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ABSTRAK

Berbagai perusahaan di industri makanan dan minuman bersaing dengan
melakukan berbagai strategi marketing untuk memperkuat pangsa pasar.
Beberapa strategi yang dilakukan adalah penyampaian iklan dan promo,
dimana iklan dan promo ini akan menghasilkan hubungan antara produsen dan

konsumen yang akan berdampak pada brand equity perusahaan.

Tujuan dari penelitian ini adalah untuk menguji pengaruh perceived
advertising spending dan price deals terhadap brand equity, dimana menurut
Aaker (1991) model brand equity meliputi perceived quality, brand loyalty,
brand awareness, dan brand image. Berdasarkan uraian tersebut, maka
penelitian ini membahas faktor-faktor yang mempengaruhi brand equity
perusahaan McDonalds berdasarkan telaah pada iklan “Paket Ekstra Hemat
Bikin Kenyang”.

Berdasakan fenomena dan teori yang didapatkan, penelitian dilakukan dengan
menggunakan primary data dan secondary data, dimana primary data
didapatkan menggunakan metode cross-sectional design dan sampel penelitian

diambil berdasarkan quota-sampling method.

Hasil dari penelitian ini adalah (1) perceived advertising spending
berpengarung secara posotif terhadap perceived quality (2) perceived
advertising spending berpengaruh secara positif terhadap brand loyalty (3)
perceived advertising spending berpengaruh secara positif terhadap brand
awareness (4) perceived advertising spending berpengaruh secara positif
terhadap brand image (5) price deals berpengaruh secara negatif terhadap
perceived quality dan (6) price deals berpengaruh secara negatif terhadap

brand image.

Kata Kunci: Brand Awareness, Brand Equity, Brand Image, Brand Loyalty,
Perceived Advertising Spending, Perceived Quality, Price Deals.
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ABSTRACT

Various companies in the food and beverage industry compete by performing a
variety of marketing strategies to strengthen market share. Several strategies
were undertaken delivery of advertisements and promos, commercials and
promos which will result in the relationship between producers and consumers

that will have an impact on the brand equity of the company.

The purpose of this study was to examine the effect of perceived advertising
spending and price deals on brand equity, which according to Aaker (1991)
brand equity models include perceived quality, brand loyalty, brand awareness,
and brand image. Based on these descriptions, the researchers discuss the
factors affecting brand equity company based study on ad McDonalds “Paket
Ekstra Hemat Bikin Kenyang”.

Based on the obtained phenomena and theories, researchers conducted a study
using primary data and secondary data, where the primary method of data
obtained using a cross-sectional study design and a sample taken based on

quota-sampling method.

The results of this study were (1) perceived advertising spending affect
positively on perceived quality (2) perceived advertising spending affect
positively on brand loyalty (3) perceived advertising spending affect positively
on brand awareness (4) perceived advertising spending affect positively on
brand image (5) price deals affect negatively on perceived quality, and (6)

price deals affect negatively on the brand image.

Keywords: Brand Awareness, Brand Equity, Brand Image, Brand Loyalty,
Perceived Advertising Spending, Perceived Quality, Price Deals.
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