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INTISARI

Penelitian ini bertujuan untuk menguji pengaruh iklan online terhadap
keputusan pembelian konsumen melalui sikap konsumen. Iklan Online dengan
indikator content (interactivity, entertainment, dan informativeness), context
(irritation, credibility dan accessibility). Keputusan Pembelian dengan indikator
pemilihan produk dan jasa, pemilihan merek, pemilihan waktu, pemilihan metode
atau cara pembayaran dan jumlah pembelian. Sedangkan sikap dengan indikator
komponen kognitif (pengetahuan, keterampilan dan informasi), komponen afektif
(emosi, sikap dan nilai), dan komponen konatif (tindakan, kegiatan, dan
kebiasaan). Populasi dalam penelitian ini adalah ibu rumah tangga di Kecamatan
Bone-Bone. Purposive sampling digunakan dengan total sampel 150 responden.
Metode analisis data yang digunakan adalah regresi linear berganda. Hasil
pengujian menunjukkan variabel iklan online secara persial berpengaruh
signifikan terhadap sikap konsumen. Sedangkan variabel iklan online terhadap
keputusan pembelian konsumen melalui sikap konsumen pada ibu rumah tangga
di Kecamatan Bone-Bone secara persial terdapat juga pengaruh signifikan.

Kata kunci: iklan online, keputusan pembelian, sikap



ABSTRAK

This study aims to examine the effect of online advertising on consumer
purchasing decisions through consumer attitudes. Online advertising with
indicators of content (interactivity, entertainment, and informativeness), context
(irritation, credibility, and accessibility). Purchasing decisions with indicators of
product and service selection, brand selection, timing, selection of payment
methods and purchase amounts. While attitudes with indicators of cognitive
components (knowledge, skills, and information), affective components (emotions,
attitudes, and values), and conative components (actions, activities, and habits).
The population in this study were housewives in Bone-Bone district. Purposive
Sampling was used with a total sample of 150 respondents. The data analysis
method used is multiple linear regression. The test results show that online
advertising variables partially have a significant effect on consumer attitudes.
While the online advertising variable on consumer purchasing decisions through
consumer attitudes towards housewives in Bone-Bone district partially there is
also a significant influence.

Keywords: online advertising, buying decision, attitude.



