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ABSTRAK

Penelitian ini berfokus pada persepsi masyarakat Surabaya terhadap brand 
image Pizza Hut Indonesia di masa pandemi covid-19 . Yang meliputi 

pengetahuan konsumen tentang Pizza Hut, Brand Pizza Hut, dan Pizza Hut di 

masa pandemi. Dalam penelitian ini Pizza Hut tidak hanya di pandang sebagai 

sebuah produk namun juga sebuah brand, sehingga persepsi masyarakat Surabaya 

sebagai konsumen menjadi penting dalam membentuk brand image Pizza Hut 

Indonesia. Strategi jualan pinggir jalan dilakukan oleh Pizza Hut di masa pandemi

covid melanda Indonesia. Penelitian ini menggunakan pendekatan kualitatif 

deskriptif dengan metode studi kasus. Dalam proses pengumpulan data, peneliti

melakukan wawancara kepada tujuh informan yang merupakan masyarakat 

Surabaya dan berasal dari tiga kalangan, yaitu mahasiswa, karyawan, dan ibu 

rumah tangga. Ada beberapa teori yang digunakan oleh peneliti dalam penelitian 

ini antara lain adalah persepsi, brand image, perilaku konsumen, serta beberapa 

teori lainnya yang relevan. Berdasarkan hasil analisis, peneliti menemukan bahwa 

tiap informan memiliki persepsi yang berbeda-beda terhadap brand image Pizza 

Hut Indonesia di masa pandemi covid-19 . Perbedaan persepsi terjadi karena 

adanya perbedaan latar belakang dari informan serta pengalam informan dalam 

pembelian Pizza Hut. Meskipun begitu, persepsi informan terhadap brand image
Pizza Hut tidak serta merta menunjukkan bagaimana citra dari Pizza Hut secara 

keseluruhan, karena penelitian ini hanya menganalisis persepsi konsumen terdap 

brand image Pizza Hut di masa pandemi

Kata Kunci: Persepsi masyarakat, brand image, pizza hut Indonesia, pandemi

covid-19 .
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ABSTRACT

This research focuses on the Surabaya people's perception of Pizza Hut 
Indonesia's brand image during the covid-19 pandemi. Which includes consumers 
about Pizza Hut, Pizza Hut Brands, and Pizza Hut during the pandemi. In this 
study, Pizza Hut is not only seen as a product but also a brand, so that the 
perception of the Surabaya community as consumers is important in shaping the 
brand image of Pizza Hut Indonesia. The roadside selling strategy was carried 
out by Pizza Hut during the COVID-19 pandemi in Indonesia. This research uses 
a descriptive qualitative approach with a case study method. In the process of 
collecting data, the researcher conducted interviews with seven informants who 
were Surabaya people and came from three groups, namely students, employees, 
and housewives. There are several theories used by researchers in this study, 
including perception, brand image, consumer behavior, as well as several other 
relevant theories. Based on the results of the analysis, the researchers found that 
each informant had a different perception of the Pizza Hut Indonesia brand image 
during the covid-19 pandemi. The difference in perception occurred because of 
the different backgrounds of the informants and the experience of the informants 
in purchasing Pizza Hut. Even so, the informant's perception of the Pizza Hut 
brand image does not necessarily show how the overall image of Pizza Hut is, 
because this study only analyzes consumer perceptions of Pizza Hut's brand 
image during the pandemi.

Keywords: public perception, brand image, pizza hut Indonesia, the covid-19

pandemi.
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