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ABSTRAK 
 

Penciptaan karakteristik nama merek yang unik dan menarik merupakan 
keunggulan bersaing bagi perusahaan. Penelitian ini merupakan penelitian 
eksperimen yang bertujuan untuk menguji dan menganalisis Pengaruh 
Association Set Size dan Word Frequency Brand Name pada Memory Recall dan 
Brand Choice: Brand Information sebagai Variabel Kontrol.  
Hasil penelitian menunjukkan adanya pengaruh word frequency pada brand 
choice. Namun, association set size tidak berpengaruh pada brand choice. Hasil 
penelitian ini juga menunjukkan tidak adanya pengaruh association set size dan 
word frequency pada memory recall. Diharapkan, hasil penelitian ini dapat 
membantu perusahaan dan akademisi untuk pengembangan karakteristik nama 
merek, sehingga dapat berperan secara teoritis dan praktis mengenai association 
set size dan word frequency brand name pada memory recall dan brand choice. 
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ABSTRACT 
 

The creation of the unique characteristics of the brand name and draw a 
competitive advantage for the company. This study is an experimental study 
aimed to examine and analyze the Influence Association Set Size and Word 
Frequency on Brand Name Memory Recall and Brand Choice Brand 
Information as a control variable.  
Results showed that the effect of word frequency on brand choice. However, the 
association set size has no effect on brand choice. The results of this study also 
showed no effect of association set size and word frequency on memory recall. 
Hopefully, this research can help companies and academia to develop the 
characteristics of the brand name, so it can contribute theoretically and 
practically about the association set size and word frequency on memory recall 
the brand name and brand choice. 
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