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INSTISARI

Tanggapan yang negatif terhadap penggunaan iklan
komparatif pada budaya tinggi konteks seperti budaya Asia
membuat penggunaan iklan komparatif semakin tidak populer.
Termasuk di Indonesia penggunaan komparatif untuk iklan-iklan
produk low involvement semakin banyak yang beralih ke
penggunaan iklan non komparatif. Penelitian ini bertujuan untuk
menganalisis pengaruh iklan non komparatif terhadap atribut
intrinsik kualitas produk, iklan non komparatif terhadap atribut
ekstrinsik kualitas produk, atribut intrinsik kualitas produk
terhadap loyalitas merek, atribut ekstrinsik kualitas produk
terhadap loyalitas merek, iklan non komparatif terhadap loyalitas
merek, dan apakah atribut intrinsik dan ekstrinsik kualitas produk
dapat memediasi pengaruh iklan non komparatif terhadap
loyalitas merek.

Teknik Pengambilan Sampel dalam penelitian ini
menggunakan teknik purposive sampling dengan Kkuesioner.
Analisis yang digunakan yaitu structural equation modelling
(SEM). Populasi dalam penelitian ini adalah konsumen Luwak
White Koffie dengan jumlah responden sebanyak 200.

Hasil uji hipotesis menunjukkan bahwa iklan non
komparatif berpengaruh positif dan signifikan terhadap atribut
intrinsik kualitas produk. Iklan non komparatif berpengaruh
positif dan signifikan terhadap atribut ekstrinsik kualitas produk.
Atribut intrinsik kualitas produk berpengaruh positif dan
signifikan terhadap loyalitas merek. Atribut ekstrinsik kualitas
produk berpengaruh positif dan signifikan terhadap loyalitas
merek. Iklan non komparatif berpengaruh positif dan signifikan
terhadap loyalitas merek. Atribut intrinsik dapat memediasi
pengaruh iklan non komparatif terhadap loyalitas merek. Dan
atribut ekstrinsik kualitas produk dapat memediasi pengaruh iklan
komparatif terhadap loyalitas merek.

Kata Kunci: Iklan non Komparatif, Atribut Intrinsik
Kualitas Produk, Atribut Ekstrinsik Kualitas Produk,
Loyalitas Merek
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ABSTRACT

A negative response to the use of comparative advertising
in high-context cultures such as Asian cultures make use of
comparative advertising is becoming increasingly unpopular.
Including in Indonesia use comparative ads for low involvement
products more and more are turning to the use of non-
comparative ads. This study aimed to analyze the influence of non
comparative ads to attribute the intrinsic quality of the product,
non comparative ads to attribute extrinsic product quality,
attributes intrinsic quality of the product to brand loyalty,
attributes extrinsic quality products to brand loyalty, non
comparative ads to brand loyalty, and whether the attribute
intrinsic and extrinsic quality of the product may mediate the
effect of non comparative ads to brand loyalty.

Sampling techniques in this study using purposive
sampling technique with a questionnaire. The analysis used is
structural equation modeling (SEM). The population in this study
is that consumers Luwak White Koffie by the number of
respondents was 200.

Hypothesis test results indicate that the non-comparative
ads positive and significant effect on the intrinsic attributes of the
product quality. Non-comparative ads positive and significant
impact on the quality of extrinsic attributes of the product. The
intrinsic attributes of product quality significant and positive
effect on brand loyalty. Extrinsic attributes of product quality
significant and positive effect on brand loyalty. Non-comparative
ads significant and positive effect on brand loyalty. Intrinsic
attributes may mediate the effect of non comparative ads to brand
loyalty. And extrinsic attributes of the product quality may
mediate the effect of comparative ads to brand loyalty.

Keywords: Non Comparative Ads, Product Quality Attributes
Intrinsic, Extrinsic Attributes Product Quality, Brand Loyalty

XXi



