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ABSTRAKSI

Produk dan konsumen merupakan bagian dan industri yang tidak dapat
dipisahkan. Keputusan membeli konsumen dipengaruhi berbagai macam faktor,
salah satunyz adalah warna kemasan. Warna kemasan rokok produk baru sebagat
marketing stimuli yang dapat menarnik minat konsumen sedangkan kepnbadian
sebagai faktor penggerak keputusan membeli berdasarkan sifat-sifat warna
kemasan rokok produk baru tersebut.

Penetitian eksperimen ini bertujuan untuk mendeskripsikan pengaruh warna
dari kemasan rokok produk baru terhadap keputusan membeli dengan kepribadian
sebagai variabel moderator. Subyek penelitian (N= 193) diperoleh dari incidental
sampling, sedangkan data diperoleh dan Eysenck Personality Inventory Type-A
dan aparatus eksperimen (tujuh kemasan rokok produk baru dengan variasi warna:
violet, indigo, biue, green, yellow, orange, red) dan dianalisa dengan
menggunakan Chi-Square dibantu dengan program SPSS (seri 11.0).

Hasil penelitian menunjukkan bahwa: (a) Terdapat pengaruh yang signifikan
warna kemasan rokok produk baru terhadap keputusan membeli pada kelompok
subyek introvert, ekstrovert maupun pada total keseluruhan. (b) Tidak ada
pengaruh yang signifikan wamna dari kemasan rokok produk baru terhadap
keputusan untuk membeli antara kelompok subyek introvert dan ekstravert.
Warna merah dan biru merupakan warna vang banyak diminati.

Keputusan membeli subyek penelitian berdasarkan pada affective choice
vang berhubungan dengan acceptances or rejection terhadap alternatif warna
kemasan rokok produk baru. Peran memory color (asosiasi dan familiarity) sangat
mempengaruhi subyek penelitian dalam membuat keputusan membeli. Memory
color (merah dan biru) didapat dari pengalaman subyek terhadap warna kemasan
rokok vang beredar dan gender stereotype (tuntutan soisal tentang peran jenis
laki-laki). Pengaruh dani pengalaman subyek tentang wama kemasan rokok yang
beredar dipasaran dan gender stereotype cukup kuat terhadap penerimaan wama
merah dan biru pada kemasan rokok produk bary, sehingga kepribadian tidak
memiliki pengaruh vang signifikan.

X1V



	7103098037-jiunkwm_Page_001
	7103098037-jiunkwm_Page_002
	7103098037-jiunkwm_Page_003
	7103098037-jiunkwm_Page_004
	7103098037-jiunkwm_Page_005
	7103098037-jiunkwm_Page_006
	7103098037-jiunkwm_Page_007
	7103098037-jiunkwm_Page_008
	7103098037-jiunkwm_Page_009
	7103098037-jiunkwm_Page_010
	7103098037-jiunkwm_Page_011
	7103098037-jiunkwm_Page_012
	7103098037-jiunkwm_Page_013
	7103098037-jiunkwm_Page_014
	7103098037-jiunkwm_Page_015
	7103098037-jiunkwm_Page_016
	7103098037-jiunkwm_Page_017
	7103098037-jiunkwm_Page_018
	7103098037-jiunkwm_Page_019
	7103098037-jiunkwm_Page_020
	7103098037-jiunkwm_Page_021
	7103098037-jiunkwm_Page_022
	7103098037-jiunkwm_Page_023
	7103098037-jiunkwm_Page_024
	7103098037-jiunkwm_Page_025
	7103098037-jiunkwm_Page_026
	7103098037-jiunkwm_Page_027
	7103098037-jiunkwm_Page_028
	7103098037-jiunkwm_Page_029
	7103098037-jiunkwm_Page_030
	7103098037-jiunkwm_Page_031
	7103098037-jiunkwm_Page_032
	7103098037-jiunkwm_Page_033
	7103098037-jiunkwm_Page_034
	7103098037-jiunkwm_Page_035
	7103098037-jiunkwm_Page_036
	7103098037-jiunkwm_Page_037
	7103098037-jiunkwm_Page_038
	7103098037-jiunkwm_Page_039
	7103098037-jiunkwm_Page_040
	7103098037-jiunkwm_Page_041
	7103098037-jiunkwm_Page_042
	7103098037-jiunkwm_Page_043
	7103098037-jiunkwm_Page_044
	7103098037-jiunkwm_Page_045
	7103098037-jiunkwm_Page_046
	7103098037-jiunkwm_Page_047
	7103098037-jiunkwm_Page_048
	7103098037-jiunkwm_Page_049
	7103098037-jiunkwm_Page_050
	7103098037-jiunkwm_Page_051
	7103098037-jiunkwm_Page_052
	7103098037-jiunkwm_Page_053
	7103098037-jiunkwm_Page_054
	7103098037-jiunkwm_Page_055
	7103098037-jiunkwm_Page_056
	7103098037-jiunkwm_Page_057
	7103098037-jiunkwm_Page_058
	7103098037-jiunkwm_Page_059
	7103098037-jiunkwm_Page_060
	7103098037-jiunkwm_Page_061
	7103098037-jiunkwm_Page_062
	7103098037-jiunkwm_Page_063
	7103098037-jiunkwm_Page_064
	7103098037-jiunkwm_Page_065
	7103098037-jiunkwm_Page_066
	7103098037-jiunkwm_Page_067
	7103098037-jiunkwm_Page_068
	7103098037-jiunkwm_Page_069
	7103098037-jiunkwm_Page_070
	7103098037-jiunkwm_Page_071
	7103098037-jiunkwm_Page_072
	7103098037-jiunkwm_Page_073
	7103098037-jiunkwm_Page_074
	7103098037-jiunkwm_Page_075
	7103098037-jiunkwm_Page_076
	7103098037-jiunkwm_Page_077
	7103098037-jiunkwm_Page_078
	7103098037-jiunkwm_Page_079
	7103098037-jiunkwm_Page_080
	7103098037-jiunkwm_Page_081
	7103098037-jiunkwm_Page_082
	7103098037-jiunkwm_Page_083
	7103098037-jiunkwm_Page_084
	7103098037-jiunkwm_Page_085
	7103098037-jiunkwm_Page_086
	7103098037-jiunkwm_Page_087
	7103098037-jiunkwm_Page_088
	7103098037-jiunkwm_Page_089
	7103098037-jiunkwm_Page_090
	7103098037-jiunkwm_Page_091
	7103098037-jiunkwm_Page_092
	7103098037-jiunkwm_Page_093
	7103098037-jiunkwm_Page_094
	7103098037-jiunkwm_Page_095
	7103098037-jiunkwm_Page_096
	7103098037-jiunkwm_Page_097
	7103098037-jiunkwm_Page_098
	7103098037-jiunkwm_Page_099
	7103098037-jiunkwm_Page_100
	7103098037-jiunkwm_Page_101
	7103098037-jiunkwm_Page_102
	7103098037-jiunkwm_Page_103
	7103098037-jiunkwm_Page_104
	7103098037-jiunkwm_Page_105
	7103098037-jiunkwm_Page_106
	7103098037-jiunkwm_Page_107
	7103098037-jiunkwm_Page_108
	7103098037-jiunkwm_Page_109
	7103098037-jiunkwm_Page_110
	7103098037-jiunkwm_Page_111
	7103098037-jiunkwm_Page_112
	7103098037-jiunkwm_Page_113
	7103098037-jiunkwm_Page_114
	7103098037-jiunkwm_Page_115
	7103098037-jiunkwm_Page_116
	7103098037-jiunkwm_Page_117
	7103098037-jiunkwm_Page_118
	7103098037-jiunkwm_Page_119
	7103098037-jiunkwm_Page_120
	7103098037-jiunkwm_Page_121
	7103098037-jiunkwm_Page_122
	7103098037-jiunkwm_Page_123
	7103098037-jiunkwm_Page_124
	7103098037-jiunkwm_Page_125
	7103098037-jiunkwm_Page_126
	7103098037-jiunkwm_Page_127
	7103098037-jiunkwm_Page_128
	7103098037-jiunkwm_Page_129
	7103098037-jiunkwm_Page_130
	7103098037-jiunkwm_Page_131
	7103098037-jiunkwm_Page_132
	7103098037-jiunkwm_Page_133
	7103098037-jiunkwm_Page_134
	7103098037-jiunkwm_Page_135
	7103098037-jiunkwm_Page_136
	7103098037-jiunkwm_Page_137

