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Pengaruh Brand Equity, Offering Equity dan Relationship Equity terhadap 

Second Purchase serta Dampaknya terhadap Advocating Others : Studi Kasus 

Brand Minuman HAUS! di Jakarta 

 

Annisa Nurwanda Putri  

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh brand equity, offering equity 

dan relationship equity terhadap second purchase serta dampaknya terhadap 

advocating others pada konsumen brand minuman HAUS! di Jakarta. Metode 

penelitian ini menggunakan metode kuantitatif dengan pendekatan Partial Least 

Squares-Structural Equation Modeling (PLS-SEM) melalui software SmartPLS. 

Data diperoleh dari responden berusia 13–24 tahun yang termasuk dalam kategori 

Generasi Z dan milenial muda. Hasil penelitian ini menunjukkan bahwa offering 

equity memiliki pengaruh positif dan signifikan terhadap second purchase, 

sedangkan brand equity dan relationship equity memiliki pengaruh negatif dan 

tidak signifikan terhadap second purchase. Second purchase  juga terbukti memiliki 

pengaruh positif dan signifikan terhadap advocating others. Hasil penelitian ini 

menegaskan bahwa pengalaman pembelian kembali setelah pembelian pertama 

merupakan faktor yang paling dominan dalam mendorong konsumen untuk 

melakukan rekomendasi kepada orang lain. Implikasi dari penelitian ini untuk 

HAUS! adalah HAUS! perlu memperkuat citra clean label dengan menekankan 

bahwa produknya bebas dari bahan pengawet melalui kemasan dan edukasi 

konsumen. Strategi ini akan meningkatkan kepercayaan dan mendorong konsumen 

untuk melakukan pembelian kembali dan merekomendasikan HAUS! kepada orang 

lain.  

Kata Kunci : brand equity, offering equity, relationship equity, second purchase, 

advocating others, minuman kekinian.  
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The Influence of Brand Equity, Offering Equity, and Relationship Equity on 

Second Purchase and Its Impact on Advocating Others: A Case Study of 

HAUS! Beverage Brand in Jakarta 

 

Annisa Nurwanda Putri  

 

ABSTRACT 

This study aims to analyze the influence of brand equity, offering equity, and 

relationship equity on second purchase as well as its impact on advocating others 

among consumers of the HAUS! beverage brand in Jakarta. This research 

employed a quantitative method using Partial Least Squares-Structural Equation 

Modeling (PLS-SEM) through SmartPLS software. Data were collected from 

respondents aged 13–24 years, representing Generation Z and young millennials. 

The results reveal that offering equity has a positive and significant effect on second 

purchase, while brand equity and relationship equity show negative and 

insignificant effects on second purchase. Furthermore, second purchase is proven 

to have a positive and significant effect on advocating others. These findings 

highlight that the repurchase experience after the first purchase is the most 

dominant factor in encouraging consumers to recommend the brand to others. The 

managerial implication for HAUS! is to strengthen its clean label image by 

emphasizing that its products are free from preservatives through packaging and 

consumer education. This strategy is expected to enhance trust and encourage 

consumers to repurchase and recommend HAUS! to others. 

Keywords: brand equity, offering equity, relationship equity, second purchase, 

advocating others, contemporary beverages 
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