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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui adanya perbedaan sikap merek dan intensi 

membeli pada iklan dengan daya tarik emosional dan iklan dengan daya tarik rasional. 

Dengan melihat adanya perbedaan secara tidak langsung dapat melihat apakah terdapat 

pengaruh daya tarik iklan terhadap sikap merek dan intensi membeli. Desain penelitian 

adalah pra-eksperimental static group comparison dengan subjek wanita rentang usia 18 

– 22 tahun. Uji hipotesis menggunakan Independent Sample T Test. Hasil dari penelitian 

ini dapat disimpulkan bahwa tidak terdapat pengaruh daya tarik iklan terhadap sikap 

merek dan intensi membeli pada daya tarik iklan emosional dan daya tarik iklan rasional.   

Kata kunci: Daya Tarik Iklan Emosional, Daya Tarik Iklan Rasional, Sikap Merek, 

Intensi Membeli, Sampo 
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ABSTRACT 

 

This research aims to determine the different on brand attitude and purchase intention 

between group with emotional advertising appeals and rational advertising. By 

determining the different, the influence of advertising appeals on brand attitude and 

purchase intention can be seen indirectly. Pre experimental static group comparison used 

as a research design with woman who is aged between 18 – 22 as a criterion. A hypothesis 

test used is Independent Sample T Test. Based on the result, it can be concluded that there 

is no influence of advertising appeals on brand attitude and purchase intention between 

emotional advertising appeals and rational advertising appeals. 

 

Keyword: Emotional Advertising Appeals, Rational Advertising Appeals, Brand Attitude, 

Purchase Intention, Shampoo  



 
 

vi 
 

KATA PENGANTAR 

Puji dan syukur penulis panjatkan atas kehadirat Allah SWT atas rahmat karunia-Nya 

penulis dapat menyelesaikan skripsi dengan judul “Pengaruh Daya Tarik Iklan 

terhadap Sikap Merek dan Intensi Membeli pada Produk Perawatan Rambut 

Wanita”. Skripsi disusun untuk memenuhi syarat penyelesaian studi dan mendapatkan 

gerlas sarjana Psikologi di Universitas Negeri Jakarta.  

Skripsi ini tentunya masih memiliki banyak kekurangan akibat dari keterbatasan peneliti 

dalam menyusun skripsi. Penulis menyadari bahwa dalam proses penyusunan skripsi ini, 

tidak luput dari bantuan berbagai pihak. Oleh karena itu, penulis ingin mengucapkan 

terima kasih banyak kepada: 

1. Ibu Prof. Dr. Yufiarti, M. Si., selaku Dekan Fakultas Pendidikan Psikologi. 

2. Bapak Gumgum Gumelar M. Si, selaku Wakil Dekan I Fakultas Pendidikan 

Psikologi Universitas Negeri Jakarta. 

3. Ibu Ratna Dyah Suryaratri, Ph. D, selaku Wakil Dekan II Fakulas Pendidikan 

Psikologi Universitas Negeri Jakarta. 

4. Ibu Mira Ariyanti Ph. D, selaku Wakil Dekan III Fakultas Pendidikan Psikologi 

Universitas Negeri Jakarta. 

5. Ibu Dr. phil Zarina Akbar M.Psi, selaku Koordinator Program Studi Sarjana 

Fakultas Pendidikan Psikologi Universitas Negeri Jakarta. 

6. Bapak Herdiyan Maulana Ph. D, selaku dosen pembimbing satu dan Ibu 

Rahmadianty Gazadinda, M.Sc. selaku dosen pembimbing dua. Terima kasih atas 

ilmu dan pelajaran yang telah diberikan ketika membimbing penulis saat proses 

penyusunan skripsi. 

7. Seluruh Dosen Fakultas Pendidikan Psikologi Universitas Negeri Jakarta yang 

telah memberikan ilmu yang sangat berharga dan bermanfaat selama masa studi 

Penulis. 

8. Seluruh Staff Tata Usaha Fakultas Pendidikan Psikologi Universitas Negeri 

Jakarta yang telah memberikan bantuan dalam urusan administrasi selama masa 

studi Penulis. 

9. Ibu, Alm. Bapak, Ayah, Mama Teteh, Ai, Caca, Kak Chika dan keluarga lainnya 

yang telah mendoakan serta memberikan motivasi dalam penyusunan skripsi. 



 
 

vii 
 

10. Ledy, Salsa, Aura, Dea, Febi, Caca, Arum, Dini, Dwi, dkk sebagai teman SMA 

yang selalu menghibur penulis dalam penyusunan skripsi. 

11. Bulan, Givti, Made, Desi, Zahra, Rivai, Fawwaz, dkk sebagai teman kuliah yang 

selalu mau bertukar pikiran dan mendukung penulis dalam penyusunan skripsi. 

12. Kak Sofhie, Kak Uwi, Kak Dedo, Kak Joanna, dkk sebagai kakak tingkat yang 

sudah mau berbagi ilmu dalam penyusunan skripsi. 

13. Seluruh subjek penelitian yang secara sukarela bersedia meluangkan waktunya 

untuk menjadi bagian dari penelitian. 

 

 

 

 

 

 

 

 

 

 

Jakarta, 01 Februari 2023 

Penulis 

  



 
 

viii 
 

DAFTAR ISI 

 

LEMBAR PERSETUJUAN PEMBIMBING DAN PENGESAHAN PANITIA SIDANG 

SKRIPSI ........................................................................ Kesalahan! Bookmark tidak ditentukan. 

LEMBAR PERNYATAAN KEASLIAN SKRIPSI... Kesalahan! Bookmark tidak ditentukan. 

LEMBAR PERNYATAAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK 

KEPENTINGAN AKADEMIS ................................... Kesalahan! Bookmark tidak ditentukan. 

ABSTRAK ...................................................................................................................................iv 

ABSTRACT .................................................................................................................................. v 

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

DAFTAR ISI .............................................................................................................................. viii 

DAFTAR TABEL ........................................................................................................................ xi 

DAFTAR GAMBAR .................................................................................................................. xii 

BAB I ............................................................................................................................................ 1 

PENDAHULUAN ........................................................................................................................ 1 

1.1 Latar Belakang .............................................................................................................. 1 

1.2 Identifikasi Masalah ...................................................................................................... 8 

1.3 Pembatasan Masalah ..................................................................................................... 8 

1.4 Rumusan Masalah ......................................................................................................... 9 

1.5 Tujuan Penelitian........................................................................................................... 9 

1.6 Manfaat Penelitian......................................................................................................... 9 

BAB 2.......................................................................................................................................... 11 

TINJAUAN PUSTAKA ............................................................................................................ 11 

2.1 Sikap Merek ................................................................................................................ 11 

2.1.1 Definisi Sikap Merek .......................................................................................... 11 

2.1.2 Faktor Faktor yang Memengaruhi Sikap merek .................................................. 12 

2.1.3 Komponen Komponen Sikap Merek ................................................................... 13 

2.2 Intensi Membeli........................................................................................................... 14 

2.2.1 Definisi Intensi Membeli ..................................................................................... 14 

2.2.2 Tahap Tahap Pembelian ...................................................................................... 15 

2.2.3 Faktor Faktor yang Memengaruhi Intensi Membeli ............................................ 17 

2.2.4 Indikator Intensi Membeli ................................................................................... 19 

2.3 Daya Tarik Iklan.......................................................................................................... 20 

2.3.1 Komunikasi Pemasaran ....................................................................................... 20 

2.3.2 Definisi Daya Tarik Iklan .................................................................................... 21 



 
 

ix 
 

2.3.3 Pendekatan Daya Tarik Iklan Emosional ............................................................ 23 

2.3.4 Pendekatan Daya Tarik Iklan Rasional ............................................................... 25 

2.3.5 Aspek Daya Tarik Iklan ...................................................................................... 26 

2.4 Produk Perawatan Rambut Wanita ............................................................................. 27 

2.5 Hubungan Antar Variabel ........................................................................................... 28 

2.6 Kerangka Konseptual/Kerangka Pemikiran ................................................................ 29 

2.7 Hipotesis ...................................................................................................................... 29 

2.8 Hasil Penelitian yang Relevan ..................................................................................... 30 

BAB III ....................................................................................................................................... 32 

METODE PENELITIAN ......................................................................................................... 32 

3.1 Tipe Penelitian ............................................................................................................ 32 

3.2 Desain Penelitian Eksperimen ..................................................................................... 32 

3.3 Identifikasi dan Operasional Variabel Penelitian ........................................................ 34 

3.3.1 Definisi Konseptual ............................................................................................. 34 

3.3.2 Definisi Operasional ................................................................................................ 34 

3.3 Populasi dan Sampel ................................................................................................... 36 

3.4 Teknik Pengumpulan Data .......................................................................................... 37 

3.4.1 Pembuat Instrumen .............................................................................................. 37 

3.4.2 Tujuan Pembuatan Instrumen .............................................................................. 37 

3.4.3 Dasar Teori Penyusunan Instrumen .................................................................... 38 

3.4.4 Kisi Kisi Instrumen ............................................................................................. 39 

3.5 Uji Coba Instrumen ..................................................................................................... 40 

3.5.1 Daya Diskriminasi Item ...................................................................................... 40 

3.5.2 Reliabilitas ........................................................................................................... 42 

3.6 Analisis Data ............................................................................................................... 43 

3.6.1 Uji Normalitas ..................................................................................................... 43 

3.6.2 Uji Homogenitas ................................................................................................. 43 

3.6.3 Uji Independent Sample T-Test ........................................................................... 44 

3.7 Perencanaan dan Pelaksanaan Penelitian .................................................................... 44 

3.7.1 Prosedur Penelitian .............................................................................................. 44 

BAB IV ....................................................................................................................................... 48 

HASIL DAN PEMBAHASAN ................................................................................................. 48 

4.1 Gambaran Partisipan Penelitian .................................................................................. 48 

4.2.1 Pelaksanaan Penelitian ........................................................................................ 49 



 
 

x 
 

4.2 Hasil Analisis Data Penelitian ..................................................................................... 50 

4.3.1 Data Deskriptif .................................................................................................... 50 

4.3.2 Hasil Uji Normalitas ............................................................................................ 55 

4.3.3 Hasil Uji Homogenitas ........................................................................................ 56 

4.3.4 Hasil Uji Hipotesis .............................................................................................. 56 

4.3.5 Uji Korelasi ......................................................................................................... 61 

4.3 Pembahasan ................................................................................................................. 61 

4.4 Keterbatasan Penelitian ........................................................................................... 63 

BAB 5.......................................................................................................................................... 64 

KESIMPULAN & SARAN ....................................................................................................... 64 

5.1 Kesimpulan ................................................................................................................. 64 

5.3 Saran ............................................................................................................................ 64 

5.3.1 Bagi Perusahaan yang Memproduksi Produk Perawatan Rambut Wanita berupa 

Sampo 64 

5.3.2 Bagi Peneliti Selanjutnya .................................................................................... 65 

DAFTAR PUSTAKA ................................................................................................................ 66 

LAMPIRAN ............................................................................................................................... 70 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

xi 
 

DAFTAR TABEL 

 

Tabel 1. 1 Survey Top Brand Index Merek Produk Sampo .................................................... 5 

Tabel 3.1 Desain Penelitian ...................................................................................................... 33 

Tabel 3.2 Definisi Operasional Daya Tarik Iklan .................................................................. 35 

Tabel 3.3 Instrumen Sikap Merek ........................................................................................... 39 

Tabel 3.4 Instrumen Intensi Membeli ..................................................................................... 40 

Tabel 3. 5 Daya Diskriminasi Item Skala Sikap Merek ......................................................... 41 

Tabel 3.6 Daya Diskriminasi Item Skala Intensi Membeli .................................................... 41 

Tabel 3.7 Kaidah Reliabilitas Guilford ................................................................................... 42 

Tabel 3.8 Reliabilitas Skala Sikap Merek ............................................................................... 42 

Tabel 3.9 Reliabilitas Skala Intensi Membeli ......................................................................... 43 

Tabel 4.1 Frekuensi Usia .......................................................................................................... 48 

Tabel 4.2 Statistik Deskriptif Usia ........................................................................................... 48 

Tabel 4.3 Statistik Deskriptif Sikap Merek............................................................................. 51 

Tabel 4.4 Statistik Deskriptif Intensi Membeli ....................................................................... 53 

Tabel 4.5 Uji Normalitas Sikap Merek Kelompok Daya Tarik ............................................ 55 

Tabel 4. 6 Uji Normalitas Intensi Membeli Kelompok Daya Tarik...................................... 55 

Tabel 4.7 Uji Homogenitas (Levene's) Sikap Merek Kelompok Daya Tarik....................... 56 

Tabel 4.8 Uji Homogenitas (Levene's) Intensi Membeli Kelompok Daya Tarik ................. 56 

Tabel 4.9 Independent Samples T-Test Sikap Merek ............................................................ 57 

Tabel 4.10 Deskripsi Sikap Merek pada Kelompok Daya Tarik .......................................... 58 

Tabel 4.11 Independent Samples T-Test Intensi Membeli .................................................... 59 

Tabel 4.12 Deskripsi Intensi Membeli pada Kelompok Daya Tarik .................................... 60 

Tabel 4. 13 Korelasi Parsial Pearson ....................................................................................... 61 

 

 

  



 
 

xii 
 

DAFTAR GAMBAR 

 

Gambar 2.1 Kerangka Konseptual .......................................................................................... 29 

Gambar 3.1 Iklan Daya Tarik Emosional ............................................................................... 46 

Gambar 3.2 Iklan Daya Tarik Rasional .................................................................................. 47 

Gambar 4.1 Grafik Partisipan Berdasarkan Usia ................................................................. 49 

Gambar 4.4 Grafik Data Deskriptif Sikap Merek pada ........................................................ 52 

Gambar 4.5 Grafik Data Deskriptif Sikap Merek pada ........................................................ 52 

Gambar 4.6 Grafik Data Deskriptif Intensi Membeli pada .................................................. 54 

Gambar 4.7 Grafik Data Deskriptif Intensi Membeli pada .................................................. 54 

Gambar 4.8 Grafik Skor Posttest Sikap Merek Kelompok Daya Tarik Iklan Emosional 

dan Rasional .............................................................................................................................. 59 

Gambar 4. 9 Grafik Skor Posttest Intensi Membeli Kelompok Daya Tarik Iklan 

Emosional dan Rasional ........................................................................................................... 61 

 

 


