TABLE OF CONTENTS

COVER PAGE
TITLE PAGE

page

DECLARATION OF AUTHENTICITY OF FINAL PAPER AND UPLOAD

AGREEMENT ii
APPROVAL PAGE BY FINAL PAPER ADVISOR iv
APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE............... \4
ABSTRACT vi
PREFACE viii
TABLE OF CONTENTS X
LIST OF FIGURES b 4%
LIST OF TABLES xvi
LIST OF APPENDICES xviii
CHAPTERI1I INTRODUCTION
1.1  Background of The Study ........ccccoiiiiiiiiiiiiiieeeeeeee e 1
1.2 Problem Limitation.......cceciiieriirienieiienieeiesieeie sttt st 8
1.3 Problem FOormulation ........c..cocceoiiiiiiininiiiieieeceeeseee e 9
1.4 (Objective of Reésearchr , sfmsy. . il T . T T iesendbhieae ... 10
1.5 BenGlibolReSearchlior......... . e e . e e ool ..c..eceeeereeens 11
1.583==Eheeretical Benefit rormm: ~mmow. e M .............cccnenne. 11
1.5.2 PracticalBeRe til e rrrefias oo aatllP . e eeeveeereecsnessseessenenns 11
CHAPTERII LITERATURE REVIEW AND HYPOTHESIS
DEVELOPMENT
2.1 Theoretical Background...........cccocuiriiiiiieniieciieieeeee e 13
2,11 MArKEtING . .ccveeiiicieeiieeiie ettt et e et enneens 13
2.1.1.1 Definition of Marketing ..........cccecveerieeerrenieniieerireneesreeieens 13
2.1.1.2 The Concept of Marketing MiX ........ccocueeveeniiiiieineenienieen, 14
2.1.2  AQVEITISING .eveeeiiieiiiiecieeeiee ettt et ettt e e tee v e e e e e ssseeeenseeennns 16



2.2
23
24
2.5

2.1.2.1 Definition of AdVertiSing.........ccceceeeeerercrererreeenreeecreeerneeens 16

2.1.2.2  Advertising TYPES c..eeeveriieiierieeieerie ettt 18
2.1.2.3 Social Media AdVertiSINg .......ccceceeviereienienieeieenieseeeieans 19
2.1.3  YouTube AdVErtiSING ....cooveerieerieiiieriieiieeieesiie ettt 20
2.1.3.1 YouTube As a Platform ......c..ccoccocininiinniiniiiiiciees 20
2.1.3.2 YouTube Advertising Formats..........cccceeveeniiriiieneeniennnnns 21
2.1.3.3 YouTube Skippable AdS.......ccceeveeiiiriiiiiieniieiiesieeieeieen, 21
2.1.4 Informativeness (INF) of YouTube Skippable Ads.......c.cccceeveenneen. 22
2.1.4.1 Definition of Informativeness ..........ccceverveenervieneeneneennns 22
2.1.4.2 Indicators of Informativeness ........c.ccecevervueneriieneeneneennns 23
2.1.5 Entertainment (ENT) of YouTube Skippable Ads........ccccovervenen. 24
2.1.5.1 Definition of Entertainment..........cccceeeeerervieneniieneeneneennns 24
2.1.5.2 Indicators of Entertainment ...........ccccoceveriienennieniiencneennns 26
2.1.6 Irritation (IRR) of YouTube Skippable Ads .......ccccevcvvevvenieniiennne 27
2.1.6.1 Definition of Irritation.........ccceevuerieiiinienenienenieneeeeseene 27
2.1.6.2 Indicators of Irritation .........ccceevuerieriinienenienenieceeseee 28
2.1.7 Credibility (CRE) of YouTube Skippable Ads .......ccccceevvvevienirennnn. 29
2.1.7.1 Definition of Credibility .......ccccvevirniieiieiieeieeceerie e 29
2.1.7.2 Indicators of Credibility.........cccceverieneeeiiienieeieeceesie e, 30
2.1.8 Attitude Towards Advertisement (ATA) ...ccocveeevieeieeiciieecee e, 31
29173 —Dehintiol AtTTolCHs et . < e eeeerenes 31
2.1.8.2 Indicators of Consumer Attitude ........ccceeveeriieviienienreennen, 33
2.1.8.3 The Effect of Informativeness on Consumer Attitude........ 34
2.1.8.4 The Effect of Entertainment on Consumer Attitude.......... 34
2.1.8.5 The Effect of Irritation on Consumer Attitude................... 35
2.1.8.6 The Effect of Credibility on Consumer Attitude................ 36
Previous RESCArCh .....cc.eiviiiiieiiicie et 37
Hypothesis Development ...........coceevueiiiiiiiieniiiiereeeeee e 40
Research Model........oouiiiiiiiieeceeeee ettt 41
Framework of Thinking ..........cccoooviieiiiiiiiii e 42

CHAPTER III RESEARCH METHODOLOGY

3.1

ReSearch DeSi@N ..ccuviiiiiiiiiieee e e e 43



3.2 Population and SAmple........ccceeeiiiiciiiiiiieeiee e 43

321 POPUIAtiON ..ueiiiiiiiiiiccic et e 43
3.2.2 0 SAMPIE e 44
3.2.3  Sampling Method .......c.cooiiiiiiiiiiiee e 44
3.3 Data Collection Method ........cccceoiiiiiiiiiniiiiiiieeeeeeee 45
331 Primary Data....coocooeioieieceeeeeee e 45
3.3.2  Secondary Data.......ccoeceeeieiiiieiieeie e 46
3.4 Operational Definition and Variable Measurement ..............ccceeeevienneenncnne 47
3.5 Data Analysis Method .........ccooiiiiiiiiiiiiiceeeee e 49

CHAPTERI1V RESEARCH RESULT AND DISCUSSION

4.1 General View of Research Object ........coovveriiiiiiiiieiiieiiesieee e 62
4.1.1 Overview of Lokalate from Nutrifood ..........cccceceviiiininniiiincnnene. 62

4.1.2  Vision of NUtrifood ........coceeviriiriniiniiiieiieeeieeeeeeeee e 63

4.1.3  Mission of NUtrifood......c.ceveriiriiiiniiiiieceeiceeeeee e 63

4.2 Research Result .......cocooiiiiiiiiiiiiiieece e 63
4.2.1 Research Instrument TEStING ....c.cccveveeriieiiienieeiieie e 63
4.2.1.1 GGt y- Test ... O SR .............. SEC=00 . 64

4.2.1.2 REliGDIRGETcSt 3. ITURTTN................. Moo ... cossell ... 67

4.2.2  DesCriptive StatiSTICS . ccuiiirierierieeiiesieeieerieeste e esreesteesaeenseeeaeeeeens 69
4.2.2.1 Characteristics of Respondents............ccceeceerieeviieniencreennnnns 69

4.2.2.2 Overview of Respondents by Gender...........c.ccccoevveerrennnn. 69

4.2.2.3 Overview of Respondents by Age.......cccevvvevveevieenienieennnns 70

4.2.2.4 Overview of Respondents by Occupation.............cccvenens 71

4.2.2.5 Respondent’s RESPONSE ....ccceevvrerieerieeiieniieniieieesieeeie e 72

4.2.3 Descriptive Variable Analysis........cccceeviieviienieiiiiinienieecieesee e 80

4.2.3.1 Respondent’s Response Towards Informativeness (INF).. 81
4.2.3.2 Respondent’s Response Towards Entertainment (ENT).... 83

4.2.3.3 Respondent’s Response Towards Irritation (IRR).............. 84

4.2.3.4 Respondent’s Response Towards Credibility (CRE) ......... 86
4.2.3.5 Respondent’s Response Towards Attitude Towards

Advertisement (ATA) .oooovveecieeie e 87

4.2.4 Result of Data Quality Testing ........cccccvvevireiciiiiiie et 89

xii



4.2.4.1
4.2.4.2

4243
4244

Evaluation of Data Normality.........cccceceeeveiiiniiieicieeeieenee, 90

Evaluation of OUtliers ........ccccoceviriininiinieniiicncciccee 92
4.2.4.2.1 Univariate Outliers .......c.ccooevervvenenvienenncneenenn 92
4.2.4.2.2 Multivariate Outliers.......ccccocerveenenveneniicnennenn 93
Evaluation of Multicollinearity and Singularity ................. 94
Confirmatory Factor Analysis ........ccecevvervienieniieeniene, 94

4.2.44.1 Confirmatory Analysis of Exogenous Variables

.............................................................................. 97

4.2.4.5 Analysis of Full Structural Equation Modeling (SEM)...... 98

4.2.4.6 Reliability Test ....cccveviieiieiieieeie e 101

4.2.5 Result of Hypothesis Testing........cccccvvereerieeiienieeieeneesie e 103

4.2.5.1 Hypothesis Testing 1 (Hi)..cocoooeeveerieniiieieiiecieeieeeee. 104

4.2.5.2 Hypothesis Testing 2 (Ha)..occoovveevveenienieeiieiiecieeieeeeee. 104

4.2.5.3 Hypothesis Testing 3 (H3)..cccoovvervveerienieeiieieeieceeeeee. 105

4.2.5.4 Hypothesis Testing 4 (Ha)...ocoooveeveenieniieiieieeeeeeeeeen. 105

4.2.5.5 Hypothesis Testing 5 (Hs)..oocoevveevveenienieeiieieneeeie e, 105

4 B IDISCUSSION ......... OSSR . . SSSSS— ... SO0 S 106

4.3.1 Analysis of the Overall Model..........c.ccovvriieiieiiiniieieeeeee, 124

CHAPTERV CONCLUSION

5.1 Con@STON D . ammmrs e oo TR e . o A1 2 e e e ecoeseoones 129

5.1.1 Conclusion for Hypothesis .......ccccovieriiiiiiieniiiiienieeie e 130
5.1.1.1 The Effect of Informativeness on Attitude Towards

AdVErtiSEmMENt........c.ooiieeieeiieciiecie et 130

xii



5.1.1.2 The Effect of Entertainment on Attitude Towards
AQVEITISEIMENT . ...eeeeeeeieeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeaeennees 130

5.1.1.3 The Effect of Irritation on Attitude Towards Advertisement

............................................................................................. 131
5.1.1.4 The Effect of Credibility on Attitude Towards
AdVErtiSEMEeNt.......couveviiiiiiiiiiiieiesieeeeeee e 131
5.1.1.5 The Effect of Informativeness, Entertainment, Irritation,
and Credibility Simultaneously on Attitude Towards
A dVertisem en bemmmmsmmauas: .t ke ooeens L ... 132
5.1.2 Conclusion for Research Problem.........c.cccooiiiniiiiniininiininne 132
5.2 RecommeEndation...........coceevierieriiriinieeierieeie sttt 133
5.2.1  FOr MANAZETS ...cccuiieiiieeiieeeiie et ettt ettt et et e e eee e 133
5212 FopEuirelStudics ............... 4O A . B 137
REFERENCES 139

X1v



Figure 1.1
Figure 1.2
Figure 2.1
Figure 2.2
Figure 3.1
Figure 4.1
Figure 4.2
Figure 4.3
Figure 4.4
Figure 4.5
Figure 4.6
Figure 4.7

LIST OF FIGURES

page
Annual Average VCR From 2016 — 2020 Worldwide..................... 3
Worldwide Adblock Users from 2016 — 2020..........ccccveeerveennnenn. 5
Research Model ..........oooiiiiiiiiiiiiee e 41
Framework of Thinking..........ccccceevieeiiiiiiiiiiiiiiieee e 42
Flow Diagram of Theoretical Framework ...............cccoooiiniie 54
Respondents by Gender Chart ............coooeeiiiiiiieeeeeiiiiiiiceeeee, 69
Respondents by Age Chart ..........ccooeeviiiiiiiiiiiiiieeeeeeeieeeeee e 70
Respondents by Occupation Chart...........ccccvvveeeeeeeeneiciiiiieieeeennn. 71
Confirmatory Analysis of Exogenous Variables ................c.c........ 95
Confirmatory Analysis of Endogenous Variables ......................... 97
Full Structural Model ... 99
Full Structural Model ..........coooiiiiiiiiiiieeee e, 124

XV



Table 1.1

Table 2.1
Table 2.2
Table 3.1
Table 3.2
Table 3.3
Table 3.4
Table 3.5
Table 3.6
Table 3.7
Table 3.8
Table 3.9

Table 3.10
Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 4.5
Table 4.6
Table 4.7
Table 4.8
Table 4.9
Table 4.10
Table 4.11
Table 4.12
Table 4.13

LIST OF TABLES

page
Percentage of Positive Attitude Towards Different Advertising
Format by Generation X, Y, and Z Worldwide..........c...coeevvreennnnnen. 4
YouTube Ad FOrmats .......coooueeeiiiiiiiiiiiiiiiieicceeeeceeeeee e 21
Previous Research ..........cooiiiieiiiiiiiiiiiiiiiccecee 37
Informativeness (INF) Operational Definition ...........cccocceeeeennnee. 47
Entertainment (ENT) Operational Definition.............cccceeviieeeennnee 48
Irritation (IRR) Operational Definition .........cccccceeeeeeeeiciiiiieeeeeennnn. 48
Credibility (CRE) Operational Definition ..........ccoccceeeeiiiiieennnnnee. 48
Attitude Towards Advertisement (ATA) Operational Definition ..... 49
S-points Likert Scale .........ccccviiiiiiiiiiiiieee e 49
Description of Construct Indicators ............cceeeceiiiiiieeeeeeeiiecinnnee. 55
Relationship of CONStruct .......cceeveceiiiiiiiieee e 56
The Conversion Results into The Equation of The Construct
Measurement Model...........occeeiiiiiiiiiiiiii e 55
Goodness-0f-fit INdeX.......ccuueeiiiiiiiiiiiii e, 60
Validity Test of Informativeness (INF) ...........ccccoovvevieeeeeniicnnnnnen. 64
Validity Test of Entertainment (ENT)..........ccoocoiiiiiiieeeieiiiinne, 65
Validity Test of Irritation (IRR)........c..ooeeeiiiiiiiiiiiiiieeeee, 65
Validity Test of Credibility (CRE) .......cccccoviiiiniiiiniiiiiiiiiiece 66
Validity Test of Attitude towards Advertisement (ATA).................. 66
Reliability Test of Informativeness (INF) ...........cccoooiiiiiiiiinnnis 67
Reliability Test of Entertainment (ENT) .........cccccoevviiiiiiiiiinnnnns 67
Reliability Test of Irritation (IRR) .......ccccviiiiiiiiiiiiiieieee 68
Reliability Test of Credibility (CRE) .......coocoeiniiiiiiiiiiiiiiiece 68
Reliability Test of Attitude towards Advertisement (ATA).............. 68
Respondents by Gender ...........cooovuiiiiiiiiiiieiiiiiieeeeiiee e 69
Respondents DY AZe .......ceeeeuiiiiiiiiiiiieeeiiiee et 70
Respondents by OcCupPation..........c.ueeeeeeeiieeeeniiiiieeeriiieeeeeiiieee e 71

xvi



Table 4.14
Table 4.15
Table 4.16
Table 4.17
Table 4.18

Table 4.19
Table 4.20
Table 4.21
Table 4.22
Table 4.23
Table 4.24

Table 4.25
Table 4.26
Table 4.27
Table 4.28

Table 4.29

Table 4.30
Table 4.31
Table 4.32
Table 4.33
Table 4.34
Table 4.35
Table 4.36
Table 4.37
Table 4.38
Table 5.1

Respondents Distribution Answer towards Informativeness (INF)..72

Respondents Distribution Answer towards Entertainment (ENT) ... 74

Respondents Distribution Answer towards Irritation (IRR)............. 75
Respondents Distribution Answer towards Credibility (CRE) ........ 77
Respondents Distribution Answer towards Attitude towards
AdvertisSement (ATA) .....uuveiieeeeeeeeiiieeee e 79
Degree of Each Variable...........cccocooiiiiiiiiiiiiiiiieeee e, 81
Respondents Response towards Informativeness (INF).................. 81
Respondents Response towards Entertainment (ENT).................... 83
Respondents Response towards Irritation (IRR).............ccceeennneeee. 84
Respondents Response towards Credibility (CRE)......................... 86
Respondents Response towards Attitude towards Advertisement
(AN .. .............. SRR o, ... oo B 88
Test Result of Data Normality ...........cccoeeveiiiiiiiieiieeiieiiiiiiiieeeeeenn 91
Descriptive Statistics 0f Z-SCOTE .......uuvveereeeeeriiiiiiiiieeeeeeeeeeiiveeeenn 92
Mahalanobis DiStance .............ceeoviiiiiiiiiiiiiiiiiieeeee e 93

Test of Weight Factor and Factor Loading Value of Exogenous
Variables ... o uuiie, . BN urNeuRaeety .. ................ S A 96
Test of Weight Factor and Factor Loading Value of Exogenous

Martables s ok o - R . . i ol 97
Regression Weights Full Structural Equation Model..................... 100
Ezasibulity=Testing IndSX ommmrr i . ... eereenee 101
§ 1853 1617017 v e e oSS 102
Hypothesis Test Result ............ooooviiiiiiiiiiiiiiieeeen 104
Informativeness (INF) Indicators...........ccceevvviiieeeieeeiciiiiieieeeeen, 111
Entertainment (ENT) Indicators............cocoveeiiniiiiieinniiiieeeieenn. 113
Irritation (IRR) Indicators. .........occuveiiiiiiiiiiiiiiiieeeiee e 115
Credibility (CRE) Indicators...........ceeeriiiiiiiniiiiieeeiiiiee e 118
Attitude towards Advertisement (ATA) Indicators...........cccueeee.. 120
Hypothesis Test Result ..........ccoooeiiiiiiiiiiiiiiiiieeeeeeen 130

xvii



APPENDIX A:
APPENDIX B:
APPENDIX C:
APPENDIX D:
APPENDIX E:
APPENDIX F:

LIST OF APPENDICES

QUESTIONNAIRE ......coooiiiiiiiiiiiniieeiecececcec e A-1
PRE-TEST DATA TABULATION ......cccooiniiiininiiiinne B-1
MAIN DATA TABULATION .....cooooviiiiiiiiiiiiiiicecee C-1
PRE-TEST RESULT ....ccccociiiiiiiiiniiiicecieneeecece e D-1
STRUCTURAL EQUATION MODEL RESULT .................. E-1
I LRINTEPNSRIBS NS Bl et A . .................... F-1

xviii



	TABLE OF CONTENTS
	LIST OF FIGURES
	LIST OF TABLES
	LIST OF APPENDICES

