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ANALISIS STRATEGI BRAND POSITIONING DAN ELECTRONIC WORD
OF MOUTH PADA RESTORAN CEPAT SAJI SUBWAY INDONESIA

Rizka Purnama'

ABSTRAK

Brand positioning bertujuan untuk memaksimalkan potensi manfaat bagi
perusahaan, dengan mengkomunikasikan manfaat dan keunikan produk. Saat ini
Electronic word of mouth menjadi sebuah venue yang penting untuk memberikan
opini dan tanggapan yang lebih efektif di tengah perkembangan digital. Penelitian
ini bertujuan untuk menganalisis Strategi brand Positioning dan Electronic Word
of Mouth pada Restoran Cepat Saji Subway Indonesia. Metode penelitian ini
menggunakan tekhnik Kualitatif melalui wawancara kepada beberapa Informan
yaitu Pihak Customer/ Followers Subway Indonesia, Karyawan Subway Indonesia
dan Pihak Marketing Subway Indonesia. Teknik Triangulasi metode digunakan
dalam penelitian ini guna memeriksa keabsahan data yang didapat. Hasil dari
penelitian ini menunjukan bahwa keunikan Subway Indonesia dari segi pemesanan
yang dapat di customize dan menyajikan variasi menu menjadi keunggulan bagi
para customer. Sosial media Instagram memberikan Informasi yang menarik
dengan menampilkan Maskot sebagai penjembatan menjadi hal yang disukai bagi
para Followes, dengan gaya fun yang dilakukan oleh Subway Indonesia sebagai
gaya bahasa untuk lebih dekat dengan customer. Saran bagi penelitian selanjutnya
yaitu untuk melakukan penelitian Kuantitatif untuk mengetahui apakah goals dan

peningkatan persepsi lebih detail yang tidak terfokuskan pada penelitain ini.

Kata Kunci: Brand Positioning, Electronic Word of Mouth, Keunikan layanan,
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ANALYSIS OF BRAND POSITIONING STRATEGY AND ELECTRONIC
WORD OF MOUTH IN SUBWAY INDONESIA FAST FOOD RESTAURANT

Rizka Purnama'

ABSTRACT

Brand positioning aims to maximize the potential benefits for the company, by
communicating the benefits and uniqueness of the product. Currently, electronic
word of mouth has become an important venue for providing more effective
opinions and responses in the midst of digital developments. This study aims to
analyze Brand Positioning Strategy and Electronic Word of Mouth in Indonesian
Subway Fast Food Restaurants. This research method uses qualitative techniques
through interviews with several informants, namely Subway Indonesia
Customers/Followers, Subway Indonesia Employees and Subway Indonesia
Marketing Parties. The method triangulation technique was used in this study to
check the validity of the data obtained. The results of this study indicate that the
uniqueness of Subway Indonesia in terms of ordering that can be customized and
serving a variety of menus is an advantage for customers. Instagram social media
provides interesting information by displaying the Mascot as a bridge to be liked
by Followers, with a fun style carried out by Subway Indonesia as a language style
to get closer to customers. Suggestions for further research are to conduct
quantitative research to find out whether goals and increased perceptions are more
detailed which are not focused on this research. with a fun style carried out by
Subway Indonesia as a style of language to get closer to customers. Suggestions for
further research are to conduct quantitative research to find out whether goals and
increased perceptions are more detailed which are not focused on this research.
with a fun style carried out by Subway Indonesia as a style of language to get closer
to customers. Suggestions for further research are to conduct quantitative research
to find out whether goals and increased perceptions are more detailed which are

not focused on this research.
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