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Analisis Brand Positioning Dalam Menunjang Terbentuknya Customer Loyalty Layanan
GOFOOD Di Kalangan Pelanggan Gofood (Studi Pada Layanan GoFood Di Jakarta.

Siti Mawaddah Ngiu

ABSTRAK

Penelitian ini berfokus pada analisis brand positioning GoFood dalam membentuk
customer loyalty di kalangan Pelanggan Gofood di Jakarta. Dalam konteks
perkembangan teknologi dan popularitas layanan pesan-antar makanan online,
GoFood, sebagai platform terkemuka di Indonesia, berhasil mencapai tingkat
kepercayaan yang tinggi dari konsumen, khususnya Pelanggan Gofood. Dengan
pangsa pasar mencapai 75%, penelitian ini bertujuan menganalisis dimensi brand
positioning GoFood dan dampaknya terhadap loyalitas konsumen. Metode penelitian
menggunakanpendekatan kualitatif dan menerapkan teknik snowball sampling. Data
diperoleh melalui wawancara, observasi, dan diskusi kelompok terfokus, serta data
sekunder dari tesis, jurnal, dan buku referensi. Analisis data mengikuti model Miles
and Huberman, dengan melibatkan ahli Social Marketing sebagai triangulator.
Temuan menunjukkan bahwa GoFood berhasil membangun positioning yang kuat
melalui pemenuhan dimensi seperti favourability, uniqueness, dissimilarity,
credibility, dan sustainability. Uniqueness dan credibility terbukti memainkan peran
signifikan dalammembentuk customer loyalty Pelanggan Gofood terhadap GoFood.
Tagline "Selalu Ada GoFood" mendukung kedua dimensi tersebut dengan
menegaskan ketersediaan dan kehandalan layanan. Hubungan positif antara brand
positioning, penggunaan media sosial, dan strategi promosi sesuai dengan preferensi
Pelanggan Gofood berkontribusi pada tingkat loyalitas yang tinggi. Keseluruhan,
GoFood berhasil menciptakan pengalaman positif, membangun positioning merek
yang kuat, dan meraih tingkat loyalitas yang optimal dari Pelanggan Gofood.

Kata Kunci: GoFood, Pelanggan Gofood, Brand Positioning, Customer Loyalty,
Layanan Pesan-Antar Makanan Online, Jakarta.
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Analisis Brand Positioning Dalam Menunjang Terbentuknya Customer Loyalty Layanan
GOFOOD Di Kalangan Pelanggan Gofood (Studi Pada Layanan GoFood Di Jakarta.

Siti Mawaddah Ngiu

ABSTRACT

This study focuses on analyzing GoFood's brand positioning in forming customer
loyalty among Gofood Customer in Jakarta. In the context of technological
advancements and the popularity of online food delivery services, GoFood, as a
leading platform in Indonesia, has gained high levels of trust from consumers,
particularly Gofood Customer.With a market share reaching 75%, this research aims
to analyze the dimensions of GoFood's brand positioning and its impact on customer
loyalty. The research method utilizes a qualitative employing snowball sampling
techniques. Data is gathered through interviews, observations, and focused group
discussions, along with secondary data from theses, journals, and reference books.
Data analysis follows the Miles and Huberman model, involving a Social Marketing
expert as a triangulator. Findings indicate that GoFood has successfully built a
strong positioning by fulfilling dimensions such as favourability, uniqueness,
dissimilarity, credibility, and sustainability. Uniqueness and credibility prove to play
a significant role in shaping Gofood Customer's customer loyalty towards GoFood.
The tagline "Always There for GoFood" supports both dimensions by emphasizing
the availability and reliability of the service. The positive relationship between brand
positioning, social media usage, and promotional strategies aligned with Gofood
Customer's preferences contributes to a high level of loyalty. Overall, GoFood has
successfully created a positive experience, established a strong brand positioning,
and achieved optimal levels of loyalty from Gofood Customer.

Keywords: GoFood, Gofood Customer, Brand Positioning, Customer Loyalty, Online
Food Delivery Service, Jakarta.
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