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ANALISIS BRAND RESONANCE MIE INSTAN MEREK INDOMIE 

IBRAHIM AQIMUDDIN 

 

 ABSTRAK 

 

Indomie sebagai salah satu makanan favorit masyarakat Indonesia adalah mie instan yang 

sudah berusia 45 tahun. Di usianya yang sudah matang, ia sudah memiliki banyak konsumen 

yang loyal sehingga bisa menguasai market share mie instan di Indonesia pada tahun 2016 

mengalahkan para pesaingnya dari Wingsfood, ABC, dan bahkan mengalahkan saudara satu 

perusahaannya Supermi dan Sarimi. Fenomena ini membuat peneliti tertarik untuk meneliti 

sejauh manakah hubungan antara para pengkonsumsi Indomie dengan Indomie itu sendiri. 

Menurut Keller (2001) terdapat sebuah konsep bernama brand resonance yang dapat 

digunakan untuk mengukur seberapa jauhkah hubungan antara konsumen dengan brand. 

Terdapat empat tahapan yaitu behavioral loyalty, attitudinal attachment, sense of community 

dan active engagement. Pada penelitian ini ditemukan bahwa hubungan antara konsumen 

dengan Indomie hanya sampai tahapan attitudinal attachment dengan aspek afektif yang 

sangat menonjol. Pada tahapan behavioral loyalty salah satu penyebabnya adalah konsistensi 

rasa dari Indomie itu sendiri. Para informan belum mencapai tahapan sense of community 

karena tidak merasa perlu menjadi bagian dari komunitas Indomie. Active engagement juga 

belum tercipta karena para informan masih memilih yang sesuai dengan yang disukainya saja. 

 

Kata kunci: Brand resonance, Mie Instan, Indomie, Marketing Communication.  
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BRAND RESONANCE ANALYSIS ON INDOMIE INSTANT NOODLE 

IBRAHIM AQIMUDDIN 

ABSTRACT 

 

Indomie instant noodle as one of the favorite foods of Indonesian people is turning 45 

years old. At his age, he already had a lot of loyal customers and become number 1 at 

market share of instant noodles in Indonesia in 2016 beating his competitors from 

Wingsfood, ABC, and even defeating his sister company Supermi and Sarimi. This 

phenomenon makes researchers interested in examining the extent of the relationship 

between Indomie consumers and Indomie itself. According to Keller (2001) there is a 

concept called brand resonance that can be used to measure how far the relationship 

between consumers and brands. There are four stages, conducted: behavioral loyalty, 

attitudinal attachment, sense of community and active engagement. In this study it was 

found that the relationship between consumers and Indomie only reached the 

attitudinal attachment stage with the affective aspects that were very prominent. At the 

behavioral loyalty stage, one of the causes is the consistency of taste from Indomie 

itself. The informants have not reached the stage of sense of community because they 

do not feel the need to be part of the Indomie community. Active engagement has also 

not been created because the informants still won’t all out in investing other aspect 

other than consuming activity. 

Keywords: brand brand resonance, Instant Noodle, Indomie, Marketing 

Communicationhg  
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