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ABSTRAK

Guna mengetahui perbedaan sikap atas merek antara Hypermarket
dengan tinjauan stimulus komunikasi pemasaran yang konsisten dengan
yang tidak konsisten perlu dilakukan oleh peritel. Penelitian pada Carrefour
dan Giant yang dilakukan dengan memberikan kuesioner pada 102
responden, dengan uji beda independent test,didapatkan hasil yang
dipersepsikan Carrefour lebih baik daripada Giant.

Carrefour memiliki persepsi konsisten 70,59 % sedangkan Giant
dipersepsikan konsisten hanya 40,59% . Perbedaan hasil ini juga mendasari
sikap atas merek dan pengulangan merek Carrefour yang lebih tinggi
dibandingkan Giant. Nilai-persentase tersebut dapat dilihat sebagai sarana
belanja yang menjual dengan harga murah 3.41 : 3.23, sarana belanja yang
lengkap 3.98: 3.412, sarana belanja yang menyenangkan 3.824: 3.412,
identik dengan pusat kebutuhan belanja 4.039: 3.765, dan merupakan icon
belanja 4: 3.549.

Hasil uji beda didapatkan nilai probabilitas sebesar 0.003, atau
probabilitas di bawah 0.05. yang artinya terdapat perbedaan sikap atas
merek antara Carrefour dan Giant .Sedangkan pengulangan merek memiliki
nilai probabilitas sebesar 0.004, atau probabilitas di bawah 0.05 yang berarti
terdapat perbedaan pengulangan merek antara Carrefour dan Giant.

Penelitian ini menunjukan semakin konsisten dalam mempromosikan
produk akan menimbulkan sikap atas merek dan pengulangan merek akan
semakin tinggi.

Kata kunci : konsisten dan inkonsisten, sikap atas merek, pengulangan
merek.
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THE COMPARATION OF BRAND ATTITUDE AND BRAND
RECALL CONSUMER WITH THE CONSISTENT AND
INCONSISTENT MARKETING COMMUNICATION STIMULI ON
CARREFOUR AND GIANT HYPERMARKET IN SURABAYA

ABSTRACT

In order to know the difference between brand attitude and brand
recall on hypermarket with the review of marketing communication stimuli
which is consistent and inconsistent, needs to be conducted by the retailers.
The research toward Carrefour and Giant which is conducted by giving
questionnaires to 102 respondents, with compare test of independent test,
the results obtained that Carrefour has better perception.

Carrefour has consistent perception as 70.59% compared with Giant
which has perception consistently as only 40.59%. These result differences
also underlie that Carrefour has higher brand attitude and brand recall
than Giant. The persentage values can be seen as shopping facilities which
sell by cheap prices as 3.41 : 3.23, complete shopping facilities as 3.98 :
3.412, convenient shopping facilities as 3.824 : 3.412, they are identical to
shopping requirement center as 4.039 : 3.765, and they are shopping icons
as 4 : 3.549.

The result of compare test has probability values 0.003, or probability
below 0.05, so it has differences brand attitude between Carrefour and
Giant. While brand recall has probability values as 0.004, or probability
below 0.05. It means that there is a differences brand recall between
Carrefour and Giant.

This research shows that more consistently in promoting products will
raise brand attitude.It also will make brand recall is getting higher and
higher.

Keywords: consistent and inconsistent, brand attitude, brand recall.
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