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ABSTRAK

ESQ Tours Travel Jakarta merupakan biro perjalanan haji dan umroh di indonesia.
saat ini, persaingan tiap biro perjalanan khususnya haji dan umroh semakin tinggi
sehingga ESQ Tours Travel Jakarta harus memiliki merek yang kuat untuk dapat
bersaing. salah satu cara untuk dapat mengetahui kekuatan sebuah merek yaitu
dengan mengukur menggunakan analisis brand equity. penelitian ini dilakukan
untuk mengukur dimensi pada brand equity seperti brand awareness, brand
association, brand loyalty dan perceived quality, dengan metode penelitian berupa
rentang interval dan importance performance analysis (IPA) yang menilai dan
mengukur ekuitas merek ESQ Tours Travel Jakarta.

Berdasarkan hasil pengukuran ESQ Tours Travel Jakarta masih menempati posisi
brand recognition dengan persepsi kualitas ESQ Tours Travel Jakarta masih
memiliki nilai cukup, ESQ Tours Travel Jakarta sudah memiliki asosiasi merek
yang baik, dan tipe pelanggan ESQ Tours Travel Jakarta adalah habitual buyer.
Dengan hasil ini penulis akan memberikan rekomendasi kepada ESQ Tours
Travel Jakarta.

Kata Kunci: Ekuitas Merek, Kesadaran Merek, Asosiasi Merek, Loyalitas Merek,
Loyalitas Merek
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ABSTRACT

ESQ Tours Travel Jakarta is a Hajj and Umrah travel agency in Indonesia.
Currently, the competition for each travel agency, especially Hajj and Umrah is
getting higher so that ESQ Tours Travel Jakarta must have a strong brand to be
able to compete. One way to know the strength of a brand is to measure it using
brand equity analysis. This study was conducted to measure the dimensions of
brand equity such as brand awareness, brand association, brand loyalty and
perceived quality, with research methods in the form of interval range and
importance performance analysis (IPA) which assesses and measures the brand
equity of ESQ Tours Travel Jakarta.

Based on the measurement results, ESQ Tours Travel Jakarta still occupies a
brand recognition position with the perception that the quality of ESQ Tours
Travel Jakarta still has sufficient value, ESQ Tours Travel Jakarta already has a
good brand association, and the type of customer of ESQ Tours Travel Jakarta is
a habitual buyer. With these results the author will give recommendations to ESQ
Tours Travel Jakarta.

Keywords: Brand Equity, Brand Awareness, Brand Association, Brand Loyalty,
Brand Loyalty
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