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ABSTRAKSI 
 

Judul skripsi : Pengaruh Terpaan Iklan di Televisi (Brand Awareness dan Brand 

Attitude) Vivo Smartphone dan Tingkat Kepercayaan tentang 

Informasi Vivo Smartphone dalam Peer Group Terhadap Keputusan 

Pembelian Produk Vivo Smartphone 

Vivo Smartphone adalah salah satu merek smartphone dengan penempatan iklan 

sejumlah 99% di layar televisi Indonesia. Penayangan iklan secara terus-menerus dapat 

meningkatkan brand awareness dan membentuk brand attitude masyarakat terhadap 

Vivo Smartphone. Namun, dengan frekuensi penayangan iklan tersebut Vivo Smartphone 

masih belum bisa mencapai targetnya. Maka dari itu, penelitian ini ingin mengetahui 

apakah terpaan iklan di televisi (brand awareness dan brand attitude) berpengaruh 

terhadap keputusan pembelian produk Vivo Smartphone. Selain itu, penelitian ini juga 

menguji pengaruh tingkat kepercayaan tentang informasi Vivo Smartphone dalam peer 

group terhadap keputusan pembelian produk Vivo Smartphone.  

Penelitian ini menggunakan Advertising Exposure Theory dan Reasoned of Action 

Theory. Sampel dalam penelitian ini adalah pria atau wanita usia 15-35 tahun yang 

mendapat terpaan iklan Vivo Smartphone di televisi dan pernah berdiskusi tentang 

produk Vivo Smartphone dengan peer group-nya serta berdomisili di Semarang. Jumlah 

sampel yaitu 50 orang dengan teknik nonprobability sampling jenis sampling kuota. 

Analisis data yang digunakan adalah regresi linier menggunakan program SPSS. 

Hasil uji hipotesis pertama menunjukkan bahwa terpaan iklan di televisi tidak 

berpengaruh signifikan terhadap brand awareness Vivo Smartphone dengan taraf 

signifikansi 0.941. Selanjutnya hasil uji hipotesis kedua, brand awareness dan brand 

attitude Vivo Smartphone tidak berpengaruh signifikan dengan taraf signifikansi 0.935. 

Hasil uji hipotesis ketiga juga menunjukkan bahwa brand attitude tidak berpengaruh 

signifikan terhadap keputusan pembelian produk Vivo Smartphone dengan taraf 

signifikansi 0.758. Sedangkan hasil uji hipotesis keempat menunjukkan bahwa tingkat 

kepercayaan tentang informasi dalam peer group berpengaruh signifikan terhadap 

keputusan pembelian produk Vivo Smartphone dengan taraf signifikansi 0.042. Koefisien 

regresinya adalah 0.126 yang berarti jika terjadi peningkatan tingkat kepercayaan tentang 

informasi dalam peer group maka tingkat keputusan pembelian produk Vivo Smartphone 

akan bertambah sebesar 0.126. Selain itu, tingkat kepercayaan tentang informasi dalam 

peer group memberikan pengaruh sebesar 8.3% terhadap keputusan pembelian produk 

Vivo Smartphone. 

Kata Kunci : terpaan iklan, brand awareness, brand attitude, tingkat kepercayaan 

informasi dalam peer group, peer group, keputusan pembelian 

 

 

 



ABSTRACT 
 

Thesis Title : The Influence of Vivo SmartponeAdvertising Exposure on 

Television (Brand Awareness and Brand Attitude) and Trust Level of 

Vivo Smartphone Information among Peer Group Toward Purchase 

Decision of Vivo Smartphone Product  

Vivo Smartphone is one of  smartphone brand with 99% advertisement placement on 

Indonesian television screens. The continually advertisements exposure can increase 

audience brand awareness and shape brand attitude towards Vivo Smartphone. However, 

with that advertisment frequency, Vivo Smartphone still cannot reach its target. 

Therefore, this research will discuss whether television advertising exposure (brand 

awareness and brand attitude) have influence on the purchase decision of Vivo 

Smartphone products. In addition, this reseacrch will also examined the influnce of the 

level of trust about Vivo Smartphone information among peer group toward purchase 

decision of Vivo Smartphone products. 

This research used Advertising Exposure Theory and Reasoned of Action Theory. The 

sample of this research were men or women aged 15-35 years domicile in Semarang who 

exposed to Vivo Smartphone advertisements on television and had discussed about Vivo 

Smartphone products with their peer group. The number of sample are 50 people with 

nonprobability sampling technique, with quota sampling type. Analysis of the data used 

was linear regression using the SPSS computered-program. 

The results of first hypothesis test showed that advertising exposure on television did not 

significantly influence Vivo Smartphone brand awareness with significance value of 

0.941. Next the result of second hypothesis test, Vivo Smartphone brand awareness did 

not significantly influence brand attitude with significance value of 0.935. The third 

hypothesis test also showed that brand attitude did not significantly influence purchase 

decision of Vivo Smartphone product with significant value of 0.758. Meanwhile, the 

fourth hypothesis test showed that trust level of Vivo Smartphone information among 

peer group significantly influence purchase decision of Vivo Smartphone product with 

significance value of 0.042. The regression coefficience is 0.126 means that if there is an 

increase in the trust level of Vivo Smartphone information among peer group, the 

purchase decision of Vivo products will increase by 0.126. In addition, the trust levelof 

Vivo Smartphone information among peer group has influence of 8.3% on the purchase 

decision of Vivo Smartphone products. 

Keywords : advertising exposure, brand awareness, brand attitude, trust level of 

information among peer group, peer group, purchase decision  
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