenal pelanggan Tujuan penelitian 

ini adalah untuk menganalisis dan mengetahui pengaruh (1) Product 

Quality terhadap Brand equity, (2) Digital marketing terhadap Brand 

equity, (3) Product Quality terhadap Brand equity melalui Brand image dan 

(4) Digital marketing terhadap Brand equity melalui Brand image. 

Sampel penelitian ini adalah pelanggan Minyak Pelumas Mesran 

Super yang aktif dalam enam bulan terakhir dan sudah membeli lebih dari 

dua kali produk Minyak Pelumas Mesran. Teknik sampling menggunakan 

non probability sampling, yaitu purposive sampling. Jumlah sampel dalam 

penelitian ini adalah 140 pelanggan yang juga menjadi responden 

penelitian. Data yang digunakan adalah data primer yang diperoleh 

dengan menyebaarkan kuesioner kepada responden. Teknik analisis yang 

digunakan dalam peneleitian ini adalah metode SEM-PLS (Structural 

Equation Model-Partial Least Square). 

Hasil penelitian menyimpulkan bahwa (1) Product Quality 

berpengaruh Non signifikan terhadap Brand equity, (2) Digital marketing 

berpengaruh positif signifikan terhadap Brand equity, (3) Product Quality 

berpengaruh positif signifikan terhadap Brand equity melalui Brand image, 

dan (4) Digital marketing berpengaruh terhadap Brand equity melalui 

Brand image. 

Kata kunci: Product Quality, Digital marketing, Brand equity, Brand 

image 
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PRODUCT QUALITY AND DIGITAL MARKETING ANALYSIS OF 

BRAND EQUITY THROUGH LUBRICANT OIL BRAND IMAGE 

MESRAN SUPER IN SURABAYA 

 
Dwi Anggraeni 

20061020032 

 
ABSTRACT 

Super mesran lubricant product from PT. Pertamina Lubricants 

shows declining performance, this is obtained from the results of the Top 

Brand survey conducted by frontier. Top brands are often known by 

consumers as superior or well-known brands which often occupy the top 

position in the minds of consumers. Mesran Super ranks second after Top 

1 which is shown based on TBI results which have decreased compared 

to previous years. In addition, there was also a decrease in the number of 

sales in the Mesran Super product unit, which is one of the products of PT. 

Pertamina Lubriciants. This also shows a decrease in brand equity for 

Mesran Super products. The objectives of this study are: To analyze and 

determine the effect of (1) Product Quality on Brand equity, (2) Digital 

marketing on Brand equity, (3) Product Quality on Brand equity through 

Brand image and (4) Digital marketing on Brand equity through Brand 

image. 

The population of this study were users of Mesran Super 

Lubricating Oil in Surabaya, with a sample size of 140 respondents. The 

data used is primary data by distributing questionnaires to respondents. 

Data analysis was performed using the Partial Least Square (PLS) method 

using SmartPLS version 3 software. 

The results of the study concluded that (1) Product Quality has a 

non-significant effect on Brand equity, (2) Digital marketing has a 

significant positive effect on Brand equity, (3) Product Quality has a 

significant positive effect on Brand equity through Brand image, and (4) 

Digital marketing has an effect on Brand equity through Brand image. 

Keywords: Product Quality, Digital marketing, Brand equity, Brand 

image 


