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ABSTRACT 

This study aims to evaluate the brand equity of "X" carroserrie for truck company. 

The examination of brand equity in this research is based on two perspectives; 

corporate perspective and customer perspective. Meanwhile, this study also 

examines some elements of brand equity, namely brand element, brand positioning, 

secondary association, brand identity, brand meaning, brand response, and brand 

relationship. This research is a qualitative research which employs a case study of 

"X" car accessories shop. The respondents in this study consist of corporate 

representatives, sales intermediary, design consultant, and customers. Customer 

respondents include decider and user customers. A total of ten respondents take part 

in this research. 

Based on the result of the evaluation, it can be concluded that the main weakness of 

"X" car accessories shop is brand meaning with special emphasis on pricing 

strategy and product or service quality consistency. Additionally, the company also 

needs to improve their brand positioning and brand relationship with customers. 

These conclusions suggest that the brand equity of "X" car accessories shop is not 

strong enough. Improvements can be made on the factors previously discussed.  
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INTRODUCTION 

Changing focus in tactical ways, e.g. short term selling, into using brand equity strategies and 

other indicator of long term financial performance is a monumental change (Aaker, 2014:8). 

Some benefit which will be acquired by companies whose brand equity is strong, e.g. 

increasing perception on product performance, higher customer loyalty, advantage against 

competitor, or higher profit margin (Keller, 2013:69). These benefits are hard to acquired in a 

crowded market with high competition. Therefore, benefits like these will help companies to 

survive or even growing in the competition. This research use case study of a workshop and 

truck’s body manufacturer company which has more than 10 competitors in their city. This 

company also sell their product to other city, but can only sell their service like truck repair in 

their workshop location.  

 

This research will evaluate this company “X” brand equity based on the adjusted concept form 

Keller for business to business (B2B) market (Kuhn,2008). This concept is summarized in a 

pyramid that consists of brand equity properties.  


