ABSTRAK

Merek menjadi hal yang sangat penting untuk menunjukkan perbedaan keunggulan sebuah
produk atau layanan dibandingkan dengan produk atau layanan lain. Penelitian ini bertujuan
untuk menganalisis perbedaan harapan, persepsi, dan kepuasan konsumen antara maskapai
Garuda Indonesia (full service) dan Indonesia AirAsia (low-cost) di Indonesia berdasarkan 7
(tujuh) dimensi layanan merek. Di mana harapan merupakan persepsi pra-konsumsi barang
dan jasa, sedangkan persepsi sebagai dasar penilaian konsumen pada barang dan jasa, yang
jika dikombinasikan akan menghasilkan kepuasan. Adapun 7 (dimensi) layanan merek yang
digunakan vyaitu: tangible, harga, layanan inti, reputasi, publisitas, word-of-mouth, dan
karyawan. Sampel penelitian ini adalah pelanggan kedua maskapai yang telah berusia 18
tahun dan menggunakan layanan kedua maskapai dalam jangka waktu 6 bulan terakhir.
Penelitian ini menemukan adanya perbedaan harapan, persepsi dan kepuasan responden
terhadap kedua maskapai. Secara umum responden puas dengan ke-tujuh dimensi layanan
merek kedua maskapai. Namun, tingkat kepuasan responden lebih tinggi terhadap dimensi
layanan merek maskapai Indonesia AirAsia, meskipun tingkat persepsi (kinerja) Garuda
Indonesia lebih tinggi jika dibandingkan dengan Indonesia AirAsia.

Kata Kunci: Dimensi Layanan Merek, Harapan dan Persepsi Konsumen, Kepuasan
Konsumen
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ABSTRACT

Currently the brand becomes very important to show the difference in superiority of a product
or service compared to others. This study is a descriptive analysis that analyzes the difference
of expectations, perceptions, and consumer satisfaction between Garuda Indonesia (full
service) and Indonesia AirAsia (low-cost) in Indonesia, based on seven dimensions of
services brand, that is tangible, prices, core service, reputation, publicity, word-of-mouth, and
employees. Where the expectation is the perception of pre-consumption of goods and
services, whereas perception as a basis for consumer to evaluate goods and services, which
when combined will produce satisfaction. Samples taken are customers of both airlines that
have attain the minimum age of 18 years and uses both carrier services within the last 6
months. 300 questionnaires were distributed, with a rate of return of 100%, but only 280
questionnaires that can be used. In general, respondents are satisfied with all seven
dimensions of services brand of both airlines, but the respondents' level of satisfaction was
higher against the dimensions of services brand Indonesia AirAsia, although the level of
perception (performance) Garuda Indonesia is higher when compared with Indonesia
AirAsia. This study found difference in expectations, perceptions and satisfaction of
respondents to both airlines. Managerial implications that may be filed based on research
results is, a full-service airlines and low-cost should be focused on improving service quality
based on seven dimensions of services brand to create a high level of customer satisfaction.

Keywords: Services Brand Dimension, Consumer Expectation and Perception, Consumer
Satisfaction
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