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ABSTRAK

Perkembangan bisnis dan pola kehidupan masyarakat terus berubah,
sehingga mengharuskan pelaku bisnis untuk selalu berinovasi. Situs belanja online
merupakan inovasi yang memberikan kemudahan bagi konsumen melakukan
transaksi secara online, salah satunya adalah Shopee. Promosi melalui periklanan
merupakan strategi pengenalan situs belanja online pada konsumen. Penelitian ini
bertujuan untuk menganalisis perbedaan efektifitas iklan situs belanja online
Shopee pada media youtube dan televisi.

Jenis penelitian ini adalah kuantitatif dengan penyebaran kuisioner sebagai
alat pengumpulan data. Populasi penelitian ini adalah mahasiswa UPN “Veteran”
Jawa Timur sebanyak 10.491. Penarikan sampel sebesar 336 menggunakan teknik
penarikan sampel proportionate stratified random sampling. Analisis data dalam
penelitian menggunakan Uji Validitas, Reliabilitas, EPIC Model dan Independent
T-test.

Berdasarkan analisis EPIC Model efektifitas iklan menggunakan media
youtube adalah sebesar 3,54 dan media televisi sebesar 3,41 menunjukkan bahwa
efektifitas iklan media youtube lebih tinggi daripada media televisi. Hasil analisis
menggunakan Independent T-Test menunjukkan bahwa seluruh dimensi memiliki
nilai sig.2-tailed < 0,05 yang berarti bahwa efektifitas iklan youtube dan televisi
memiliki perbedaan yang signifikan, khususnya dilihat dari dimensi empathy,
persuasion, impact dan communication.

Kata kunci : Situs belanja online, empathy, persuasion, impact, communication,

youtube, televisi



COMPARATIVE ANALYSIS OF EFFECTIVENESS OF FISH USING
YOUTUBE MEDIA AND TELEVISION FOR ONLINE SHOPPING SITES
(Study of the Student of Universitas Pembangunan Nasional “Veteran” East

Java)

By : Dhiyah Ramdhani

NPM : 1542010073

ABSTRACT

Business development and community life patterns continue to change,
thus requiring business people to always innovate. Online shopping sites are
innovations that make it easy for consumers to make transactions online, one of
which is Shopee. Promotion through advertising is a strategy for introducing onle
shopping sites to consumers.This study aims to analyze the differences in the
effectiveness of Shopee online shopping site ads on YouTube and television.

This type of research is quantitative with the distribution of questionnaires
as a data collection tool. The population of this study was 10,491 UPN "Veteran™
students in East Java.Marinating 336 samples usig the technique proportionate
stratified random sampling. Analysis of data in research using validity test,
reliability, EPIC Model and Independent T-Test.

Based on the analysis of the EPIC Model of advertising effectiveness
using YouTube Media is 3.54 and television media of 3.41 shows that YouTube
media advertising effectiveness is higher than television media. The results of the
analysis using the Independent T-Test indicate that the entire dimension has a
value of sig. 2-tailed < 0.05 which means that the effectiveness of YouTube and
television ads has a significant difference, especially in view of the empathy
dimension, Persuasion, impact and communication.

Keywords: Online shopping sites, empathy, persuasion, impact, communication,
youtube, television
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