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Penelitian ini bertujuan untuk menganalisis pengaruh rebranding, positioning, 

dan brand image terhadap brand equity (Pada Sour Sally di Jakarta Barat). Desain 

penelitian menggunakan cross-sectional dengan pendekatan kuantitatif. Populasi 

penelitian lebih dari 20.000 orang. Berdasarkan hasil penghitungan rumus sampel 

dengan margin of error sebesar 10% dan confidence level 95% diperoleh sampel 

sebanyak 96 orang. Metode penelitian survei dengan pengumpulan datanya melalui 

penyebaran kuesioner dan teknik pengambilan sampelnya secara purposive 

sampling. Metode analisis data kuantitatif menggunakan SEM – PLS. Hasil temuan 

penelitian menunjukkan bahwa secara parsial rebranding, positioning, dan brand 

image berpengaruh positif dan signifikan terhadap brand equity. Variabel yang 

paling berpengaruh kuat adalah positioning secara parsial berpengaruh kuat dan 

signifikan terhadap brand equity. 

Kata Kunci: Brand Equity, Brand Image, Positioning, Rebranding, Es Krim, 
Sour Sally 
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This study aims to analyze the effect of rebranding, positioning, and brand 

image on brand equity (At Sour Sally in West Jakarta). The study design used a 

cross-sectional quantitative approach. The study population was more than 20,000 

people. Based on the results of calculating the sample formula with a margin of 

error of 10% and a confidence level of 95%, a sample of 96 people was obtained. 

Survey research method with data collection through the distribution of 

questionnaires and the sampling technique is purposive sampling. Quantitative 

data analysis method using SEM – PLS. The research findings show that partially 

rebranding, positioning, and brand image have a positive and significant effect on 

brand equity. The most influential variable is positioning which partially has a 

strong and significant effect on brand equity. 

Keywords: Brand Equity, Brand Image, Positioning, Rebranding, Ice cream, 

Sour Sally 
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