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ANALISIS BRAND IMAGE ERIGO DI BENAK KONSUMEN PADA 

AJANG NEW YORK FASHION WEEK (NYFW) 

 

                                                          CAHYANINGTIYAS 

 

ABSTRAK 

Di era globalisasi seperti ini fashion brand lokal berlomba-lomba untuk menampilkan 

produknya  agar dapat bersaing dengan kompetitor dan diterima oleh masyarakat. Setiap brand 

pastinya memiliki terobosan baru sebagai usaha untuk membangun image yang lebih baik di mata 

konsumen. Hal ini termasuk berpartisipasi di ajang Internasional. Beberapa fashion brand lokal 

berusaha melebarkan sayapnya ke pasar Internasional, salah satunya ialah Erigo. Brand tersebut 

menjadi perwakilan Indonesia untuk tampil di ajang New York Fashion Week. Fenomena ini 

menjadi landasan peneliti untuk lebih dalam menganalisa mengenai Brand Image Erigo di benak 

konsumen pada ajang New York Fashion Week. Penelitian dikaji menggunakan teori brand image 

dengan indikator Brand Identity, Brand Personality, Brand Association, Brand Attitude, dan 

Brand Benefit. Metode penelitian ini menggunakan pendekatan kualitatif. Teknik analisis 

menggunakan in-depth-interview dengan (4) informan yang dimana merupakan konsumen Erigo. 

Tujuan penelitian ini adalah menganalisis brand image Erigo Apparel di benak konsumen setelah 

tampil di New York Fashion Week. Hasil penelitian menunjukkan bahwa kelima aspek dari teori 

Brand Image dapat menentukan bagaimana pandangan konsumen terhadap suatu merek. 

Kata Kunci: Brand Image, Konsumen, Erigo 
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ANALYSIS OF ERIGO BRAND IMAGE IN CONSUMER'S MIND AT NEW 

YORK FASHION WEEK (NYFW) 

 
                                                         CAHYANINGTIYAS 

 

ABSTRACT 

 

In this era of globalization, local fashion brands are competing to display their products in 

order to compete with competitors and be accepted by the community. Every brand must have a 

new breakthrough as an effort to build a better image in the eyes of consumers. This includes 

participating in International events. Several local fashion brands are trying to spread their wings 

to the international market, one of which is Erigo. The brand is Indonesia's representative to appear 

at the New York Fashion Week event. This phenomenon has become the basis for researchers to 

analyze more deeply about the Erigo Brand Image in the minds of consumers at the New York 

Fashion Week event. The study was studied using brand image theory with indicators of Brand 

Identity, Brand Personality, Brand Association, Brand Attitude, and Brand Benefit. This research 

method uses a qualitative approach. The analysis technique uses an in-depth interview with (4) 

informants who are Erigo consumers. The purpose of this study was to analyze the brand image of 

Erigo Apparel in the minds of consumers after appearing at New York Fashion Week. The results 

show that the five aspects of Brand Image theory can determine how consumers knew that brand. 

Keywords: Brand Image, Consumer, Erigo 
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