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ABSTRAK 

 

ADISA LUPITA OKTAVIA, 21042010163, Pengaruh Brand Awareness, 

Perceived Quality, dan Brand Association Terhadap Brand Equity Korean 

Skincare (Studi Pada Pengguna Korean Skincare di Kota Surabaya) 

Penelitian ini dilatar belakangi oleh kebutuhan untuk meningkatkan kualitas dan 

memperkenalkan teknik pemasaran modern, yang merupakan strategi untuk dapat 

bersaing dan unggul dalam rangka meningkatkan profitabilitas perusahaan dan 

memperkuat nilai suatu merek. Tujuan penelitian ini adalah untuk mengkaji 

pengaruh brand awareness, perceived quality, dan brand association terhadap 

brand equity produk skincare Korea di Kota Surabaya. Penelitian ini menggunakan 

metode penelitian asosiatif dengan pendekatan kuantitatif, dan data dilakukan 

terhadap 100 responden pengguna produk skincare Korea di Kota Surabaya. 

Penelitian ini menggunakan data primer dan teknik pengambilan sampel 

menggunakan teknik non-probability sampling dengan pendekatan purposive 

sampling. Penelitian ini menunjukkan hasil bahwa uji f menghasilkan nilai Fhitung 

lebih besar dari Ftabel yaitu 92,972>2,70 dengan nilai signifikansi lebih kecil dari 

0,05 yaitu 0,00 (0,00<0,05) sehingga dapat dinyatakan H1 diterima. Uji-t 

menghasilkan nilai thitung sebesar 0,699 < ttabel 1,985 untuk brand awareness, 

sedangkan thitung untuk perceived quality adalah 2,391 > ttabel 1,985, dan thitung untuk 

brand association adalah 6,133 > ttabel 1,985. Dari hasil uji-t, H2 ditolak, sedangkan 

H3 dan H4 diterima. Penelitian ini menyimpulkan bahwa brand awareness, 

perceived quality, dan brand association secara simultan memiliki pengaruh yang 

signifikan terhadap brand equity. Namun, terdapat kekurangan pengaruh brand 

awareness terhadap brand equity secara parsial, sedangkan perceived quality dan 

brand association secara parsial memiliki pengaruh yang signifikan terhadap brand 

equity. 

Kata kunci:  Brand Awareness, Perceived Quality, Brand Association, dan Brand 

Equity 
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ABSTRACK 

 

ADISA LUPITA OKTAVIA, 21042010163, The Influence of Brand Awareness, 

Perceived Quality, and Brand Association on Brand Equity of Korean Skincare 

(A Study on Korean Skincare Users in Surabaya) 

This research is motivated by the need to improve quality and introduce modern 

marketing techniques, which are strategies to compete and excel in order to 

increase company profitability and strengthen brand value. The purpose of this 

study was to examine the effect of brand awareness, perceived quality, and brand 

association on brand equity of Korean skincare products in Surabaya City. This 

research uses associative research methods with a quantitative approach, and data 

is conducted on 100 respondents who use Korean skincare products in Surabaya 

City. This study uses primary data and sampling techniques using non-probability 

sampling techniques with a purposive sampling approach. This study shows the 

results that the f test produces an Fcount value greater than Ftable, namely 92.972> 

2.70 with a significance value smaller than 0.05, namely 0.00 (0.00 <0.05) so that 

it can be stated that H1 is accepted. The t-test produces a tcount value of 0.699 < t 

table 1.985 for brand awareness, while the tcount for perceived quality is 2.391 > 

t table 1.985, and the tcount for brand association is 6.133 > t table 1.985. From 

the t-test results, H2 is rejected, while H3 and H4 are accepted. This study 

concludes that brand awareness, perceived quality, and brand association 

simultaneously have a significant influence on brand equity. However, there is a 

lack of influence of brand awareness on brand equity partially, while perceived 

quality and brand association partially have a significant influence on brand equity. 

Keywords: Brand Awareness, Perceived Quality, Brand Association, and Brand 

Equity


