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ABSTRAK

Perkembangan industri minuman siap saji (ready-to-drink) di Surabaya saat
ini menciptakan persaingan pasar yang sangat ketat. Situasi ini mengharuskan
produsen, termasuk Teh Gelas, untuk terus beradaptasi dalam mempertahankan
kekuatan merek dan memicu minat beli konsumen di tengah tren pemasaran digital.
Oleh karena itu, penelitian ini bertujuan untuk menguji pengaruh Advertising,
Product Quality, Price Perception, dan Social Media Engagement terhadap Brand
Equity dan Purchase Intention konsumen Teh Gelas di Surabaya. Penelitian
kuantitatif ini menggunakan teknik purposive sampling dengan jumlah sampel
sebanyak 40 responden aktif. Data dianalisis menggunakan metode Generalized
Structured Component Analysis (GSCA) yang berbasis Structural Equation
Modeling (SEM). Diperoleh model persamaan matematis struktural yang terbentuk
dari hasil estimasi koefisien jalur dari variabel brand equity yaitu Y1 = 0,401X; +
0,274X, + 0,415X3 + 0,497X4 dan purchase intention yaitu Y2 = 0,337X; +0,311X>
+ 0,461X3 + 0,491X4. Hasil penelitian menunjukkan bahwa Advertising, Product
Quality, Price Perception, dan Social Media Engagement berpengaruh positif dan
signifikan terhadap Brand Equity. Selain itu, keempat variabel tersebut beserta
Brand Equity juga terbukti berpengaruh signifikan terhadap Purchase Intention.
Hal ini menegaskan bahwa Brand Equity memiliki peran penting dalam
menghubungkan strategi pemasaran dengan niat beli konsumen. Sebagai saran,
pihak Teh Gelas direkomendasikan untuk lebih fokus mengoptimalkan interaksi di
media sosial, mempertahankan harga yang bersaing dan kualitas produk, serta
memperbarui konsep iklan agar mampu mendorong niat beli konsumen secara
berkelanjutan.

Kata Kunci: Ekuitas Merek, GSCA, Niat Beli, Strategi Pemasaran, Teh Kemasan
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ABSTRACT

The rapid development of the ready-to-drink beverage industry in Surabaya
has created highly competitive market conditions. This situation compels
producers, including Teh Gelas, to continuously adapt to maintain brand strength
and stimulate consumer purchase intention amidst digital marketing trends.
Therefore, this study aims to examine the effect of Advertising, Product Quality,
Price Perception, and Social Media Engagement on the Brand Equity and Purchase
Intention of Teh Gelas consumers in Surabaya. This quantitative study employed a
purposive sampling technique with a total sample of 40 active respondents. The
data were analyzed using the Generalized Structured Component Analysis (GSCA)
method based on Structural Equation Modeling (SEM). The structural
mathematical equation models formed from the path coefficient estimation results
are Y1 = 0.401X1 + 0.274X2 + 0.415X3 + 0.497X4 for Brand Equity, and Y2 =
0.337X1 + 0.311X2 + 0.461X3 + 0.491X4 for Purchase Intention. The results
indicate that Advertising, Product Quality, Price Perception, and Social Media
Engagement have a positive and significant effect on Brand Equity. Furthermore,
these four variables, along with Brand Equity, were also proven to significantly
influence Purchase Intention. This confirms that Brand Equity plays an important
role in bridging marketing strategies with consumer purchase intention. As a
recommendation, Teh Gelas is advised to focus more on optimizing social media
interactions, maintaining competitive pricing and product quality, and refreshing
advertising concepts to sustainably drive consumer purchase intention.

Keywords: Brand Equity, GSCA, Marketing Strategy, Packaged Tea, Purchase
Intention
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