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Pengaruh advertisement value on youtube  pada brand awareness 

dan brand image terhadap purchase intention di Situs JD.ID 

ABSTRAK 

 Tujuan dari penilitian ini adalah untuk menguji pengaruh 

advertisement value on youtube  pada brand awareness dan brand 

image terhadap purchase intention di Situs JD.ID.  

Teknik pengambilan sampel yang digunakan dalam 

penelitian ini adalah  purposive sampling, dimana pemilihan sampel 

berdasarkan kategori tertentu yaitu responden tinggal di Surabaya, 

berusia minimal 17 tahun dan pernah melihat iklan JD.ID di situ 

youtube. Teknik analisis data yang digunakan dalam penelitian ini 

adalah Structural Equation Model (SEM) dan diolah menggunakan 

program LISREL untuk mengalisis .Data di dapat dari 162 

responden.  

Hasil yang didapatkan menunjukan bahwa terdapat pengaruh 

positif dan signifikan Informativeness dan Entertainment terhadap 

Advertisement value on youtube, terdapat pengaruh Advertisement 

value on youtube terhadap Brand Awareness dan Brand Image, 

terdapat pengaruh Brand Awareness dan Brand Image  terhadap 

Purchase Intention sedangkan Irritation tidak berpengaruh positif 

dan tidak signifikan terhadap advertisement value on youtube.  

Kata Kunci: Advertisement value on youtube, brand awareness, 

brand image, purchase intention. 
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The influence of advertisement value on youtube on brand 

awareness and brand image of purchase intention in JD.ID Site 

 

ABSTRACT 

 

 

The purpose of this study is to examine the effect of 

advertisement value on youtube on brand awareness and brand 

image to purchase intention at JD.ID. 

The sampling technique used in this study is purposive 

sampling, where the selection of samples based on certain categories 

of respondents living in Surabaya, aged at least 17 years and have 

seen JD.ID ads on there youtube. Data analysis technique used in 

this research is Structural Equation Model (SEM) and processed 

using LISREL program to analyze.. Data in can from 162 

respondents. 

The results obtained show that there is a positive and 

significant influence Informativeness and Entertainment to 

Advertisement value on youtube, there is influence Advertisement 

value on youtube on Brand Awareness and Brand Image, there is 

influence Brand Awareness and Brand Image to Purchase Intention 

while Irritation has no positive and insignificant to advertisement 

value on youtube. 

Keywords: Advertisement value on youtube, brand awareness, 

brand image, purchase intention 


