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ABSTRAKSI 

 

 Iklan Audio yang diputar melalui sound system warnet masih merupakan 
hal baru, maka peneliti meneliti kemungkinan memasang iklan di sound system 
warnet dengan meneliti pengaruh pemutaran iklan audio terhadap tingkat brand 
awareness. Tujuan dari penelitian ini adalah mengetahui pengaruh iklan audio di 
sound system warnet agar sound system warnet memiliki nilai guna sebagai media 
iklan alternatif. 

 Penelitian ini menggunakan metode eksperimental dengan desain pre-test 
post-test. Responden dibagi menjadi dua kelompok yaitu 30 orang kelompok 
eksperimen yang diberikan treatment berupa pemutaran iklan audio melalui sound 
system dan 30 orang yang tidak diberikan treatment. 

 Hasil data diperoleh dengan menyebar kuesioner dan dianalisis 
menggunakan General Linear Model. Hasil dari analisis menyatakan bahwa 
pemutaran iklan audio melalui sound system warnet mempengaruhi tingkat brand 
awareness pengunjung warnet. 

 

Keyword: Iklan audio, brand awareness 

 

 

 

 

 

 

 

 

 

 



ix 
 

DAFTAR ISI 
 

HALAMAN JUDUL ................................................................................................ i 

HALAMAN PERSETUJUAN ................................................................................ ii 

HALAMAN PENGESAHAN ................................................................................ iii 

HALAMAN PERNYATAAN ............................................................................... iv 

HALAMAN PERSEMBAHAN .............................................................................. v 

KATA PENGANTAR ........................................................................................... vi 

ABSTRAKSI ....................................................................................................... viii 

DAFTAR ISI .......................................................................................................... ix 

DAFTAR TABEL ................................................................................................. xii 

DAFTAR GAMBAR ............................................................................................. xv 

BAB I PENDAHULUAN 

 

A. Latar Belakang ................................................................................................ 1 

B. Rumusan Masalah  .......................................................................................... 3 

C. Tujuan Penelitian  ........................................................................................... 3 

D. Manfaat Penelitian  ......................................................................................... 4 

E. Kerangka Teori  .............................................................................................. 4 

F. Kerangka Konsep  ................................................................................ 19 

G. Hipotesis  ...................................................................................................... 22 

H. Definisi Operasional  ................................................................................ 22 

I. Metodologi Penelitian  .................................................................................. 24 

I.1 Metode Penelitian .................................................................................... 24 

I.2 Jenis Penelitian ........................................................................................ 26 

I.3 Teknik Sampling ..................................................................................... 27 

I.4 Teknik Pengumpulan Data ...................................................................... 29 

I.5 Teknik Analisis Data ............................................................................... 30 

 

BAB II  DESKRIPSI OBYEK PENELITIAN 

A. Pemilihan Tempat Penelitian dan Responden .............................................. 32 

B. Gambaran Umum Warnet Sainsnet .............................................................. 33 

 

 



x 
 

C. Iklan Audio Djarum Coklat .......................................................................... 33 

 

BAB. III PEMBAHASAN 

A. Analisis data ................................................................................................. 35 

A.1 Pengujian Validitas Isi ........................................................................... 35 

B. Mekanisme Penelitian ................................................................................... 36 

C. Distribusi Data .............................................................................................. 37 

C.1 Tabel Frekuensi Umur Kelompok Kontrol ............................................ 37 

C.2 Tabel Frekuensi Jenis Kelamin Kelompok Kontrol  .............................. 37 

C.3 Tabel Frekuensi Perokok atau Bukan Kelompok Kontrol  .................... 37 

C.4 Tabel Frekuensi Brand Recall  Kelompok Kontrol pre-test .................. 38 

C.5 Tabel Frekuensi Brand Recall Kelompok Kontrol post-test  ................. 39 

C.6 Tabel Frekuensi Usia Kelompok Eksperimen  ...................................... 40 

C.7 Tabel Frekuensi Jenis Kelamin Kelompok Eksperimen  ....................... 41 

C.8 Tabel Frekuensi Perokok atau Bukan Kelompok Eksperimen  ............. 42 

C.9 Tabel Frekuensi Brand Recall  Kelompok Eksperimen pre-test ........... 42 

C.10 Tabel Frekuensi Brand Recall Kelompok Eksperimen post-test  ........ 43 

C.11 Tabel Frekuensi Top Of Mind  Kelompok Kontrol pre-test ................ 45 

C.12 Tabel Frekuensi Top Of Mind Kelompok Kontrol post-test  ............... 45 

C.13 Tabel Frekuensi Top Of Mind  Kelompok Eksperimen pre-test .......... 46 

C.14 Tabel Frekuensi Top Of Mind Kelompok Eksperimen post-test  ........ 47 

C.15 Data Frekuensi Brand Recognition ...................................................... 47 

D. Analisis General Linear Model Top Of Mind ............................................... 51 

D.1 Analisis General Linear Model Top Of Mind Pada Responden Pria ..... 53 

D.2 Analisis General Linear Model Top Of Mind Pada Responden       

Wanita .................................................................................................... 55 

D.3 Analisis General Linear Model Top Of Mind Pada Responden     

Perokok .................................................................................................. 57 

D.4 Analisis General Linear Model Top Of Mind Pada Responden       

Bukan Perokok ...................................................................................... 59 

E. Analisis General Linear Model Brand Recognition Terhadap Iklan Audio 

Djarum Coklat Yang Diputar Melalui Sound System Warnet Sainsnet ....... 61 

 

 



xi 
 

E.1 Analisis General Linear Model Brand Recognition                            

Pada Responden Pria ............................................................................. 64 

E.2 Analisis General Linear Model Brand Recognition Pada Responden       

Wanita .................................................................................................... 66 

E.3 Analisis General Linear Model Brand Recognition Pada Responden     

Perokok .................................................................................................. 68 

E.4 Analisis General Linear Model Brand Recognition Pada Responden        

Bukan Perokok ...................................................................................... 70 

F. Intepretasi Data ............................................................................................. 72 

F.1 Intepretasi Data Top Of Mind ................................................................. 72 

F.2 Intepretasi Brand Recogniton ................................................................. 73 

F.3 Intepretasi Brand Recall ......................................................................... 75 

 

BAB IV KESIMPULAN DAN SARAN 

A. Kesimpulan ................................................................................................... 76 

B. Kelemahan   ............................................................................................ 77 

C. Saran ............................................................................................................. 78 

   

DAFTAR PUSTAKA ........................................................................................... 80 

 

LAMPIRAN 

 

 

  

 

 



xii 
 

DAFTAR TABEL 
 

TABEL 1 Frekuensi Usia Kelompok Kontrol ....................................................... 37 

TABEL 2 Frekuensi Jenis Kelamin Kelompok Kontrol  ....................................... 38 

TABEL 3 Frekuensi Perokok - Bukan Perokok Kelompok Kontrol  .................... 38 

TABEL 4 Frekuensi Brand recall Kelompok Kontrol Pre-Test ............................ 39 

TABEL 5 Frekuensi Brand recall Kelompok Kontrol Post-Test  ......................... 40 

TABEL 5 Frekuensi Brand recall Kelompok Kontrol Post-Test  ......................... 40 

TABEL 6 Frekuensi Usia Kelompok Eksperimen ................................................. 41 

TABEL 7 Frekuensi Jenis Kelamin Kelompok Eksperimen  ................................ 41 

TABEL 8 Frekuensi Perokok - Bukan Perokok Kelompok Eksperimen  .............. 42 

TABEL 9 Frekuensi Brand recall Kelompok Eksperimen Pre-Test ..................... 43 

TABEL 10 Frekuensi Brand recall Kelompok Eksperimen Post-Test  ................. 44 

TABEL 11 Frekuensi Top of  Mind Kelompok Kontrol Pre-Test ......................... 45 

TABEL 12 Frekuensi Top of  Mind Kelompok Kontrol Post-Test  ....................... 45 

TABEL 13 Frekuensi Top of  Mind Kelompok Eksperimen Pre-Test................... 46 

TABEL 14 Frekuensi Top of  Mind Kelompok Eksperimen Post-Test  ................ 47 

TABEL 15 Frekuensi Brand Recognition Kelompok Eksperimen Post-Test  ....... 50 

TABEL 16 Descriptive Statistic Top Of Mind  ...................................................... 51 

TABEL 17 Test of Pairwise Comparisons Effect Top Of Mind  ............................ 52 

TABEL 18 Multivariate Test Top Of Mind  .......................................................... 52 

TABEL 19 Descriptive Statistic Top Of Mind Responden Pria ............................. 53 

TABEL 20 Test of Pairwise Comparisons Effect Top Of Mind Responden Pria  . 54 

TABEL 21 Multivariate Test Top Of Mind Responden Pria  ................................ 54 

 

 



xiii 
 

TABEL 22 Descriptive Statistic Top Of Mind Responden Wanita........................ 55 

TABEL 23 Test of Pairwise Comparisons Effect Top Of Mind  

Responden Wanita  ............................................................................. 56 

TABEL 24 Multivariate Test Top Of Mind Responden Wanita  ........................... 56 

TABEL 25 Descriptive Statistic Top Of Mind Responden Perokok ...................... 57 

TABEL 26 Test of Pairwise Comparisons Effect Top Of Mind  

Responden Perokok ............................................................................ 58 

TABEL 27 Multivariate Test Top Of Mind Responden Perokok  ......................... 58 

TABEL 28 Descriptive Statistic Top Of Mind Responden Bukan Perokok .......... 50 

TABEL 29 Test of Pairwise Comparisons Effect Top Of Mind  

Responden Bukan Perokok ................................................................. 60 

TABEL 30 Multivariate Test Top Of Mind Responden Bukan Perokok  .............. 60 

TABEL 31 Descriptive Statistic Brand Recogniton  ............................................. 62 

TABEL 32 Test of Pairwise Comparisons Effect Brand Recogniton  ................... 63 

TABEL 33 Multivariate Test Brand Recogniton  .................................................. 63 

TABEL 34 Descriptive Statistic Brand Recogniton Responden Pria .................... 64 

TABEL 35 Test of Pairwise Comparisons Effect Brand Recogniton  

Responden Pria  .................................................................................. 65 

TABEL 36 Multivariate Test Brand Recogniton Responden Pria  ........................ 65 

TABEL 37 Descriptive Statistic Brand Recogniton Responden Wanita ............... 66 

TABEL 38 Test of Pairwise Comparisons Effect Brand Recogniton 

Responden Wanita  ............................................................................. 67 

TABEL 39 Multivariate Test Brand Recogniton Responden Wanita  ................... 67 

TABEL 40 Descriptive Statistic Brand Recogniton Responden Perokok ............. 68 

 

 



xiv 
 

TABEL 41 Test of Pairwise Comparisons Effect Brand Recogniton 

Responden Perokok ............................................................................ 68 

TABEL 42 Multivariate Test Brand Recogniton Responden Perokok  ................. 69 

TABEL 43 Descriptive Statistic Brand Recogniton Responden Bukan Perokok .. 70 

TABEL 44 Test of Pairwise Comparisons Effect Brand Recogniton 

Responden Bukan Perokok ................................................................. 70 

TABEL 45 Multivariate Test Brand Recogniton Responden Bukan Perokok  ..... 71 

 

 

 

 

 

  

 

 



xv 
 

DAFTAR GAMBAR 

 

GAMBAR 1 Model Hieraarchy of Effect .............................................................. 12 

GAMBAR 2 Kerangka Konsep ............................................................................. 19 

GAMBAR 3 Desain pre-test post-test control group ............................................ 26 

 

 




