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ABSTRAK

Pada awal tahun 2022, Pantene mengeluarkan iklan bersama selebgram Keanu
untuk memperkenalkan dan memasarkan produk masker rambut terbaru mereka,
namun tema dari iklan ini lebih menekankan pada unsur humor sehingga sangat
berbeda dari iklan mereka sebelumnya yang identik dengan kesan anggun dan
berkelas. Walaupun iklan ini sudah banyak ditonton di media sosial Y outube namun
jumlah banyaknya penonton belum tentu berarti produk mereka laris terjual.
Pantene terkenal dengan produk sampo dan kondisioner mereka namun tidak pada
produk masker rambut, sedangkan sudah banyaknya merek lainnya yang terkenal
dengan masker rambutnya, sehingga membuat pangsa pasar yang dimiliki Pantene
tidaklah besar. Oleh karena itu, peneliti ingin melihat pengaruh Informative
Advertisement dan Humor Adevertisement terhadap Viral Intention dan Attitude
Toward Advertising serta implikasinya terhadap Brand Awareness dan Purchase
Intention.

Penelitian ini menggunakan desain penelitian konklusif yang bersifat deskriptif dan
menggunakan single cross-sectional design. Adapun teknik sampling yang
digunakan adalah non probability dengan teknik judgemental sampling. Data
penelitian ini diolah dengan metode Structural Equation Model (SEM) pada
software SmartPLS. Data yang diambil berupa jawaban dari kuesioner berbentuk
gform yang disebar secara daring. Data ini sebanyak 203 responden yang berumur
16-31 dan berada di negara Indonesia. Hasil penelitian ini menunjukkan bahwa
informative & humor advertisement berpengaruh positif terhadap attitude toward
advertising namun hanya informative advertisement saja yang berpengaruh
terhadap viral intention, kemudian brand awareness dipengaruhi secara positif oleh
viral intention dan attitude toward advertising, lalu viral intention, attitude toward
advertising, dan brand awareness berpengaruh positif terhadap purchase intention.

Kata Kunci: informative advertisement, humor advertisement, viral intention,

attitude toward advertising, brand awareness, purchase intention.
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ABSTRACT

In the early 2022, Pantene have launched an advertisement with selebgram Keanu
in order to introduced and promote their new hair mask product. But the theme of
the ads is more leaning to humor than their usual brand image such as elegant and
classy. Although this advertisement has a lot of views on Youtube but this does not
mean their product selling well. Pantene is famous for their shampoo and
conditioner but not so much on their hair mask product. While there are many
brands who already famous of their hair mask, thus making Pantene’s market shares
not large. Therefore, the author wants to see the effect of Informative
Advertisement, Brand Awareness, Viral Intention, Attitude Toward Advertising
towards Brand Awareness and Purchase Intention.

This study uses Conclusive Research Design of the Descriptive Research kind and
use Single Cross-Sectional Design. As for the sampling technique used is Non-
Probability with Judgmental Sampling technique. The data of this study is
processed with Structural Equation Model (SEM) method on SmartPLS. The data
is taken in the form of answered questionnaire questions that have been shared
online. This data has 203 respondents, the respondents is from Indonesia and are
about 16 — 31 years old. The results of this study indicate Informative & Humor
Advertisement have a positive influence toward Attitude Toward Advertising, but
only Informative Advertisement that has positive influence toward Viral Intention.
Then, Brand Awareness is positively influenced by Viral Intention and Attitude
Toward Advertising. Then, Viral Intention, Attitude Toward Advertising, and
Brand Awareness have positive influence toward Purchase Intention.

Keywords: Informative Advertisement, Humor Advertisement, Viral Intention,

Attitude Toward Advertising, Brand Awareness, Purchase Intention
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