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PENGARUH SOSIAL MEDIA YOUTUBE, PERSEPSI

HARGA, DAN SERVICE QUALITY TERHADAP NIAT

PEMBELIAN MELALUI BRAND AWARENESS PADA
TRAVELOKA DI SURABAYA

ABSTRAK

Penelitian ini bertujuan menganalisis pengaruh Sosial Media
Youtube, Persepsi Harga, dan Service Quality terhadap Niat
Pembelian melalui Brand Awareness pada Traveloka di Surabaya.
Dengan semakin meningkatnya kebutuhan dan keinginan manusia,
peluang bisnis juga semakin meningkat. Banyak pengusaha yang
memanfaatkan kesempatan ini untuk mengembangkan bisnisnya.
Promosi di sosial media, harga, dan kualitas layanan menjadi poin
penting agar konsumen semakin sadar merek dan mempunyai
keinginan untuk membeli.

Teknik pengambilan sampel yang digunakan adalah
nonprobability sampling dengan cara purposive sampling. Sampel
yang digunakan dalam penelitian ini sejumlah 150 responden.
Persyaratan menjadi responden dalam penelitian ini adalah
responden yang pernah menggunakan Traveloka di Surabaya. Data
dikumpulkan menggunakan kuesioner. Teknik analisis data yang
digunakan adalah analisis SEM dengan program LISREL.

Hasil penelitian membuktikan bahwa Sosial Media Youtube,
Persepsi Harga, dan Service Quality memiliki pengaruh signifikan
terhadap Brand Awareness. Brand Awareness memiliki pengaruh
signifikan terhadap Niat Pembelian. Sosial Media Youtube dan
Service Quality memiliki pengaruh signifikan terhadap Niat
Pembelian melalui Brand Awareness. Persepsi Harga tidak memiliki
pengaruh signifikan terhadap Niat Pembelian melalui Brand
Awareness.

Saran penelitian yang dapat digunakan Traveloka adalah
menampilkan karakter unik yang hanya dimiliki Traveloka dan
memberikan fasilitas seperti free wifi dan USB Plug agar konsumen
merasa lebih nyaman ketika menaiki pesawat.

Kata Kunci: Sosial Media Youtube, Persepsi Harga, Service
Quality, Brand awareness, Niat Pembelian
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THE EFFECT OF SOCIAL MEDIA YOUTUBE, PRICE
PERCEPTION, AND SERVICE QUALITY ON THE
PURCHASE INTENTION THROUGH BRAND AWARENESS
IN TRAVELOKA IN SURABAYA

ABSTRACT

This study aimed to analyze the influence of Youtube Social
Media, Price Perception, and Service Quality to Purchase Intentions
through Brand Awareness at Traveloka in Surabaya. With the
increasing needs and wants of human, opportunities are also
increasing. Many entrepreneurs take advantage of this opportunity
to grow their business. Promotion in social media, pricing, and
service quality becomes an important point for consumers to become
more aware of brands and have a desire to buy.

Sampling technique used is nonprobability sampling by way of
purposive sampling. The sample used in this research is 150
respondents. Requirements to be respondents in this study are
respondents who have used Traveloka in Surabaya. Data were
collected using questionnaires. Data analysis technique used is SEM
analysis with LISREL program.

The results prove that Youtube Social Media, Price
Perception, and Service Quality have a significant influence on
Brand Awareness. Brand Awareness has a significant influence on
Purchase Intention. Youtube Social Media and Service Quality has
significant influences on Purchase Intention through Brand
Awareness. Price Perception has no significant effect on Purchase
Intention through Brand Awareness.

The research suggestion that Traveloka can use is to display
unique characters that only Traveloka had and provide facilities
such as free wifi and USB Plug so consumers can feel more
comfortable when boarding a plane

Keywords: Youtube Social Media, Price Perception, Service
Quality, Brand awareness, Purchase Intention
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