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ABSTRAK 

 

Nama: Desi Wulandari, Judul: Efektivitas Komunikasi Merek (Brand 

Communication) Mie Instan Cup Pop Mie dan Sedaap Cup di Jakarta Timur, 

Bidang Ilmu: Manajemen Pemasaran, di bawah bimbingan, Drs. Fauzi Baisyir, 

M.M. 

Penelitian ini bertujuan untuk mengetahui respon masyarakat mengenai 

efektivitas merek Mie Instan Cup Pop Mie dan Sedaap Cup di Kecamatan Cakung 

Jakarta Timur. Penelitian ini dilakukan dengan metode pengumpulan data dengan 

cara menyebarkan kuesioner kepada 100 responden di Kecamatan Cakung Jakata 

Timur. 

Metode yang digunakan untuk mengetahui efektivitas komunikasi merek 

tersebut digunakan metode Customer Response Index (CRI) yang terdiri dari lima 

dimensi yaitu, awareness, comprehend, interest, intention, dan action. Penelitian 

ini menggunakan metode kuantitatif dan jenis penelitian komparatif. Teknik 

sampling yang digunakan adalah propabilty sampling dengan jenis proportionate 

stratified random sampling. Hasil dari penelitian ini menunjukkan bahwa 

komunikasi merek Mie Instan Cup Pop Mie lebih efektif dibandingkan Mie Instan 

Cup Sedaap karena hasil yang didapat dari perhitungan CRI sebesar 44% dimana 

lebih besar dari Mie Instan Cup Sedaap yang sebesar 43%. 

 

Kata kunci: Efektivitas, Customer Response Index 
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ABSTRACT 

 

Name: Desi Wulandari, Title: THE EFFECTIVENESS OF BRAND 

COMMUNICATION ON MIE INSTANT CUP POP MIE AND SEDAAP CUP in 

East Jakarta, Field of Study: Marketing Management, under the guidance of Drs. 

Fauzi Baisyir, M.M. 

This study aims to determine the public's response regarding the effectiveness 

of the Instant Noodle Cup Pop Mie and Sedaap Cup brands in Cakung District, 

East Jakarta. This research was conducted using data collection methods by 

distributing questionnaires to 100 respondents in Cakung Jakata Timur District. 

The method used to determine the effectiveness of brand communication is 

the Customer Response Index (CRI) method, which consists of five dimensions, 

namely awareness, comprehend, interest, intention, and action. This study uses 

quantitative methods and comparative research types. The sampling technique 

used is probability sampling with proportionate stratified random sampling. The 

results of this study indicate that the brand communication of Cup Pop Mie 

Instant Noodles is more effective than Sedaap Cup Instant Noodles because the 

results obtained from the CRI calculation are 44% which is greater than Sedaap 

Cup which is 43%. 

 

Keywords: Effectiveness, Customer Response Index 
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