ABSTRAK

Sri Herlinawati , 2008, Kinerja Merek Minuman Ringan Bersoda di Kota
Bandung, di bawah bimbingan Dr.Ir. Surachman Surjaatmadja,MM.

Kinerja merek atau nilai merek kategori minuman ringan bersoda yang tertinggi
adalah merek Coca Cola dengan nilai 295,3. Metode penelitian yang digunakan
dalam penelitian ini adalah metode deskriptif, dengan rancangan riset kuantitatif.
Sedangkan unit analisis dari penelitian ini adalah responden yang tersebar di 6
wilayah kota Bandung. Tujuan penelitian ini adalah untuk mengetahui kinerja
merek — merek minuman ringan bersoda di 6 wilayah kota Bandung. Kinerja
merek atau nilai merek sendiri memiliki beberapa indikator yaitu : Merek yang
paling diingat, Asosiasi merek, Persepsi Terhadap Kualitas, Merek Terbaik,
Merek yang Digunakan ( Merek yang Pernh Digunakan, Paling Sering
Digunakan, Paling Sering Digunakan Sebelumnya, dan Yang Sedang Digunakan),
Loyalitas Merek, Kepuasan Merek, Rekomendasi Merek dan Merek yang Akan
Di beli Sebulan Mendatang.

Kata kunci : Nilai Merek, Top Of Mind Merek, Top Of Mind Iklan, Asosiasi
merek, BUMO, Loyalitas Merek, dan Kepuasan Merek.
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ABSTRACT

Sri Herlinawati, 2008, Brand Equity Of carbonated soft drink at Bandung
City, under the supervision of Dr.Ir.Surachman Surjaatmadja, MM.

The highest Brand Equity or Brand Value is carbonated soft drink category with
score 295,3. Under consideration of method which is used in this research is
descriptive method, with device research into quantitatively. The analysis unit for
this research is responden which spread in 6 region of Bandung City. Goal of this
research is to know Brand Equity of carbonated soft drink brands in tidiness in 6
region of Bandung City. Brand Equity or can be interpreted also with Brand
Value have a few indicator, there is Brand Top Of Mind, Advertisement Top Of
Mind, Brand Association, Perceived Quality, Best Brand, Brand Usage (Brand
Ever Used, Brand Used Most Often, Brand Used Most Often Before and Brand
Used Currently), Brand Loyalty, Brand Satisfaction, Brand Recommendation and
Future Brand.

Keywords : Brand Value, Brand Top Of Mind, Advertisement Top Of Mind, Brand
Association, Brand Usage, Brand Ever Used, Brand Used Most Often, Brand
Used Most Often Before and Brand Used Currently, Brand Loyalty and Brand
Satisfaction.
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