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ABSTRAK 

Adinda Putri Eka Oktaviani, 2026, Analisis Komparatif Brand Equity Antara 

Momoyo Dengan Mixue Di Kota Surabaya 

Penelitian ini dilatar belakangi oleh berkembang pesatnya bisnis franchise 

F&B (food & beverage) atau yang bisa di sebut waralaba makanan dan minuman. 

Sehingga, fenomena tersebut mendorong banyak produsen lokal dan asing untuk 

membuka bisnis franchise di Indonesia, termasuk dalam sektor minuman kekinian. 

Momoyo dan Mixue adalah dua merek yang menonjol dalam industri minuman 

kekinian es krim dan teh yang ada di Indonesia. Penelitian ini bertujuan untuk 

menganalisis perbedaan brand equity yang meliputi (brand awarness, brand 

association, perceived quality dan brand loyalty) antara Momoyo dengan Mixue. 

Metode penelitian yang digunakan yaitu pendekatan kuantitatif menggunakan 

analisis komparatif, populasi dalam penelitian ini adalah konsumen Momoyo dan 

Mixue yang berdomisili di Surabaya. Jumlah sampel disebarkan ke 100 responden, 

menggunakan teknik nonprobability sampling. Teknik analisis data yang di gunakan 

yaitu uji validitas, uji reliabilitas, uji asumsi klasik dan uji beda t-test. Proses analisis 

ini dilakukan dengan bantuan SPSS versi 27. Hasil dari penelitian ini membuktikan 

bahwa terdapat perbedaan yang signifikan pada variabel brand awareness, perceived 

quality dan brand loyalty antara Momoyo dengan Mixue. Akan tetapi pada variabel 

brand association tidak terdapat perbedaan yang signifikan antara Momoyo dengan 

Mixue. 

Kata Kunci: Momoyo dan Mixue, Brand Awarness, Brand Association, Perceived 

Quality, Brand Loyalty 
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ABSTRAK 

Adinda Putri Eka Oktaviani, 2026, A Comparative Analysis of Brand Equity 

Between Momoyo and Mixue in Surabaya 

This study is motivated by the rapid growth of the F&B (food and beverage) 

franchise business. Consequently, this phenomenon has encouraged many local and 

foreign producers to open franchise businesses in Indonesia, including in the trendy 

beverage sector. Momoyo and Mixue are two prominent brands in Indonesia’s 

trendy ice cream and tea beverage industry. This study aims to analyze the 

differences in brand equity which includes (brand awareness, brand association, 

perceived quality, and brand loyalty) between Momoyo and Mixue. The research 

method employed is a quantitative approach using comparative analysis. The 

population for this study consists of Momoyo and Mixue consumers residing in 

Surabaya. The sample size comprises 100 respondents, selected using non-

probability sampling. The data analysis techniques used include validity tests, 

reliability tests, classical assumption tests, and t-tests. This analysis was conducted 

using SPSS version 27. The results of this study demonstrate that there are 

significant differences in the variables of brand awareness, perceived quality, and 

brand loyalty between Momoyo and Mixue. However, there are no significant 

differences in the variable of brand association between Momoyo and Mixue. 

Keywords: Momoyo and Mixue, Brand Awareness, Brand Association, Perceived 

Quality, Brand Loyalty 
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