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ABSTRAK 

 

Jeni Yogandini. NRP 1423012132. TINGKAT PENGETAHUAN 

MASYARAKAT SURABAYA MENGENAI INDIHOME FIBER PT. 

TELEKOMUNIKASI INDONESIA, Tbk DIVRE V JAWA TIMUR 

MELALUI IKLAN DI MEDIA 

 Penelitian ini bertujuan untuk mengetahui tingkat pengetahuan 

masyarakat Surabaya mengenai Indihome Fiber PT. Telkom melalui iklan 

di media.  

Indihome Fiber adalah produk milik PT. Telkom yang 

dikembangkan menggunakan jaringan broadband dengan berbagai layanan 

atau aplikasi disediakan secara terpadu, terdiri dari akses internet, telefon 

rumah dan layanan TV kabel.  

Penelitian ini mengukur tinggi rendahnya tingkat pengetahuan 

masyarakat Surabaya mengenai Indihome Fiber PT. Telkom melalui iklan 

di media above the line (surat kabar, facebook, twitter, website, billboard) 

dan below the line (flyer, banner) dengan menggunakan tiga indikator yakni 

pengetahuan produk, pembelian dan pemakaian.  

Peneliti menggunakan pendekatan kuantitatif deskriptif dengan 

metode survei. Penelitian ini menjelaskan tentang proses komunikasi yang 

menghasilkan efek kognitif (pengetahuan) sebagai hasil dari proses 

komunikasi menurut teori dari Harold Laswell.  

Hasil dari penelitian ini menunjukan bahwa tingkat pengetahuan 

masyarakat Surabaya mengenai iklan Indihome Fiber PT. Telkom di media 

cenderung tinggi, namun tidak terlalu ekstrim.   

 

Kata kunci: Tingkat Pengetahuan, Iklan, Media Above dan Below The line 
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ABSTRACT 

 

Jeni Yogandini. NRP 1423012132. LEVEL OF KNOWLEDGE SOCIETY 

OF INDIHOME SURABAYA FIBER PT. TELECOMMUNICATION 

INDONESIA, Tbk DIVRE V IN EAST JAVA THROUGH THE 

ADVERTISING IN MEDIA. 

This study to determine the level of public knowledge about of 

Indihome Surabaya Fiber PT. Telkom through the advertising in media.  

Indihome Fiber is a product owned by PT. Telkom, which was 

developed using a broadband network with a wide range of services or 

applications are provided in an integrated manner, consisting of internet 

access, home phone and cable TV service.  

This study measures to know high and low level of public 

knowledge about of Indihome Fiber Surabaya Fiber PT. Telkom through in 

above the line media (newspapers, facebook, twitter, websites, billboards) 

and below the line (flyer, banner) using three indicators, namely knowledge 

of products, purchase and consumption.  

Researchers used descriptive quantitative approach with survey 

method. This study describes the communication process that produces the 

effect of cognitive (knowledge) as a result of a communication process 

according to the theory of Harold Laswell. 

Results from this study showed that the level of public knowledge 

about the ad Indihome Surabaya Fiber PT. Telkom in the media tends to be 

high, but not too extreme.  

 

Keywords: Knowledge Level, Advertising, Media Above and Below the 

line 


