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Ariestya Magdalena Nyotomulio (2012). “Hierarchy of Effect Iklan 
Televisi Animasi Berseri”, Skripsi Sarjana Strata 1. Fakultas Psikologi 
Universitas Katolik Widya Mandala Surabaya. 
 

ABSTRAKSI 
 
 Semakin ketat persaingan pasar semakin memerlukan teknik iklan 
yang unik, kreatif, dan sesuai karakteristik segmentasi pasar. Molto Ultra 
Sensation menggunakan teknik animasi berseri, dimana dikatakan berani 
karena teknik animasi identik dengan produk bersegmentasi pasar anak-
anak atau remaja. Sebaliknya, Molto Ultra Sensation bersegmentasi pasar 
orang dewasa. Karena itu, tujuan penelitian ini untuk mengetahui secara 
menyeluruh dan mendalam sampai pada tahapan mana dampak serta 
gambaran dampak dari iklan televisi animasi berseri jika dievaluasi dengan 
hierarchy of effect. 
 Metode penelitian yang digunakan adalah kualitatif dengan model 
penelitian studi kasus. Teknik pengumpulan data melalui wawancara. 
Sedangkan metode teknik analisis data adalah theory-led thematic analysis. 
Pengambilan sampel dilakukan dengan teknik purposive sampling dan 
menggunakan validitas argumentatif serta komunikatif.  
 Hasil dari penelitian ini menunjukkan bahwa dampak dan gambaran 
dampak dari iklan televisi animasi berseri hanya sampai pada area afektif, 
yaitu tahap liking. Dari keenam tahap dalam hierarchy of effect, iklan 
televisi animasi berseri hanya mampu menggerakkan pemirsa melalui tahap 
awareness, knowledge, dan liking. Sedangkan tahap keempat hingga 
keenam belum mampu dicapai (preference, conviction, dan purchase). Iklan 
televisi animasi berseri mampu memberi pengaruh pada area kognitif, yaitu 
memiliki daya tarik yang besar dalam membuat pemirsa aware terhadap 
keberadaan produk maupun pengetahuan produk. Selain itu, juga mampu 
mempengaruhi area afektif, yaitu mampu memunculkan rasa minat terhadap 
produk. Akan tetapi, iklan televisi tersebut belum mampu membuat pemirsa 
menyukai produk yang ditawarkan melebihi produk pesaing, keyakinan 
untuk membeli, bahkan melakukan pembelian. Adapun perilaku membeli 
produk bukan karena pengaruh tayangan iklan televisi animasi berseri. 
 
 
 
 
Kata kunci:  
Hierarchy of effect, iklan televisi animasi berseri, Molto Ultra Sensation 
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Ariestya Magdalena Nyotomulio (2012). “Hierarchy of Effect Serial 
Animated Television Advertising”, Thesis for Sarjana S-1. Faculty of 
Psychology Widya Mandala Surabaya Catholic University. 
 

ABSTRACT 
 
 The more fierce market competition the more unique, creative and fit 
to it’s market segmentation advertising technique is needed. Molto Ultra 
Sensation is using serial animated technique, which can be categorized as a 
brave decision, because this technique is usually being used in kids or 
teenage market segmentation. On the contrary, Molto Ultra Sensation is 
using it for adult’s market segmentation. That is why, this research’s goal is 
to know in which stage this serial animated technique affecting housewives 
generally and deeply using The hierarchy of effect theory. 
 The research’s method is qualitative method using study case model. 
Data collecting method is interview, meanwhile the data analytic’s method 
is theory-led thematic analysis. The sampling method is purposive sampling 
technique and using argumentative validity and communicative.  
 The result of this research is showing that the effects of Molto Ultra 
Sensation advertisement reached affective area, the liking stage, only. 
Which means from the six stage in hierarchy of effect, this serial animated 
technique can only moves people to go through awareness, knowledge, and 
liking stage. On the other hand, the fourth stage until six stage, preference, 
conviction, and purchase stage, cannot be achieved yet. This serial animated 
technique can effect in cognitive area, which is a strong effect in making 
people to aware about product’s position, brand, and knowledge too. Also 
this technique can affect in affective area, which is to increase people’s 
preferences to the product. However, this serial animated technique cannot 
give effect to make people like it’s product more than the others , convince 
people to buy it, even buying behaviors to it’s product, Molto Ultra 
Sensation. Therefore this buying behavior is not affected by serial animated 
advertisement technique. 
 
Keywords:  
Hierarchy of effect, Serial Animated Television Advertisement, Molto Ultra 
Sensation 
 




