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ABSTRAK 

Judul Skripsi  : Pengaruh Terpaan Iklan dan Interaksi Reference Group 

Terhadap Minat Bertransaksi secara Online 

Di Indonesia, e-commerce saat ini sudah berkembang semakin cepat untuk memenuhi 

kebutuhan manusia. Salah satu perusahaan e-commerce yang ada di Indonesia adalah 

Shopee. Untuk menarik perhatian konsumen, Shopee menggunakan iklan sebagai alat 

pemasaran mereka. Bahkan, Shopee merupakan salah satu e-commerce yang sangat aktif 

beriklan di televisi. Selain itu jumlah unduhan Shopee meningkat lebih dari 100% dalam 

periode tahun 2015-2018. Maka dari itu, penelitian ini ingin mengetahui apakah terpaan 

iklan Shoope di televisi mempengaruhi minat bertransaksi secara online. Selain itu 

penelitian ini juga akan menguji apakah interaksi reference group juga mempengaruhi 

minat konsumen untuk menggunakan Shopee.  

Penelitian ini menggunakan Strong Advertising Theory dan Darley, Blankson and 

Luethge’s Model. Populasi dari penelitian ini adalah pria dan wanita berusia 18-30 tahun, 

berdomisili di semarang, dan pernah melihat iklan Shopee di televisi. Jumlah sample yaitu 

50 orang dengan teknik purposive sampling. Analisis data yang digunakan adalah analisis 

regresi linier berganda dengan perhitungan computer IBM SPSS. 

Hasil uji hipotesis pertama menunjukkan bahwa terpaan iklan Shopee di televisi 

berpengaruh signifikan terhadap minat bertransaksi secara online dengan koefisien regresi 

0,603 artinya setiap kenaikan variabel terpaan iklan Shopee di televisi (X1) sebesar 1 

satuan, maka  variabel minat bertransaksi secara online (Y) akan meningkat juga sebesar 

0,603 satuan. Selain itu variabel terpaan iklan Shopee di televisi memiliki pengaruh 

sebesar 60.3% terhadap variabel minat bertransaksi secara online. Nilai signifikansi X1 

(0,047 < 0,050) sehingga terpaan iklan Shopee di televisi turut mempengaruhi minat 

bertransaksi secara online seseorang. Hasil uji hipotesis kedua menunjukkan bahwa 

interaksi reference group berpengaruh signifikan terhadap minat bertransaksi secara 

online dengan nilai koefisien regresi sebesar 0,755 artinya setiap kenaikan variabel 

interaksi reference group (X2) sebesar 1 satuan, maka  variabel minat bertransaksi secara 

online (Y) akan meningkat juga sebesar 0,755 satuan. Selain itu variabel interaksi 

reference group memiliki pengaruh sebesar 75,5% terhadap variabel minat bertransaksi 

secara online dan signifikansi (0,031 < 0,050) sehingga interaksi reference group turut 

mempengaruhi minat bertransaksi secara online seseorang. 

Kata Kunci : Terpaan Iklan, Interaksi Reference Group, Minat Bertransaksi Secara 

Online. 
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ABSTRACT 

Thesis Tittle : The Influence of Advertising Exposure of Shopee on 

Television and Reference Group Interaction Toward The 

Intention in Online Transacting 

In Indonesia, the growth of e-commerce is grown rapidly use for human daily needs. One 

of the e-commerce companies in Indonesia is Shopee. To attract and seize their consumer, 

they used advertising as their promotion tools. In fact, Shopee is one of the e-commerce 

which often appear in television. Beside that, the number of people downloading the 

Shopee application has increased more than 100% on 2015-2018 period. Based on that 

explanation above, this research will discuss about the influence of Advertising Exposure 

of Shopee on Television Toward The Intention in Online Transacting. In addition to 

advertising exposure, this research will discuss about reference group interaction as well.  

This research used Strong Advertising Theory and Darley, Blankson and Luethge’s 

Model. The population of this research are men and women in the age of 18 until 30, who 

domicile in Semarang and have experienced in watching the Shopee advertisement on 

television. The sum of sample are 50 which have been taken by purposive sampling 

technique. Analysis of the data is used multiple linear regression with computer analized 

by IBM SPSS.  

The result of the first hypotesys shows that the advertising exposure of Shopee on 

television is significantly influencing towards the intention of online transacting with 

regression coefficient 0.603 meaning that every variable increment of advertising 

exposure of shopee on television (X1) is 1 unit. Hence, the variable of intention in online 

transacting (Y) is increased by 0.603, as well. Besides that, the variable of the advertising 

exposure of shopee on television has that impact by 60.3%  towards the variable of the 

intention in online transacting. The Significance value X1 (0.047 < 0.050) so that the 

advertising exposure of shopee on television takes charge in affecting the intention in 

online transacting of a customer. The result of the second hypotesys shows that reference 

group interaction is significantly influencing towards the intention of online transacting 

with regression coefficient 0.755 meaning that every variable increment of reference 

group imteraction (X2) is 1 unit. Hence, the variable of intention in online transacting (Y) 

is increased by 0.755 as well. Besides that, the variable of reference group interaction has 

that impact by 75.5%  towards the variable of the intention in online transacting. The 

Significance value X2 (0.031 < 0.050) so that the reference group interaction takes charge 

in affecting the intention in online transacting of a customer.  

Key Words : Advertising Exposure, Reference Group Interaction, Intention in Online 

Transacting. 
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