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RINGKASAN 

 

 

Analisis Efektifitas Iklan Online Terhadap Minat Beli Konsumen  Jbless Shop    

( Analisis Terhadap Efektifitas Penggunaan Iklan Media Sosial Pada Facebook, 

Twitter dan Blackberry Massanger ); Popi Oktafia Ambarsari; 100810201091; 

2014; 73 halaman; Jurusan Manajemen Fakultas Ekonomi Universitas Jember. 

 Periklanan merupakan hal yang penting dalam berbisnis, seiring dengan 

perkembangan teknologi yang semakin pesat tidak sedikit pebisnis yang 

memanfaatkan hal tersebut untuk beriklan salah satunya adalah periklanan online 

menggunakan media sosial, kegiatan periklanan yang efektif dipandang mampu 

mempengaruhi minat beli dalam  masyarakat. Tujuan penelitian ini adalah untuk 

mengetahui efektifitas iklan melalui media sosial yang diukur melalui EPIC model 

serta pengaruhnya terhadap minat beli. 

 Objek pada penelitian ini adalah konsumen Jbless Shop yang mengetahui 

periklanan online Jbless Shop yang dilakukan melalui media sosial. Penelitian 

dilakukan dengan menyebar kuesioner kepada100 responden dengan menggunakan 

teknik purposive sampling.Variabel yang diteliti untuk mengukur efektivitas adalah 

Empati (Ephathy) , Persuasi (Persuasion), Dampak (Impact) , Komunikasi 

(Communication). 

 Dari hasil dan analisis data diketahui bahwa strategi iklan online Jbless Shop 

melalui tiga media sosial yaitu facebook, twitter dan blackberry massanger sangat 

efektif hal tersebut dapat di dilihat dengan menggunakan hasil dari EPIC model yang 

bernilai sebesar 3,375 dilihat dari rentang skala EPIC rate (1,00 – 4,00) dan posisi 

3,375 terdapat pada posisi sangat efektif. Analisis pengaruh efektifitas iklan online 

Jbless Shop terhadap minat beli konsumen Jbless Shop menggunakan analisis regresi 

linier berganda, Uji F dan Uji T diperoleh hasil bahwa variabel emphati, persuasion, 

impact dn communication memiliki pengaruh signifikan dan positif  baik secara 

simultan dan parsial terhadap minat beli konsumen Jbless Shop. Dari hasil analisis 

EPIC model dan analisis regresi linier berganda dapat disimpulkan bahwa iklan 

online yang dilakukan Jbless Shop melalui tiga media sosial sangat efektif dan 

berpengaruh signikan dan positif terhadap minat beli konsumen Jbless Shop. 
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SUMMARY 

 

  

Analysis Of The Efectiveness Of Online Adversiting On consumer Buying Interest 

At Jbless (Analysis Of The Efectiveness Of Adversiting By Using Social Media 

Facebook, Twitter and Blackberry Massanger); Popi Oktafia Ambarsari; 

100810201091; 2014; 73 pages; Department of Management Faculty of Economics, 

University of Jember.                                                                                                  

 

 Advertising is important in business, along with the rapid technological 

developments did little businesses that utilize it to advertise one of which is the use of 

online social media advertising, effective advertising activities deemed capable of 

influencing the buying interest in the community. The purpose of this study was to 

determine the effectiveness of advertising through social media as measured by the 

EPIC model as well as its influence on buying interest.                                                

 Objects in this study is that the consumer knows Jbless Shop Shop online 

advertising Jbless conducted through social media. The study was conducted by 

questionnaire spread to 100 respondents using purposive sampling.Variabel 

investigational techniques to measure effectiveness is Empathy, Persuasion , Impact, 

Communication.  

 From the results and analysis of the data found that online advertising strategy 

Jbless Shop via three social media facebook, twitter and blackberry massanger very 

effective it can be viewed by using the results of the EPIC model totaled 3,375 visits 

from EPIC scale range rate (1.00 - 4.00) and 3,375 positions are highly effective in 

the position. Analysis of the effect of online advertising effectiveness Jbless Shop on 

consumer buying interest Jbless Shop using multiple linear regression analysis, the F 

test and T test result that variable emphati, persuasion, dn impact communication has 

a significant and positive influence both simultaneously and partially on consumer 

buying interest Jbless Shop. From the analysis of the EPIC models and multiple linear 

regression analysis it can be concluded that online advertising is done through three 

Jbless Shop social media is very effective and influential significant and positive 

impact on consumer buying interest Jbless Shop. 
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