Abstrak

Go-jek adalah jasa transportasi yang sedang marak diperbincangkan di Indonesia terutama dikota
kota besar dan salah satunya adalah di kota Bandung. Bandung merupakan sasaran GO-Jek
karena di kota ini sudah marak dengan kemacetan. Go-jek memperkenalkan jasa nya atau brand
awareness nya dengan cara promisi harga seperti potongan harga dan voucher gratis kepada
calon konsumennya, dan strategi ini berhasil menaikan brand awareness Go-jek di kota bandung.

Penelitian ini dimaksudkan untuk melihat tanggapan konsumen Go-Jek tentang seberapa besar
pengaruh promosi yang dilakukan Go-jek terhadap brand awarenessnya. Metode penelitian yang
digunakan adalah metode survey terhadap pelanggan Go-jek di Universitas kristen maranatha
sebanyak 110 kuisioner dan sehingga dapat memberikan gambaran fakta yang ada.

Berdasarkan nilai uji statistik bahwa pengaruh promosi harga dan word of mouth terhadap brand
awareness adalah sebesar 24,1% dan sisanya 75,9% di pengaruhi oleh faktor faktor yang lain.

Kata Kunci : promosi harga, word of mouth, merk, brand awareness
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Abtract

Gojek is a kind of transportation which is currently a hot topic of conversation in indonesia
especially in big cities including bandung. Bandung is a suitable target market for go-jek
standards because the traffic in bandung is very crowded. Gojek introduced its services and
brand awareness by pricing promotion such as discounts and free vouchers for its potential
customers and word of mouth. A nd this strategy managed to promote gojek’s brand awareness
in bandung.

The purpose of the reseach is to study the response from gojek’s customers about how much the
pricing promotion and word of mouth towards gojek’s brand awareness. the method used in this
reseach is the survey method on 110 gojek’s customers in universitas kristen maranatha so that
the results reflect the real facts.

Based on the statistical results, the influence of pricing promotion and word of mouth towards
gojek’s brand awareness is by 24,1% and the other 75,9% is affected by other factors.

Key Words : price promotion, word of mouth, brand, brand awareness
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