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ABSTRAK

Penelitian ini menguji perbedaan attitude towards ad dan attitude towards brand
berdasarkan perbedaan environmental claims dan media types of advertisement
menggunakan uji MANOVA. Penelitian ini kemudian menguji perbedaan
purchase intention berdasarkan perbedaan environmental claims dan media types
of advertisement menggunakan uji ANOVA. Penelitian eksperimen ini
menggunakan desain faktorial 2 environmental claims (substantive claims vs
associative claims X 2 media types of advertisement (still picture vs motion
picture) pada 120 partisipan. Variabel terukur attitude towards ad (7 indikator),
attitude towards brand (3 indikator), dan purchase intention (3 indikator),
masing-masing diukur dengan skala Likert 5 poin. Dalam penelitian ini, pada
main effect ANOVA ditemukan bahwa terdapat perbedaan signifikan pada
purchase intention bila terdapat perbedaan environmental claims dan media types
of advertisement. Pada main effect MANOVA ditemukan bahwa terdapat
perbedaan signifikan pada attitude towards ad dan attitude towards brand bila

terdapat perbedaan environmental claims dan media types of advertisement.

Kata kunci: Attitude Towards Ad, Attitude Towards Brand, Environmental

Claims, Media Types of Advertisement, ANOVA, MANOVA.
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ABSTRACT

This study examines the differences between attitude towards ad and attitude
towards brand based on the difference in environmental claims and media types of
advertisement using MANOVA test. This study then tested the difference in
purchase intention based on the difference in attitude towards ad and attitude
towards brand presentation using the ANOVA test. An experimental design with a
factorial design of 2 environmental claims (substantive claims vs associative
claims x 2 media types of advertisement (still picture vs motion picture) was
prepared with a total of 120 participants. The measured variables consist of
attitude towards ad (7 indicators), attitude towards brand (4 indicators), and
purchase intention (3 indicators), each measured by a 5-point Likert scale. In this
study, on the Main Effect ANOVA found that there were significant differences in
purchase intention if there were differences in environmental claims and media
types of advertisement. In the Main Effect MANOVA found that there are
significant differences in attitude towards ad if there are differences in
environmental claims and media types of advertisement, and there are significant
differences in attitude towards brand if there are differences in environmental

claims and media types of advertisement.

Keywords: Attitude Towards Ad, Attitude Towards Brand, Environmental Claims,

Media Types of Advertisement, ANOVA, MANOVA.
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