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ABSTRAK 
 

Vincent Goenarso. NRP. 1423019076. Pengaruh Terpaan Iklan Gopay di Youtube 

Versi “Cerita Ai Yang Udah Buktiin Jaminan Saldo Kembali Dari Gopay!” 

Terhadap Brand loyalty Gojek Pada Masyarakat di Pulau Jawa 

 

Penelitian ini bertujuan untuk menguji teori yang menyatakan bahwa ketika 

terpaan iklan ketika diterima baik pada konsumen, nantinya akan membuat 

konsumen akan melakukan pembelian berulang terhadap suatu brand sehingga 

terbentuk brand loyalty. GoPay merupakan salah satu e-wallet yang pertama kali 

hadir di Indonesia membuat iklan yang menawarkan jaminan saldo kembali ketika 

handphone hilang sebagai salah satu strategi komunikasi pemasaran untuk 

memperoleh brand loyalty dari konsumennya di tengah persaingan bisnis yang 

ketat. Iklan yang telah dibuat GoPay disebarkan melalui media sosial Youtube. 

terpaan terbagi menjadi tiga indikator yaitu frekuensi, durasi, atensi sedangkan 

brand loyalty menggunakan indikator switcher, habitual buyer, satisfied buyer 

liking of the brand, dan committed buyer. Jenis penelitian ini adalah eksplanasi 

dengan pendekatan kuantitatif. Metode yang digunakan adalah metode survei 

dengan teknik Quota sampling dan pernyataan responden diukur dengan skala 

likert. Hasil dari penelitian ini menemukan bahwa terdapat pengaruh antara terpaan 

iklan GoPay versi “cerita ai yang udah buktiin jaminan saldo kembali dari GoPay!” 

terhadap brand loyalty pada masyarakat di Pulau Jawa. Berdasarkan hasil 

perhitungan juga ditemukan bahwa terpaan iklan GoPay mendapat nilai rendah dan 

brand loyalty pada masyarakat di Pulau Jawa dinilai tinggi.  

 

Kata kunci: terpaan iklan, brand, brand loyalty, GoPay 
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ABSTRACT 
 

Vincent Goenarso. NRP. 1423019076. The Effect of Exposure to Gopay Ads on 

Youtube Version of Ai's Story Who Has Proven a Back Balance Guarantee from 

Gopay! Against Gojek Brand loyalty to Communities on the Island of Java. 

 

This study aims to test the theory which states that when exposure to advertising is 

well received by consumers, it will make consumers make repeated purchases of a 

brand so that brand loyalty is formed. GoPay is one of the first e-wallets present in 

Indonesia to make advertisements that offer a guaranteed balance when the 

cellphone is lost as a marketing communication strategy to gain brand loyalty from 

consumers in the midst of intense business competition. Ads that have been made 

by GoPay are distributed via social media Youtube. exposure is divided into three 

indicators, namely frequency, duration, attention while brand loyalty uses 

indicators of switcher, habitual buyer, satisfied buyer liking of the brand, and 

committed buyer. This type of research is explanation with a quantitative approach. 

The method used is the survey method with quota sampling technique and the 

statements of the respondents are measured by a Likert scale. The results of this 

study found that there was an influence between GoPay advertising exposure to the 

story ai version which had proven a guaranteed balance back from GoPay on brand 

loyalty in the people of Java Island. Based on the calculation results, it was also 

found that exposure to GoPay advertisements received a low score and brand 

loyalty to the people of Java Island was considered high. 

 

Keywords: advertising exposure, brand, brand loyalty, GoPay  


