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ABSTRAKSI 

Wahyu Yudha Perwira, 1243010149, Efektivitas Iklan “Tokopedia Versi “Mulai 

Aja Dulu” Pada Remaja Surabaya (Studi Deskriptif Kuantitatif Mengenai 

Efektivitas Iklan “Tokopedia Versi “Mulai Aja Dulu” Pada Remaja Surabaya) 

 

 

Tokopedia merupakan salah satu situs belanja online di Indonesia yang sering 

beriklan di televisi, baru-baru ini mereka membuat iklan baru yaitu iklan “Tokopedia 

versi Mulai Aja Dulu” di telivisi. Belanja online akhir-akhir ini makin marak dalam 

masyarakat kita. Yang dulu sangat anti dengan yang namanya belanja online kini 

mulai melirik kenyamanan dari kegiatan yang satu ini. Mereka yang dulu sangat takut 

untuk melakukan transaksi online kini sudah mulai membuka diri bahwa transaksi 

online kini sudah bukan sesuatu yang mengerikan. Dan ditambah dengan kemudahan 

belanja yang tidak perlu keluar rumah, kapanpun bisa dilakukan tanpa ada kata tutup 

took dan juga pilihan yang beragam dan lebih lengkap. Peneltian ini bertujuan untuk 

mengetahui dan mengidentifikasi secara kuantitatif seberapa besar efektivitas iklan 

“Tokopedia versi Mulai Aja Dulu” di televisi. Teori yang digunakan adalah model 

Hierarchy of Effect dan menggunakan metode penelitian Customer Response Index 

terhadap remaja usia 21-24 tahun di Surabaya. Pengumpulan data dilakukan dengan 

menyebarkan kuisoner kepada 100 responden di Surabaya. Dalam pembuatan 

instrumen berupa kuisoner didasarkan atas Hierarchy of Effect Model. Kesimpulan 

dalam penelitian ini, bahwa berdasarkan analisis CRI yang sudah dilakukan terhadap 

efektivitas iklan Tokopedia versi “Mulai Aja Dulu” di televisi menunujukan bahwa 

dilihat dari nilai CRI pada setiap tahap respon hamper mencapai 100% sehinga iklan 

Tokopedia versi “Mulai Aja Dulu” di telivisi memberikan dampak positif dan sangat 

efektif karena mampu mendapatkan kesadaran konsumen untuk tertarik melakukan 

pembelian. 

 

Kata Kunci : Tokopedia, Efektivitas Iklan, Model Hierarchy Of Effect, Customer 

Response Index    
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ABSTRACT 

 

Wahyu Yudha Perwira, 1243010149,  Effectiveness of the Tokopedia versi “Mulai 

Aja Dulu” Advertisements on Surabaya Teens (Study Quantitative Descriptive of the 

Effectiveness of the Tokopedia versi “Mulai Aja Dulu” in teenagers at Surabaya) 

 

 

Tokopedia is one of the online shopping sites in Indonesia that often advertise 

on television, recently they made a new advertisement, namely the advertisement 

"Tokopedia versi Mulai Aja Dulu", which was reviewed. Online shopping lately is 

increasingly prevalent in our society. What used to be very anti with the name of 

online shopping is now starting to look at the convenience of this one activity. Those 

who were very afraid to make online transactions have now begun to open up that 

online transactions are now not something terrible. And coupled with the convenience 

of shopping that does not need to leave the house, at any time can be done without 

any closing words and also various and more complete choices. This research aims to 

identify and identify quantitatively how much the effectiveness of the advert 

"Tokopedia versi Mulai Aja Dulu" on television. The theory used is the Hierarchy of 

Effect model and uses the Customer Response Index research method for adolescents 

aged 21-24 years in Surabaya. Data collection was done by distributing 

questionnaires to 100 respondents in Surabaya. In making the instrument in the form 

of a questionnaire based on the Hierarchy of Effect Model. The conclusion of this 

study is that based on the CRI analysis that has been carried out on the effectiveness 

of the "Mulai Aja Dulu" version of Tokopedia advertising on television, it is seen that 

the CRI value in each response phase almost reaches 100% so the message of the 

"Mulai Aja Dulu" version of Tokopedia advertising is reviewed. has a positive impact 

and is very effective because it is able to get consumers' awareness to be interested in 

making purchases. 

 

Keywords : Tokopedia, effectiveness of advertising, Model Hierarchy Of Effect, 

Customer Responsive Index 


