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       Penelitian ini bertujuan untuk mengetahui respon masyarakat mengenai 

efektivitas iklan social media brand Erigo Apparel dan Roughneck 1991 di Kota 

Bekasi. Penelitian ini dilakukan dengan metode pengumpulan data dengan cara 

menyebarkan kuesioner kepada 200 responden di Kota Bekasi. Penelitian ini 

menggunakan metode kuantitatif dan jenis penelitian deskriptif komparatif.. Teknik 

sampling yang digunakan adalah quota sampling dan cara pengambilnya sampelnya 

menggunakan stratified random sampling. Kemudian dilakukan uji analisis 

menggunakan Customer Response Index (CRI) yang diolah dengan menggunakan 

SPSS versi 27 dan Uji Beda Mann Whitney yang diolah dengan menggunakan 

SPSS versi 27. 

       Dari hasil penelitian berdasarkan Uji Beda Mann Whitney menunjukan bahwa 

tidak terdapat perbedaan respon masyarakat pada tahap Awareness,comprehend, 

intention, interest dan action respons masyarakat mengenai efektivitas iklan Social 

media brand Erigo Apparel dan brand Roughneck 1991. 

Dari hasil penelitian berdasarkan Customer Response Index (CRI)  yang terdiri dari 

lima dimensi yaitu awareness, comprehend, interest, intention, dan action 

menunjukan bahwa respon efektifitas iklan social media brand Roughneck 1991 

lebih efektif dibandingkan  karena hasil yang didapat dari perhitungan CRI sebesar 

62% dimana lebih besar dari brand Erigo Apparel 1991 yang sebesar 54%. 

Kata Kunci: Efektivitas Iklan, Customer Response Index, Uji Beda Mann Whitney 

ABSTRAK 



 

 

v 

 

 

 

   This study aims to determine the public's response to the effectiveness of social 

media advertising brand Erigo Apparel and Roughneck 1991 in Bekasi City. This 

research was conducted using data collection methods by distributing 

questionnaires to 200 respondents in Bekasi City. This research uses quantitative 

methods and comparative descriptive research. The sampling technique used is 

quota sampling and the sampling method is stratified random sampling. Then an 

analysis test was performed using the Customer Response Index (CRI) which was 

processed using SPSS version 27 and the Mann Whitney Difference Test which was 

processed using SPSS version 27. 

       From the results of research based on the Mann Whitney Difference Test, it 

shows that there is no difference in public responses at the stage of Awareness, 

Comprehend, intention, interest and public response action regarding the 

effectiveness of Social media advertisements for the Erigo Apparel brand and the 

Roughneck 1991 brand. 

From the results of research based on the Customer Response Index (CRI) which 

consists of five dimensions, namely awareness, comprehending, interest, intention, 

and action, it shows that the response effectiveness of Roughneck 1991 brand social 

media advertising is more effective than because the results obtained from the CRI 

calculation are 62% where bigger than the 1991 Erigo Apparel brand which was 

54%. 

 

Keywords: Advertising Effectiveness, Customer Response Index, Mann Whitney 

Different Test 
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