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PENGARUH DAMPAK ADVERTISING TERHADAP
PURCHASE INTENTION DI TOKO RITEL
PADA GENERASI Z

(Survei terhadap Mahasiswa Universitas di DKI Jakarta)

ABSTRAK

Oleh : Dahlia Suhendra

Industri ritel mengalami peningkatan yang pesat dilihat dari menjamurnya
toko ritel modern seperti gerai Alfamart dan Indomaret. Kedua toko ritel tersebut
mempunyai lebih dari 10.000 gerai yang tersebar di seluruh Indonesia dan dapat
dengan mudah ditemukan di sekitar masyarakat.DKI Jakarta merupakan provinsi
dengan gerai terbanyak yaitu sebesar 38,1%. Akibat pertumbuhan tersebut, peritel
membutuhkan usaha untuk mendapatkan hati konsumen agar berbelanja di toko
maupun situs ritel mereka. Salah satu strategi yang dilakukan peritel adalah
dengan iklan baik offline maupun online.Penelitian ini memiliki tujuan untuk
mengetahui apakah ada pengaruh antara advertsing dengan purchase intention
pada industri ritel dan seberapa besar pengaruhnya. Peneliti menggunakan konsep
advertising dari Moriarty,Mitchell,dan Wells dan purchase intention oleh Engel,
Kollat , dan Blackwell sebagai landasan teori. Penelitian dengan judul “Dampak
Advertising terhadap Purchase Intention di Toko Ritel pada Generasi Z” ini
bersifat eksplanatif dengan pendekatan kuantitatif. Peneliti melakukan survei
menggunakan kuisioner sebagai metode pengumpulan data dengan populasi yaitu
mahasiswa DKI Jakarta. Peneliti menggunakan teknik cluster random sampling
untuk menentukan sampel dan mendapatkan responden sebanyak 550 mahasiswa.
Hasil penelitian menunjukkan bahwa adanya pengaruh antara advertising dan
purchase intention dengan nilai koefisien kolerasi sebesar 0,331. Variabel
advertising memberikan kontribusi sebesar 0,11 atau 11% kepada purchase
intention pada industri ritel.

Kata Kunci : Advertising, Purchase intention, Industri Ritel.
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THE IMPACT OF ADVERTISING TO PURCHASE
INTENTION IN RETAIL INDUSTRY ON
IGENERATION

(Based on the survey to universities students in DKI Jakarta )

ABSTRACT

By: Dahlia Suhendra

The expansion of modern retail industry such as Alfamart and Indomaret
indicates that retail industry vastly increases. Both of those retail companies have
10.000 more outlets spread throughout Indonesia and they are easy to be found.
DKI Jakarta is the area that has the most retail outlets, which is 38, 1%. The
result of this rapid growth causes retailers need to have an effort to win the heart
of consumers in order to make them spend their money at their retail outlets or
websites. One of the strategies that have been done by retailer is doing promotion
through advertisement; both online or offline. The purpose of this study is to find
out whether there is an influence between advertising and purchase intention on
retail industry and how great it is. This study uses the concept of advertising from
Moriarty, Mitchell and Wells , purchase intention by Engel, Kollat, and Blackwell
as the theoretical basis. This study, which has the title, is “The Impact of
Advertising to Purchase Intention in Retail Outlet on iGeneration” is a
descriptive study with quantitative approach. The researcher has done the survey
by using questioners as data collection method. Moreover, students of universities
in DKI Jakarta are used as population. Technical of cluster random sampling is
used to find the sample of this study. As a result, 500 universities students are
gotten as respondents. The result of this study shows that there is an influence
between advertising and purchase intention with the correlation coefficient is
0,331. The variable of advertising gives 0.11 or 11 % contribution to purchase
intention in retail industry.

Keywords: Advertising, Purchase intention, Retail industry.
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