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ABSTRAK  

Renata Thresza Thalenta Simanjuntak, 201510415163. “Pengaruh Iklan Shopee Versi 

BlackPink Dalam Keputusan Pembelian (Studi Kuantitatif Iklan Shopee di Komunitas Blinkeu 

Bekasi)”.  

 Shopee merupakan salah satu aplikasi belanja online yang terkenal di Indonesia. Shopee 

menggunakan salah satu girl band asal Korea Selatan yaitu BlackPink sebagai salah satu Brand 

Ambassador. Penyampaian isi pesan pada Shopee diharapkan dapat mempengaruhi masyarakat. 

Penelitian ini dilakukan untuk mengetahui apakah terdapat pengaruh iklan Shopee versi 

BlackPink terhadap keputusan pembelian, dan seberapa besar pengaruh yang  terjadi di antara 

Blinkeu Bekasi. Penelitian ini menggunakan Teori Iklan A-T-R (Awareness – Trial – 

Reinforcement) yang menjelaskan bahwa khalayak dapat dipengaruhi oleh iklan dengan adaya 

kesadaran, penggunaan produk, dan peneguhan terhadap produk tersebut. Pendekatan pada 

penelitian ini adalah kuantitatif. Metode yang digunakan adalah metode survei. Dengan jumlah 

responden sebesar 70 orang. Penelitian ini menunjukan nilai t hitung sebesar 3,098 dan t tabel 

sebesar 1,995, dan hal ini menyatakan bahwa Ha di terima, terdapat pengaruh iklan Shopee versi 

BlackPink terhadap keputusan pembelian dengan nilai korelasi 0,352, hubungan diantara 

keduanya lemah, dan adan nilai koefisien determinasi sebesar 12,4% dimana variabel keputusan 

pembelian adalah kontribusi dari variabel pengaruh iklan Shopee versi BlackPink  

 

Kata kunci : pengaruh iklan Shopee BlackPink, Teori Iklan A-T-R, Keputusan Pembelian 
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ABSTRACT  

Renata Thresza Thalenta Simanjuntak, 201510415163, The Influence of the BlackPink 

Shopee ad in a purchase decision (a quantitave study of Shopee’s ad in the Blinkeu Bekasi 

community).  

Shopee is one of the ost popular online shopping apps in Indonesia. Shopee used one of the 

South Korean girlband BlackPink as one of the Brand Ambassador. Delivery of massage content 

on Shopee is expected to affect the community. This study was conducted to find out if there was 

an “influence on the Shopee advertisement for the BlackPink version of the purcahse decision, 

and how much influence that occured between Blinkeu Bekasi. The research uses the A-T-R 

(Awareness – Trial – Reinforcement) Ad theory that explains that audiens can be influenced by 

ads with the use of awareness, product usage, and edification of the product. The approach to 

this research is quantitative. The method used is a survey method. With thenumber of 

respondents 70 people. This research shows the calculated T value of 3,098  and T Table of 

1,995, and it is stated that Ha received, there was the influence of BlackPink version of Shopee 

ad to purchase decision with a correlation value of 0,352, relationship between the two is weak, 

and the value of coeffient of determination of 12,4%w where the purchase decision variable is 

the contribution of the ad influence vaiabel Shopee version BlackPink  

 

Keywords: The Influence of the ads Shopee BlackPink, Ad theory A-T-R, Purchasing decisions 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



 

 

 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



ix 

 

DAFTAR ISI 

 

HALAMAN JUDUL  ............................................................................................. i  

LEMBAR PERSETUJUAN ................................................................................. ii 

LEMBAR PERNYATAAN ................................................................................. iii 

ABSTRAK ............................................................................................................ iv 

ABSTRACK ........................................................................................................... v 

KATA PENGANTAR .......................................................................................... vi 

DAFTAR ISI ......................................................................................................... xi 

DAFTAR TABEL ............................................................................................... xii 

DAFTAR GAMBAR .............................................................................................. 1 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1   Latar Belakang Masalah ................................................................................... 1 

1.2   Rumusan  Masalah ........................................................................................... 7 

1.3   Identifikasi Masalah ......................................................................................... 7 

1.4   Tujuan Masalah ................................................................................................ 8 

1.5   Kegunaan  Penelitian........................................................................................ 8  

BAB II LANDASAN TEORI ................................................................................ 9 

2.1   Penelitian Terdahulu  ....................................................................................... 9 

2.2   Definisi Komunikasi  ....................................................................................... 9 

2.3   Komunikasi Pemasaran  ................................................................................. 10 

2.4   Iklan  .............................................................................................................. 12 

   2.4.1 Fungsi Iklan............................................................................13 

   2.4.2 Tujuan Iklan...........................................................................13 

   2.4.3 Tema Iklan.............................................................................15 

2.5   Televisi  .......................................................................................................... 16 

   2.5.1   Karakteristik Televisi  .............................................................................. 17 

2.6   Keputusan Pembelian  .................................................................................... 18 

2.7   Teori Iklan A-T-R. ......................................................................................... 20 

2.8   Kerangka Pemikiran  ...................................................................................... 21 

2.9   Oprasional Variabel  ...................................................................................... 22 

2.10   Hipotesis  ...................................................................................................... 27 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



x 

 

BAB III METODE PENELITIAN ..................................................................... 28 

3.1   Paradigma Penelitian  ..................................................................................... 28 

3.2  Pendekatan Penelitian  .................................................................................... 29 

3.3   Metode penelitian  .......................................................................................... 29 

3.4   Teknik Penelitian  .......................................................................................... 30 

3.5   Teknik Pengumpulan Data  ............................................................................ 30 

   3.5.1 Kuesioner...............................................................................30 

   3.5.2 Skala Likert............................................................................31 

3.6   Populasi dan Sampel  ..................................................................................... 39 

   3.6.1 Populasi................................................................................39 

   3.6.2 Sampel..................................................................................40 

3.7   Validalitas dan Rehabilitas  ............................................................................ 41 

   3.7.1   Validalitas  ............................................................................................... 41 

   3.7.2 Realibilitas.............................................................................42 

3.8   Hasil Uji Validitas dan Realibilitas  ............................................................... 44 

3.9  Teknik Analisis Data....................................................................46 

3.10 Analisis  Korelasi........................................................................47 

3.11 Analisis Regeresi Sederhana..........................................................48 

3.12  Pengujian Hipotesis....................................................................49 

3.13 Lokasi dan Jadwal Penelitian.........................................................49 

   3.13.1 Lokasi Penelitian...................................................................49 

   3.13.2 Jadwal Penelitian...................................................................50 

BAB IV HASIL DAN PEMBAHASAN  ............................................................ 51 

4.1   Gambaran Umum  Shopee  ............................................................................ 51 

4.2   Gambaran Umum BlackPink  ........................................................................ 51 

4.3   Prestasi BlackPink  ......................................................................................... 51 

4.4   Fans Club “Blinkeu Bekasi” .......................................................................... 52 

4.5   Deskripsi Data  ............................................................................................... 53 

  4.5.1 Analisi Data Responden.............................................................53 

4.6   Deskripsi Variabel  X  .................................................................................... 54 

4.7   Deskripsi Variabel Y  ..................................................................................... 58 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



xi 

 

4.8   Hasil Uji Koefisien Korelasi  ......................................................................... 61 

4.9  Hasil Uji Regresi Linear Sederhana.................................................. 63 

4.10 Hasil Uji Hipotesis......................................................................65 

4.11 Hasil Pembahasan........................................................................66 

BAB V PENUTUP ................................................................................................ 70 

5.1   Kesimpulan .................................................................................................... 70 

5.2   Saran ............................................................................................................... 71 

DAFTAR PUSTAKA ........................................................................................... 72 

LAMPIRAN  

DAFTAR RIWAYAT HIDUP 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



viii 
 

DAFTAR TABEL  

Tabel 2.1........................................................................................................       22 

Tabel 2.2........................................................................................................       26 

Tabel 3.1.........................................................................................................      31 

Tabel 3.2.........................................................................................................      32 

Tabel 3.3.........................................................................................................      44 

Tabel 3.4........................................................................................................       45 

Tabel 3.5........................................................................................................       45 

Tabel 3.6.......................................................................................................        46 

Tabel 3.7.......................................................................................................        46 

Tabel 3.8........................................................................................................       48   

Tabel 3.9........................................................................................................       50 

Tabel 4.1........................................................................................................       54 

Tabel 4.2........................................................................................................       54 

Tabel 4.3.........................................................................................................      55 

Tabel 4.4.........................................................................................................      55 

Tabel 4.5........................................................................................................       56 

Tabel 4.6........................................................................................................       56 

Tabel 4.7.......................................................................................................        57 

Tabel 4.8........................................................................................................       57 

Tabel 4.9.......................................................................................................       58 

Tabel 4.10.....................................................................................................       59 

Tabel4.11.....................................................................................................        59 

Tabel 4.12.....................................................................................................       60 

Tabel 4.13.....................................................................................................       60 

Tabel 4.14.....................................................................................................       61 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



ix 
 

Tabel 4.15...............................................................................................     62 

Tabel 4.16...............................................................................................     63 

Tabel 4.17...............................................................................................     64 

Tabel 4.18................................................................................................    65 

 

 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



vii 
 

 

DAFTAR BAGAN 

Bagan1.1..........................................................................................................       6 

 

 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019



x 
 

DAFTAR GAMBAR  

Gambar 1.1..............................................................................................           5  

Gambar 1.2...............................................................................................          5 

Gamba 4.1................................................................................................         52 

 

 

Pengaruh Iklan..., Renata Thereza Thalenta Simanjuntak, Fakultas Ilmu Komunikasi 2019


	03-201510415163- Lembar Persetujuan Pembimbing
	05-201510415163- Lembar Pengesahaan 
	04-201510415163- Lembar Pernyataan
	06-201510415163- Abstrak
	07-201510415163- Abstract 
	08-201510415163- Kata Pengantar 
	09-201510415163- Daftar Isi
	10-201510415163- Daftar Tabel 
	11-201510415163- Daftar Bagan 
	12-201510415163- Daftar Gambar 



