ABSTRACT

This research has purpose to analyze the difference of respondent refers to attitude
towards the advertising , attitude towards the brand , and intention to buy in facing
indirect comparative advertising and noncomparative advertising.

Research design that is utilized is Stastical Experimental Completely
Randomized Design two groups by giving treatment color print in indirect
comparative advertising format and noncomparatifve advertising. Respondent
divided by two groups with random that each given by treatment one of two that
advertising format.

This research take sample 100 college students, Maranatha Christian
University Economic Faculty, Bandung. Respondent consist of 4 advance statistical
laboratory classes.

The chosen product for advertising design is Isotonic potion product for
teenage segment, with far-fetched brand. The name of this sample product is given
by brand “ MY- ION .

All hypothesis tested by the same tool analysis which is Oneway ANOVA.
The result of first hypothesis show there is dissimilarity response respondent refers
to attitude towards the advertising, in facing indirect comparative advertising
and noncomparative advertising . The second hypothesis show there is dissimilarity
response respondent refers to attitude towards the brand , in facing indirect
comparative advertising and noncomparative advertising . The third show there is
dissimilarity response respondent refers to intention to buy , in facing indirect
comparative advertising and noncomparative advertising.

Keywords: Attitude toward the advertising, attitude toward the brand, intention to
buy, indirect comparative advertising, noncomparative advertising.
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ABSTRAK

Tujuan penelitian ini adalah menganalisis perbedaan respon responden dilihat dari
attitude towards the advertising, attitude towards the brand, dan intention to buy
jika dihadapkan pada indirect comparative advertising dan noncomparative
advertising.

Desain penelitian yang digunakan adalah Stastical Experimental-Completely
Randomized Design dua kelompok dengan memberikan treatment berupa iklan cetak
berwarna dalam format iklan komparatif tidak langsung dan iklan nonkomparatif.
Responden dikelompokkan dalam dua kelompok secara acak yang masing-masing
diberi treatment salah satu dari dua format iklan tersebut.

Penelitian ini mengambil sampel 100 mahasiswa/i S1 Fakultas Ekonomi
Universitas Kristen Maranatha, Bandung. Responden terdiri dari 4 kelas
laboratorium statistik 2.

Produk yang dipilih untuk desain iklan, adalah produk minuman isotonik untuk
segmen remaja, dengan merek yang dibuat-buat. Produk yang dijadikan sampel iklan
diberi merek “MY-ION”.

Semua hipotesis diuji dengan alat analisis yang sama yaitu Oneway ANOVA.
Hasil dari hipotesis 1 menunjukkan bahwa adanya perbedaan respon responden
dilihat dari attitude toward the advertising, jika dihadapkan pada indirect
comparative advertising dan noncomparative advertising. Hipotesis 2 menunjukkan
Adanya perbedaan respon responden dilihat dari attitude toward the brand, jika
dihadapkan pada indirect comparative advertising dan noncomparative advertising.
Hipotesis 3 Adanya perbedaan respon responden dilihat dari intention to buy, jika
dihadapkan pada indirect comparative advertising dan noncomparative advertising.

Kata-Kata Kunci: sikap dilihat dari iklan, sikap dilihat dari merek, niat beli, iklan
komparatif tidak langusung, iklan nonkomparatif.
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