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ABSTRACT

People's lives have been influenced by social media. Digital advertising is one
way that social media may be utilized. Social media's speed and convenience have
caused a change in the advertising industry from traditional to digital due to rapid
adpancements in technology. Social media can now be utilized to promote a product in
addition to being used to provide information. The role of social media is to give
consumers the information they need, even though it can also be used as a promotional
tool. This data is referred to as advertising exposure, whereby advertisements are shown
to prospective, targeted consumers. To influence them to be interested in buying the
product, potential customers are therefore expected to have a positive attitude toward
the brand. Advertising effectiveness is measured in _four aspects, which are Emotional
Appeals, Informativeness, Advertising Creativity, and Entertainment.

The purpose of this research is to allow SKINCALE show advertisements
that promote positive attitudes, which in return increase the purchase intention of
prospective consumers. Partial 1east Square is used to examine the Structural
Egunation Model method used in this research. In total, as much as 6 latent variables,
25 indicators, and 325 samples drawn from the Generation Z age group, are used in
this research. The results of this research indicate that Informativeness, Advertising
Creativity, and Entertainment significantly influence Attitudes toward the brand of
SKINCALE. On the other hand, Emotional Appeals does not influence Attitude
Toward the Brand significantly. Furthermore, this research discovered that Attitude
Toward the Brand significantly influences Purchase Intention.

Keywords: Advertising Exposure, Attitude Toward the Brand, Purchase Intention.
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ABSTRAK

Media sosial telah masuk dan menjadi bagian dari kehidupan
masyarakat. Salah satu peluang yang dapat dimanfaatkan dari media
sosial adalah periklanan digital. Kemajuan teknologi yang pesat turut
menggeser dunia periklanan dari tradisional menjadi ke digital dengan
media sosial yang menawarkan kecepatan dan kemudahan. Penggunaan
media sosial kini tidak hanya untuk berbagi informasi saja, namun dapat
digunakan untuk mempromosikan suatu produk. Peran media sosial
yang dapat menjadi sarana promosi ini, mampu memberikan informasi
yang dibutuhkan oleh pengguna. Informasi tersebut yang dinamakan
adpertising exposure, dimana iklan dieskpos agar dapat menjangkau calon
konsumen yang ditargetkan. Sehingga calon konsumen diharapkan akan
memiliki sikap positif terhadap merek yang kemudian dapat
menggerakkan konsumen untuk berkeinginan membeli produk tersebut.
Empat aspek sebagai tolak ukur efektivitas iklan meliputi Emotional
Appeals, Informativeness, Advertising Creativity dan Entertainment.

Penelitian ini ditujukan agar SKINCALE dapat menyajikan iklan
yang dapat membentuk sikap positif yang pada akhirnya meningkatkan
minat beli calon konsumen. Penelitian ini menggunakan metode
Structural Equation Model yang dianalisa menggunakan Partial Least Square.
Penelitian ini menggunakan 6 variabel laten, 25 indikator, dan 325 jumlah
sampel yang didapat dari kelompok usia Generasi Z. Hasil penelitian ini
menunjukkan Informativeness, Advertising  Creativity, dan Entertainment
berpengaruh signifikan terhadap _A#titude Toward the Brand produk
SKINCALE. Sedangkan Ewmotional Appeals tidak berpengaruh signifikan
tethadap A#titude Toward the Brand. Penelitian ini juga menemukan hasil
bahwa A#titude Toward the Brand berpengaruh signifikan terhadap Purchase
Intention.

Kata Kunci: Advertising Exposure, Attitude Toward the Brand, Purchase
Intention.
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