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ABSTRAK

Wahyudin Zulfikar (1904565) “Ad Irritation Pada lklan YouTube Layanan
E-Commerce Dalam Mempengaruhi Online Purchase Intention Melalui
Advertising Value” dalam bimbingan Prof. Dr. Vanessa Gaffar, SE. Ak.,
MBA. dan Dr. Eka Surachman, S.Si., MT.

Penelitian ini bertujuan untuk melihat pengaruh dari ad irritation terhadap online
purchase intention melalui advertising value pada audiens iklan YouTube Lazada
“Pengiriman Cepat & Gratis Ongkir”. Penelitian ini merupakan penelitian
kuantitatif dengan desain deskriptif dan verifikatif dengan metode survey
menggunakan kuesioner kepada sampel yang berjumlah 380 orang dengan
menggunakan purposive sampling vyaitu audiens iklan YouTube Lazada
“Pengiriman Cepat & Gratis Ongkir” dikalangan mahasiswa aktif di Kota
Bandung. Data diolah menggunakan metode analisis jalur dengan hasil penelitian
menunjukan bahwa ad irritation berpengaruh negatif signifikan terhadap
advertising value, advertising value berpengaruh signifikan terhadap online
purchase intention, ad irritation tidak berpengaruh signifikan terhadap online
purchase intention, dan ad irritation berpengaruh terhadap online purchase
intention melalui advertising value sebagai variabel mediasi. Temuan ini
diharapkan mampu membantu dalam perihal perencanaan strategi periklanan
melalui layanan YouTube Advertising.

Kata Kunci: Advertising Value, YouTube Advertisement, YouTube Video Ads,
Online Purchase Intention
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ABSTRACT

Wahyudin Zulfikar (1904565) ""Ad Irritation on E-Commerce Service YouTube
Ads in Influencing Online Purchase Intention through Advertising Value™
under the guidance of Prof. Dr. Vanessa Gaffar, SE. Ak., MBA. and Dr. Eka
Surachman, S.Si., MT.

This study aims to see the effect of ad irritation on online purchase intention
through advertising value in the audience of Lazada's YouTube ad "Fast Delivery
& Free Shipping". This research is a quantitative study with a descriptive and
verification design with a survey method using a questionnaire to a sample of 380
people using purposive sampling, namely on Lazada's YouTube ad "Fast Delivery
& Free Shipping" among active students in Bandung. The data were processed
using the path analysis method with the results showing that ad irritation has a
significant negative effect on advertising value, advertising value has a significant
effect on online purchase intention, ad irritation has no significant effect on
online purchase intention, and ad irritation affects online purchase intention
through advertising value as a mediating variable. These findings are expected to
be able to help in planning advertising strategies through YouTube Advertising
services.

Keywords: Advertising Value, YouTube Advertisement, YouTube Video Ads,
Online Purchase Intention
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