
v 
 

TABLE OF CONTENTS 

 

COVER PAGE ......................................................................................................... i 

AUTHORIZATION PAGE .................................................................................... ii 

STATEMENT OF AUTHENTICITY ................................................................... iii 

PREFACE .............................................................................................................. iv 

TABLE OF CONTENTS ........................................................................................ v 

LIST OF TABLES ............................................................................................... viii 

LIST OF FIGURES ............................................................................................... ix 

APPENDIX LIST ................................................................................................... x 

ABSTRACT ........................................................................................................... xi 

INTISARI .............................................................................................................. xii 

CHAPTER 1 ........................................................................................................... 1 

1.1 Background .............................................................................................. 1 

1.2 Problem Definition ................................................................................... 8 

1.3 Research Questions .................................................................................. 9 

1.4 Research Purpose ................................................................................... 10 

1.5 Research Scope ....................................................................................... 11 

CHAPTER 2 ......................................................................................................... 13 

2.1. Web Advertising Attitude Model ........................................................... 13 

2.2. Informativeness ...................................................................................... 13 

2.3. Irritation .................................................................................................. 14 

2.4. Entertainment ......................................................................................... 15 

2.5. Credibility ............................................................................................... 15 

2.6. Theory of Reasoned action ..................................................................... 16 

2.7. Flow ........................................................................................................ 18 

2.8. Relationship Between Variables ............................................................ 19 

2.8.1 Relationship Between Entertainment and Attitude ....................... 19 

2.8.2 Relationship Between Informativeness and Attitude .................... 20 

2.8.3 Relationship Between Irritation and Attitude ................................ 20 

Consumer Attitudes Toward Youtube Online Video Advertisement In Indonesia
NIKKO SUCAHYO, Sahid Susilo Nugroho, Dr., M.Sc.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



vi 
 

2.8.4 Relationship Between Credibility and Attitude ............................. 21 

2.8.5 Relationship Between Attitude and Intention ................................ 21 

2.8.6 Relationship Between Intention and Behavior .............................. 22 

2.8.7 Relationship Between Flow and Intention .................................... 22 

2.8.8 Relationship Between Flow and Behavior ....................................... 23 

2.9. Research Model ...................................................................................... 23 

CHAPTER 3 ......................................................................................................... 25 

3.1 Research Strategy ................................................................................... 25 

3.2 Operational Definition & Measurement ................................................. 25 

3.2.1. Entertainment .................................................................................. 26 

3.2.2. Informativeness ............................................................................... 27 

3.2.3. Irritation........................................................................................... 27 

3.2.4. Credibility ....................................................................................... 28 

3.2.5. Attitude ............................................................................................ 28 

3.2.6. Intention .......................................................................................... 29 

3.2.7. Behavior .......................................................................................... 29 

3.2.8. Flow ................................................................................................ 30 

3.3 Sampling Design .................................................................................... 30 

3.3.1 Sampling Method ............................................................................ 30 

3.3.2 Population and Sample Unit ........................................................... 31 

3.3.3 Sample Size ..................................................................................... 31 

3.3.4 Research Location ........................................................................... 32 

3.3.5 Respondent Profile .......................................................................... 33 

3.4 Research Object ...................................................................................... 35 

3.5 Data Gathering Method .......................................................................... 36 

3.6 Research Instrument ............................................................................... 37 

3.7 Instrument Testing .................................................................................. 37 

3.7.1. Validity ............................................................................................ 38 

3.7.2. Reliabilitiy ....................................................................................... 40 

3.8 Data Analysis Method ............................................................................ 41 

3.8.1 Goodness-of-fit Model .................................................................... 41 

Consumer Attitudes Toward Youtube Online Video Advertisement In Indonesia
NIKKO SUCAHYO, Sahid Susilo Nugroho, Dr., M.Sc.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



vii 
 

3.8.2 Significance Level ........................................................................... 43 

3.8.3 Hypothesis testing ........................................................................... 44 

CHAPTER 4 ......................................................................................................... 45 

DATA .................................................................................................................... 45 

4.1 Data Quality ........................................................................................... 45 

4.1.1 Data Normality ................................................................................ 45 

4.1.2 Outlier Evaluation ........................................................................... 45 

4.1.3 Descriptive Statistics ....................................................................... 46 

4.1.4 Correlation Matrix Between Variables ........................................... 47 

4.2 Model Goodness of Fit ........................................................................... 48 

4.3 Hypotheses Test ..................................................................................... 50 

4.3.1 Hypothesis Testing 1 ....................................................................... 50 

4.3.2 Hypotheses Testing 2 ...................................................................... 51 

4.3.3 Hypotheses Testing 3 ...................................................................... 53 

4.3.4 Hypotheses Testing 4 ...................................................................... 54 

4.3.5 Hypotheses Testing 5 ...................................................................... 55 

4.3.6 Hypotheses Testing 6 ...................................................................... 56 

4.3.7 Hypotheses Testing 7 ...................................................................... 57 

4.3.8 Hypotheses Testing 8 ...................................................................... 59 

4.4 Hyphotheses Summary ........................................................................... 60 

CHAPTER 5 ......................................................................................................... 63 

5.1 Conclusion .............................................................................................. 63 

5.2 Managerial Implication .......................................................................... 66 

5.3 Research Limitations .............................................................................. 70 

5.4 Further Research Suggestions ................................................................ 71 

References ............................................................................................................. 72 

APPENDIX ........................................................................................................... 80 

 

  

Consumer Attitudes Toward Youtube Online Video Advertisement In Indonesia
NIKKO SUCAHYO, Sahid Susilo Nugroho, Dr., M.Sc.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



viii 
 

LIST OF TABLES 

Table 3.1 Respondent Profile ................................................................................. 34 

Table 3.2 KMO Measures of Sampling Adequacy and Bartlett’s statistical Test . 39 

Table 3.3 Rotated Component Matrix Confirmatory Factor Analysis ................... 40 

Table 3.4 Reliability Test ....................................................................................... 41 

Table 3.5 Goodness of Fit Indices ......................................................................... 43 

Table 4.1 Normality Test ....................................................................................... 45 

Table 4.2 Mahalanobis Distance Evaluation .......................................................... 46 

Table 4.3 Descriptive Statistics .............................................................................. 47 

Table 4.4 Correlation Matrix.................................................................................. 48 

Table 4.5 Model Fit Summary ............................................................................... 49 

Table 4.6 Hypotheses Test 1 .................................................................................. 50 

Table 4.7 Hypotheses Test 2 .................................................................................. 52 

Table 4.8 Hypotheses Test 3 .................................................................................. 53 

Table 4.9 Hypotheses Test 4 .................................................................................. 54 

Table 4.10 Hypotheses Test 5 ................................................................................ 56 

Table 4.11 Hypotheses Test 6 ................................................................................ 57 

Table 4.12 Hypotheses Test 7 ................................................................................ 58 

Table 4.13 Hypotheses Test 8 ................................................................................ 59 

Table 4.14 Hypotheses Summary .......................................................................... 61 

 

 

 

  

Consumer Attitudes Toward Youtube Online Video Advertisement In Indonesia
NIKKO SUCAHYO, Sahid Susilo Nugroho, Dr., M.Sc.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



ix 
 

LIST OF FIGURES 

 

Figure 2.1 Theory of Reasoned Action Model ...................................................... 16 

Figure 2.2 Research Model .................................................................................... 24 

Figure 3.1 Indonesian Map .................................................................................... 32 

Figure 3.2 Research Object  ................................................................................... 36 

Figure 4.1 Research Model .................................................................................... 62 

 

  

Consumer Attitudes Toward Youtube Online Video Advertisement In Indonesia
NIKKO SUCAHYO, Sahid Susilo Nugroho, Dr., M.Sc.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/



x 
 

APPENDIX LIST 

Appendix 1 Survey Questionnaire ......................................................................... 81 

Appendix 2 Validity Test (Pretest) ........................................................................ 87 

Appendix 3 Reliability Test (Pretest) ..................................................................... 88 

Appendix 4 Validity Test ....................................................................................... 90 

Appendix 5 Reliabilty Test .................................................................................... 92 

Appendix 6 Normality Test .................................................................................... 93 

Appendix 7 Outlier Evaluation .............................................................................. 94 

Appendix 8 Descriptive Statistics .......................................................................... 96 

Appendix 9 Correlation Matrix .............................................................................. 96 

Appendix 10 Model Fit Summary.......................................................................... 97 

Appendix 11 Regression Weights .......................................................................... 99 

Appendix 12 Standardized Regresstion Weights ................................................. 100 

  

Consumer Attitudes Toward Youtube Online Video Advertisement In Indonesia
NIKKO SUCAHYO, Sahid Susilo Nugroho, Dr., M.Sc.
Universitas Gadjah Mada, 2018 | Diunduh dari http://etd.repository.ugm.ac.id/


	TABLE OF CONTENTS 
	LIST OF TABLES 
	LIST OF FIGURES 
	APPENDIX LIST 

