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‭Skripsi‬
‭Efektivitas‬ ‭penggunaan‬ ‭celebrity‬ ‭endorser‬ ‭Indro‬ ‭Warkop‬ ‭dalam‬ ‭sosial‬ ‭media‬ ‭campaign‬

‭kreatif BCA‬‭“Don’t Know?? Kasih No!!”‬‭di Youtube solusi BCA pada masyarakat Jawa Timur‬

‭Celebrity‬ ‭Endorser‬ ‭salah‬ ‭satu‬ ‭upaya‬ ‭Komunikasi‬ ‭Pemasaran‬ ‭dengan‬ ‭segala‬ ‭media‬ ‭dan‬
‭pesan‬‭yang‬‭disampaikan‬‭perusahaan‬‭dalam‬‭upaya‬‭untuk‬‭berkomunikasi‬‭dengan‬‭target‬‭audiensnya.‬
‭Penelitian‬‭ini‬‭bertujuan‬‭mengukur‬‭tingkat‬‭efektivitas‬‭Indro‬‭Warkop‬‭sebagai‬‭Celebrity‬‭Endorser‬‭pada‬
‭kampanye‬ ‭kreatif‬ ‭BCA‬ ‭“‬‭Don’t‬ ‭Know??‬ ‭Kasih‬ ‭No!!‬‭”‬ ‭pada‬ ‭masyarakat‬ ‭di‬ ‭Jawa‬ ‭Timur.‬ ‭Penelitian‬‭ini‬
‭menggunakan‬ ‭indikator‬ ‭TEARS‬ ‭model‬ ‭oleh‬ ‭Shimp‬ ‭(2014)‬ ‭yang‬ ‭terdiri‬ ‭dari‬ ‭Trustworthiness,‬
‭Expertise, Attractiveness, Respect,‬‭dan‬‭Similarity.‬

‭Metode‬ ‭penelitian‬ ‭ini‬ ‭adalah‬ ‭kuantitatif‬ ‭deskriptif‬ ‭dengan‬ ‭teknik‬ ‭pengumpulan‬ ‭data‬
‭menggunakan‬ ‭kuesioner‬ ‭online‬ ‭melalui‬ ‭Google‬ ‭Form.‬ ‭Responden‬ ‭penelitian‬ ‭berjumlah‬ ‭100‬
‭responden‬ ‭yang‬ ‭merupakan‬ ‭orang‬ ‭dari‬ ‭berbagai‬ ‭kalangan‬ ‭generasi‬ ‭usia‬ ‭baik‬ ‭laki-laki‬ ‭maupun‬
‭perempuan,‬ ‭masyarakat‬ ‭yang‬ ‭berdomisili‬ ‭Jawa‬ ‭Timur‬ ‭dan‬ ‭pernah‬ ‭melihat‬ ‭video‬ ‭kampanye‬
‭tersebut.‬

‭Hasil‬‭penelitian‬‭ini‬‭menunjukan‬‭bahwa‬‭walaupun‬‭Indro‬‭Warkop‬‭adalah‬‭seorang‬‭komedian‬
‭yang‬ ‭sudah‬ ‭berusia‬‭tua,‬‭namun‬‭sebagai‬ ‭celebrity‬‭endorser‬ ‭dalam‬‭kampanye‬ ‭“Don’t‬‭Know??‬‭Kasih‬
‭No!!”‬‭dinyatakan efektif dengan‬‭respect‬‭yang memiliki‬‭indikator tertinggi dan paling signifikan.‬
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‭ABSTRACT‬

‭Yehuda Suryaputra‬
‭Undergraduate Thesis‬
‭The‬ ‭effectiveness‬ ‭of‬ ‭Indro‬ ‭Warkop‬ ‭as‬ ‭a‬ ‭celebrity‬ ‭endorser‬ ‭in‬ ‭the‬ ‭social‬ ‭media‬ ‭creative‬

‭campaign BCA “Don’T Know?? Kasih No!!” on Youtube solusi BCA among the people on East Java‬

‭Celebrity‬ ‭Endorser‬‭is‬‭one‬‭of‬‭the‬‭Marketing‬‭Communication‬‭strategy‬‭with‬‭all‬‭message‬‭and‬
‭media‬‭conveyed‬‭by‬‭the‬‭company‬‭in‬‭an‬‭attempt‬‭to‬‭communicate‬‭with‬‭its‬‭target‬‭audience.‬‭This‬‭study‬
‭evaluates‬ ‭the‬ ‭effectiveness‬ ‭of‬ ‭Indro‬ ‭Warkop‬ ‭as‬ ‭a‬ ‭celebrity‬ ‭endorser‬ ‭for‬ ‭creative‬ ‭campaign‬ ‭BCA‬
‭“Don’t‬‭Know??‬‭Kasih‬‭No!!”‬ ‭Among‬‭The‬‭People‬‭On‬‭East‬‭Java.‬‭On‬‭this‬‭study‬‭using‬‭TEARS‬‭model‬‭as‬
‭the‬‭indicator‬‭by‬‭Shimp‬‭(2014),‬‭which‬‭includes‬‭Trustworthiness,‬‭Expertise,‬‭Attractiveness,‬‭Respect,‬
‭Similarity.‬

‭This‬‭descriptive‬‭quantitative‬‭research‬‭used‬‭online‬‭Google‬‭Form‬‭questionnaires‬‭as‬‭the‬‭data‬
‭collection‬ ‭techniques.‬‭The‬‭research‬‭respondents‬‭totaled‬‭100‬‭individuals‬‭from‬‭various‬‭age‬‭groups,‬
‭generations and genders, residents of East Java who have seen the campaign video.‬

‭The‬‭results‬‭of‬‭this‬‭study‬‭indicate‬‭that‬‭although‬‭Indro‬‭Warkop‬‭is‬‭a‬‭comedian,‬‭he‬‭is‬‭effective‬
‭as‬‭a‬‭celebrity‬‭endorser‬‭in‬‭the‬‭'Don't‬‭Know??‬‭Kasih‬‭No!!'‬‭campaign,‬‭with‬‭respect‬‭being‬‭the‬‭highest‬
‭and most significant indicator.‬
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