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INTISARI

Merek merupakan hal penting bagi perusahaan untuk menunjukkan nilai produk
yang ditawarkan ke pasar. Merek yang mampu memberikan nilai lebih daripada nilai
yang ditawarkan produk pada pelanggannya dinyatakan sebagai merek yang memiliki
ekuitas merek. Salah satunya pada brand kopi Jokopi di Surabaya. Hal tersebut
menjadikan pengaruh elemen elemen brand equity dan variabel elemen brand equity yang
paling dominan terhadap keputusan pembelian kopi di Jokopi Surabaya perlu diteliti.
Penelitian dilakukan di Kedai Kopi Jokopi Surabaya, Jalan Ketabang Kali No. 51
Surabaya. Jumlah sampel yakni 100 orang responden yang mampu memberikan informasi
data primer dan data sekunder diperoleh dari kedai kopi Jokopi itu sendiri. Analisis data
yang digunakan dalam penelitian ini adalah analisis deskriptif, di mana menggambarkan
suatu gejala sosial dibantu dengan software Smart PLS. Hasil penelitian menunjukkan
bahwa kesadaran merek dan persepsi kualitas mampu meningkatkan keputusan pembelian
kopi di Jokopi Surabaya, sedangkan loyalitas merek belum mampu meningkatkan
keputusan pembelian kopi di Jokopi Surabaya. Elemen brand equity yang berpengaruh
dominan terhadap keputusan pembelian kopi di Jokopi Surabaya adalah elemen persepsi
kualitas.

Kata Kunci : Elemen brand equity, keputusan pembelian

ABSTRACT

The brand is important for companies to show the value of the products offered to the
market. Brands that are able to provide more value than the value offered by products to
customers are stated as brands that have brand equity. One of them is Jokopi coffee
brand in Surabaya. This makes the influence of the most dominant brand equity elements
and the most dominant brand equity variables on coffee buying decisions at Jokopi
Surabaya need to be examined.

The research was conducted at Jokopi Coffee Shop in Surabaya, Jalan Ketabang Kali No.
51 Surabaya. The number of samples is 100 respondents who are able to provide primary
data information and secondary data obtained from the Jokopi coffee shop itself. Analysis
of the data used in this research is descriptive analysis, which describes a social
phenomenon assisted by Smart PLS software. The results showed that brand awareness
and perceived quality were able to improve coffee buying decisions at Jokopi Surabaya,
while brand loyalty was not able to improve coffee buying decisions at Jokopi Surabaya.
The element of brand equity that has a dominant influence on coffee buying decisions at
Jokopi Surabaya is an element of quality perception.

Keywords : Brand equity element, buying decision
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