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ABSTRAKSI 

Denny SukamdaniAdhaSaputra 2009-11-032, 
analisisresponkonsumenterhadap media iklanmotor Honda di Tangerang (di 
bimbingolehRA.Nurlinda).Penelitianinibertujuanuntukmenganalisisresponkonsume
nterhadapefektifitas program promosidansosialisasimotor honda yang 
dilaksanakanoleh PT Astra Honda Motor yang 
merupakankebijakankorporasidalamhalmencariataumendapatkanalternatif program-
program sosialisasidalamrangkapromosidanpengenalanprodukkepadamasyarakat 
yang paling efektif.   

Metodepenelitianmenggunakananalisis Customer Response Index 
denganmetodetersebutsemakinbesarpersentase CRI 
semakinefektifdansebaliknyasemakinkecilpersentase CRI makasemakintidakefektif 
media iklan yang digunakan.Persentase media iklantelevisisebesar87,5%, radio 
66,65%, suratkabar77,4%, internet50% danterakhir media lain 55,54%.   

Dari 5 (lima) indikatordimensiefektifitas yang 
digunakanuntukmenganalisisyaitu awareness, comprehend, interest, intention dan 
action. Hasilnyamenunjukkanbahwasemua media iklan yang 
digunakansudahefektifdan media iklan yang paling efektifdari yang 
diguanakanadalah media televisi.Dan yang paling 
banyaktingkatkehilanganresponkonsumenadalah media internet. 
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ABSTRACT 

 
   DennySukamdaniAdhaSaputra2009-11-032, analysis ofconsumers' responses 
toadvertisingmediaof Honda motorcycles inTangerang(guided byRA. Nurlinda).This 
study aimsto analyze theeffectiveness ofconsumer response 
topromotionalprogramsandsocializationhondaconductedby 
PTAstraHondaMotorisacorporatepolicyin terms of 
findingorgettingalternativeprogramsin order to promotesocializationandintroduction 
ofproductsto the publicthe mosteffective.  

 The research methodusesCustomerResponseIndexanalysisbythemethod ofthe 
greaterpercentage ofthe moreeffectiveCRIandCRIconversely the smallerthe 
percentage, the more ineffectiveadvertising mediumused. Percentage oftelevision 
advertisingmediaby87.5%, 66.65% radio, newspapers77.4%, 50% 
andlastinternetanothermedia55.54%. 

 Of 5 (five) dimensional indicators are used to analyze the effectiveness of the 
awareness, comprehend, interest, intention and action. The results show that all 
advertising media used were effective and the most effective advertising medium 
used is the medium of television. And the rate of loss of response most consumers are 
internet media. 

 

 

 

 

 

 


