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INTISARI

Penelitian ini bertujuan untuk menganalisis bagaimana pengaruh brand
origin recognition accuracy (BORA) terhadap dimensi-dimensi brand equity dari
segi customer-based brand equity (CBBE). CBBE dalam penelitian ini merupakan
kombinasi yang terdiri dari brand awareness, brand associations, perceived
quality dan brand loyalty. Penelitian ini juga bertujuan untuk melihat bagaimana
konsumen dapat mengidentifikasi brand origin dari kategori produk yang
diberikan secara tepat. Peneliti berasumsi bahwa pengetahuan konsumen terhadap
brand origin sebuah produk memberikan pengaruh yang signifikan terhadap
dimensi-dimensi CBBE.

Hasil dari penelitian ini menunjukkan bahwa sebagian besar konsumen
tidak dapat mengidentifikasi brand origin dari kategori produk laptop dan kamera
digital secara tepat. Selanjutnya, diketahui bahwa BORA tidak mempengaruhi
brand equity dari segi CBBE. Skor BORA yang diperoleh juga rendah karena
nilai rata-rata untuk jawaban ‘tidak tahu’ lebih tinggi daripada negara-negara yang

lain.

Kata kunci: Brand Origin, Brand Equity, Brand Awareness, Brand

Associations, Perceived Quality, Brand Loyalty.
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ABSTRACT

The objective of this research is to analyze the impact of brand origin
recognition accuracy (BORA) toward dimensions of brand equity on its customer-
based brand equity (CBBE). CBBE in this research was conceptualized as a
combination of brand awareness, brand associations, perceived quality and brand
loyalty. This research also aim to observe how consumer identify the brand origin
from the given category product correctly. Researcher have assumed that
consumer knowledge toward brand origin of the product is a significant influence
to the dimensions of CBBE.

The results from this research shows that best part of consumers are unable
to identify the brand origin from the category product of laptop and digital camera
correctly. Moreover, the results shows that there is no significant influence from
BORA toward brand equity on its CBBE. BORA score was lower because the

mean result for the ‘don’t know’ answer was higher than the other countries.

Keywords: Brand Origin, Brand Equity, Brand Awareness, Brand
Associations, Perceived Quality, Brand Loyalty.
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