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ABSTRACT 

THE INFLUENCE OF BRAND EQUITY, OFFERING EQUITY, 

DAN RELATIONSHIP EQUITY (BOR) TOWARD CUSTOMER 

LOYALTY OF LOMBOK PARADISE PEARL PRODUCT 

By 

Dini Trijayati 

Internet usage activity is causing digital-based trading business to become of favored 

by business people. Research purposes is determine the effect of brand equity, 

offering equity, and relationship equity on customer loyalty of Mutiara Lombok 

Paradise Products. This research method is non-probability sampling and the sample 

selected by simple random sampling. Data was collected by questionnaire and the 

research results were analyzed with SPSS (Statistical Program for Social Science). 

The study found that the indicator of easy obtaining information (offering equity) 

has the greatest influence on customer loyalty. The study found that brand equity 

(attractive promotional indicators, promotional message content, promotions 

achieved anywhere, attractive social media and website displays, social media and 

website has neat appearances) have positive significant effect on customer loyalty. 

Offering equity (indicator of access to social media) has positive significant effect 

on customer loyalty. Relationship equity (indicators of product quality, service, 

choice, price discounts, easy transaction, and easy obtaining information) has 

positive significant effect on customer loyalty. The last, Brand equity, offering 

equity, and relationship equity simultaneously have positive significant effect on 

customer loyalty of Lombok Paradise Pearls. 

Keywords: brand equity, customer loyalty, offering equity, relationship equity  
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ABSTRAK 

PENGARUH BRAND EQUITY, OFFERING EQUITY, DAN 

RELATIONSHIP EQUITY (BOR) TERHADAP LOYALITAS 

PELANGGAN PRODUK MUTIARA LOMBOK PARADISE 

oleh 

Dini Trijayati 

Aktivitas penggunaan internet menyebabkan bisnis dagang berbasis digital menjadi 

salah satu yang digemari oleh para pebisnis. Penelitian bertujuan mengetahui 

pengaruh brand equity, offering equity, dan relationship equity terhadap loyalitas 

pelanggan Produk Mutiara Lombok Paradise. Metode penelitian ini, yaitu non 

probability sampling dan sampel dipilih acak secara simple random sampling. Data 

dikumpulkan dengan bantuan kuesioner dan hasil penelitian dianalisis dengan SPSS 

(Statisical Program for Social Science). Penelitian menemukan bahwa indicator 

kemudahan memperoleh informasi (variable offering equity) memiliki pengaruh 

yang paling besar terhadap loyalitas pelanggan. Penelitian juga menemukan bahwa 

brand equity (indicator promosi menarik, isi pesan promosi, promosi dapat diraih 

dimana saja, tampilan social media dan website menarik, serta tampilan social 

media dan website rapih) berpengaruh positif dan signifikan terhadap loyalitas 

pelanggan produk Mutiara Lombok Paradise. Offering equity (indicator akses ke 

media social) berpengaruh positif dan signifikan terhadap loyalitas pelanggan 

produk Mutiara Lombok Paradise. Relationship equity (indicator kualitas produk, 

pelayanan, pilihan, potongan harga, kemudahan transaksi, dan kemudahan 

memperoleh informasi) berpengaruh positif dan signifikan terhadap loyalitas 

pelanggan produk Mutiara Lombok Paradise. Brand equity, offering equity, dan 

relationship equity secara simultan berpengaruh positif dan signifikan terhadap 

loyalitas pelanggan produk Mutiara Lombok Paradise. 

Keyword  : brand equity, loyalitas pelanggan, offering equity, relationship equity 
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