ABSTRAKSI

Restoran cepat saji sebagai salah satu perusahaan jasa harus membangun dan
mempertahankan kepribadian merek yang baik. Adapun dimensi kepribadian merek
terdiri dari lima yaitu sincerity, exicitment, competence, sophistication dan ruggedness
(Aaker, 1997). Sasaran penelitian ini adalah melakukan penilaian kepribadian merek
pada enam restoran cepat saji di Kota Bandung (Mcdonald’s, KFC, CFC, Texas,
A&W dan Hoka-hoka Bento). Penelitian ini dilakukan di Bandung dengan
menggunakan 204 responden yang pernah mengkonsumsi dan membeli produk
restoran cepat saji tersebut. Sedangkan karakteristik individu yang digunakan adalah
jenis kelamin, usia dan pendidikan terakhir. Metode analisis yang digunakan adalah
metode rata-rata hitung, klaster dan Mann-Whitney dan Kruskal-Wallis dengan
menggunakan SPSS versi 13.00. Selain itu, instrumen penelitian diadopsi dari Aaker
(1997) dalam Tjiptono (2004). Berdasarkan hasil penelitian, pertama, mean tertinggi
penilaian kepribadian merek keenam QSR dan penggelompokkan konsumen tiap
klaster adalah dimensi sincerity. Kedua, McDonald’s. memiliki dimensi sincerity dan
Hoka-hoka Bento memiliki dimensi sophistication. Ketiga, pria memiliki dimensi
competence dan ruggedness. Keempat, usia 13 tahun memiliki dimensi sincerity,
competence, sophistication dan ruggedness. Kelima, pendidikan akhir D3 memiliki
dimensi excitement dan sophistication

Kata Kunci: Kepribadian Merek: Sincerity, Excitement, Competence, Sophistication
dan Ruggedness.
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Food restaurants which can be categories under service industries should build
and maintain brand personalities brand well. The brand dimention if divided in to five
groups which are sincerity, exicitment, competence, sophistication and ruggedness
(Aaker,1997). The purpose of these research is to evaluate the brand personalities of
the six fast food restaurans in Bandung City (Mcdonald’s, KFC, CFC, Texas, A&W
and Hoka-hoka Bento). This research is conducted in Bandung City and participated
by 204 respondend who has bought and consumed the products of the fast food
restaurans above. The characteristic that being used are gender, age and the last
education. While the analisis method are mean, cluster, Mann-Whitney and Kruskal-
Wallis and all of it is done by using SPSS vertion 13. For the research instrumens are
adopted from Aaker (1997) in Tjiptono (2004). Based on the research the conducted,
the results can be summarized are: Firstly, the highest mean on the brand personalities
of QSR and consumer grouping based on each is sincerity dimention. Secondly,
Mcdonald’s has sincerity dimention and Hoka-hoka Bento has sophistication
dimention. Thirdly, male has competence and ruggedness dimention. Fourtly, age of
13 years old has sincerity dimention. Fively, the last education of diploma degree has
excitement and sophistication dimention.

Key word: Brand Personality: Sincerity, Excitement, Competence, Sophistication
and Ruggedness.
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