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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui seberapa besar tingkat 
efektivitas iklan shopee 9.9 super shopping day dari masing-masing media sosial 
yaitu media instagram, media facebook, dan media youtube dengan menggunakan 
metode pengukuran EPIC model terhadap mahasiswa STEI prodi manajemen. 
Kemudian selanjutnya penelitian ini juga bertujuan untuk mengetahui hipotesis 
yaitu apakah ada perbedaan yang signifikan tingkat efektivitas iklan shopee 9.9 
super shopping day yang menggunakan EPIC model diantara ketiga media sosial 
yaitu media instagram, media facebook, dan media youtube. 

Penelitian ini menggunakan metode deskriptif. Populasi dari penelitian ini 
adalah mahasiswa aktif prodi manajemen STEI sampai dengan semester genap 
2019/2020 yang memiliki akun instagram, facebook, YouTube dan pernah melihat 
iklan shopee 9.9 super shopping day tersebut. Pengambilan sampel dilakukan 
berdasarkan dengan metode Purpose Sampling dan pengumpulan data 
menggunakan metode survei yaitu kuesioner yang disebar secara online melalui 
google form kepada calon responden berdasarkan kriteria yang berjumlah 96 
orang. Selanjutnya pengujian hipotesis menggunakan One Way ANOVA dan 
Kruska Wallis 

Hasil penelitian membuktikan bahwa (1) Iklan Shopee 9.9 super shopping 
day pada media Instagram memperoleh rentang skala “Efektif” . (2) Iklan Shopee 
9.9 super shopping day pada media Facebook memperoleh rentang skala “Cukup 
Efektif”. (3) Iklan Shopee 9.9 super shopping day pada media YouTube 
memperoleh rentang skala “Efektif”. (4) Instagram menjadi yang tertinggi tingkat 
EPIC rate dibandingkan dengan media sosial lain seperti facebook dan youtube. 
(5) Selanjutnya hipotesis menyatakan bahwa tedapat perbedaan Efektivitas iklan 
diantara media instagram, facebook, dan YouTube. (6) Peneliti menemukan fakta 
bahwa terdapat perbedaan fitur masing-masing media sosial yang digunakan 
dalam menayangkan iklan shopee 9.9 super shopping day. 
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THE EFFECTIVENESS-COMPARISON ANALYSIS OF SHOPEE 9.9 SUPER 
SHOPPING DAY ADVERTISEMENT EPIC MODEL ON SOCIAL MEDIA (A 

CASE STUDY MANAGEMENT DEPARTMENT STUDENTS OF STEI) 

 
ABSTRACT 

  This study aims to determine how much the effectiveness level of Shopee 9.9 
super shopping day ads from each social media, namely Instagram, Facebook, and 
YouTube media using the EPIC model measurement method for STEI management 
study program students. Then further this study also aims to determine the 
hypothesis, namely whether there is a significant difference in the effectiveness 
level of shopee 9.9 super shopping day ads using the EPIC model among the three 
social media, namely Instagram, Facebook and YouTube. 

This research uses a descriptive method. The population of this study were 
active students of the STEI management study program until the even semester of 
2019/2020 who had Instagram, Facebook, YouTube accounts and had seen the 
Shopee 9.9 super shopping day ad. Sampling was conducted based on the Purpose 
Sampling method and data collection using the survey method, namely 
questionnaires distributed online via google form to prospective respondents based 
on criteria totaling 96 people. Furthermore, testing the hypothesis using One Way 
ANOVA and Kruska Wallis 

The results of the research prove that (1) Shopee 9.9 super shopping day 
advertisement on Instagram media gets the “Effective” scale range. (2) Shopee 9.9 
super shopping day advertisement on Facebook media achieves a “Moderately 
Effective” scale range. (3) Shopee 9.9 super shopping day advertisement on 
YouTube media achieves “Effective” scale range. (4) Instagram has the highest 
EPIC rate compared to other social media such as Facebook and YouTube. (5) 
Furthermore, the hypothesis states that there are differences in the effectiveness of 
advertisements between Instagram, Facebook, and YouTube. (6) The researcher 
found the fact that there are differences in the features of each social media used in 
serving Shopee 9.9 super shopping day ads. 
 

Keyword :  Effectiveness advertisement, Social Media, and EPIC Model 
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