
 

 

 

  

UNIVERSITAS NASIONAL 

JUDUL 

Pengaruh Indirect Promotion Game Elden Ring Pada Channel 

Youtube Windah Basudara Terhadap Minat Pembelian Di 

Aplikasi Steam  

SKRIPSI 

Diajukan sebagai salah satu syarat untuk memperoleh gelar 

Sarjana 

Disusun Oleh : 

Agung Puji Susanto 

223516516038 

PROGRAM STUDI ILMU KOMUNIKASI 

FAKULTAS ILMU SOSIAL DAN ILMU 

POLITIK 

MARET  

2026



 

                ii 
 Universitas Nasional 

  

UNIVERSITAS NASIONAL 

JUDUL  

The effect of indirect promotion with Elden Ring game on Windah 

Basudara's Youtube channel on buying interest in the Steam 

application 

THESIS 

Submitted as partial fulfilment of the requirements 

for the Bachelor Degree 

Agung Puji Susanto 

223516516038 

COMMUNICATION SCIENCE STUDY PROGRAM 

 

FACULTY OF SOCIAL AND POLITICAL SCIENE 

 

MARCH  

2026 

  



 

                iii 
 Universitas Nasional 

LEMBAR PERSETUJUAN SKRIPSI 

 

 



 

                v 
 Universitas Nasional 

 

  



https://v3.camscanner.com/user/download


https://v3.camscanner.com/user/download


 

vi 
 

Universitas Nasional 

ABSTRAK 

Nama lengkap  : Agung Puji Susanto 

Program studi  : Ilmu Komunikasi 

Judul Skripsi  : “Pengaruh Indirect Promotion Game Elden Ring Pada  

Channel Youtube Windah Basudara Terhadap Minat Pembelian Di Aplikasi Steam” 

Pembimbing  : Dr.Ambia B Boestam, M.Si 

 

Tujuan dari penelitian ini adalah untuk mengetahui seberapa besar pengaruh Indirect 

promotion yang di ciptakan oleh Windah Basudara melalui konten game di channel 

youtubenya terhadap minat pembelian game Elden Ring di aplikasi steam. Teori yang 

digunakan dalam penelitian ini adalah teori AIDCA, teori AIDCA digunakan sebagai 

model teoritis untuk menjelaskan bagaimana Indirect Promotion memengaruhi minat 

pembelian melalui lima tahap yakni Attention, Interest, Desire, Conviction, dan Action. 

Namun, teori ini tidak dihitung secara statistik. Penelitian ini menggunakan pendekatan 

penelitian kuantitatif. Metode yang digunakan dalam penelitian ini adalah metode 

survei eksplanasi sebagai penjelasan pengaruh antar variabel dengan menggunakan 

bantuan instrumen penelitian berupa kuesioner. Dalam penelitian populasi yang 

digunakan adalah para subscriber channel youtube dari Windah Basudara dan jumlah 

sampelnya ditarik berdasarkan perhitungan melalui rumus Slovin, dan didapatkan hasil 

100 sampel. Teknik pengambilan sampel dilakukan dengan teknik purposive sampling. 

Berdasarkan hasil analisis deskriptif didapatkan bahwa variabel Indirect promotion 

sebagian besar terpapar degan intensitas tinggi dengan minat pembelian terkategorikan 

cukup tertarik Hasil uji hipotesis menunjukkan nilai signifikansi hitung 0.001 < 0.05 

terdapat pengaruh signifikan dari Indirect promotion di channel Youtube Windah 

Basudara terhadap minat pembelian game Elden Ring di Aplikasi Steam. Besar 

pengaruh berdasarkan uji koefisien determinasi keseluruhan adalah sebesar 10.3%, 

yang berarti 89,7% sisanya dipengaruhi dari variabel lain diluar penelitian ini. 

Kesimpulan penelitian menunjukkan bahwa Indirect promotion melalui influencer 

seperti Windah Basudara merupakan strategi pemasaran yang efektif. Konten yang 

kreatif dan relevan dapat memengaruhi kesadaran, ketertarikan, serta keputusan 

pembelian konsumen di platform digital seperti Steam, meskipun dilakukan secara 

tidak langsung. 

 

Kata Kunci : AIDCA, Promosi, Minat Pembelian, Game  



 

vii 
 

Universitas Nasional 

ABSTRACT 

Full Name   : Agung Puji Susanto  

Study Program  : Communication Science  

Thesis Title             : "The Influence of Indirect Promotion of the Elden Ring 

Game on Windah Basudara's YouTube Channel on Purchase Intention on the 

Steam Application"  

Advisor   : Dr. Ambia B. Boestam, M.Si 

 

The purpose of this study was to determine how much influence the Indirect promotion 

created by Windah Basudara through game content on his YouTube channel on the 

interest in purchasing Elden Ring games on the steam application. The theory used in 

this study is AIDCA theory, AIDCA theory is used as a theoretical model to explain 

how Indirect Promotion affects purchase interest through five stages, namely Attention, 

Interest, Desire, Conviction, and Action. However, this theory is not statistically 

calculated. This study uses a quantitative research approach. The method used in this 

study is an explanatory survey method as an explanation of the influence between 

variables using the help of research instruments in the form of questionnaires. In the 

study the population used is the youtube channel subscribers of Windah Basudara and 

the number of samples drawn based on calculations through the Slovin formula, and 

the results obtained 100 samples. Sampling technique is done by purposive sampling 

technique. Based on the results of descriptive analysis, it was found that the Indirect 

promotion variable was mostly exposed to high intensity with categorized purchase 

interest quite interested the hypothesis test results showed a significance value of 0.001 

< 0.05 there was a significant influence of Indirect promotion on Windah Basudara's 

Youtube channel on the interest in purchasing Elden Ring Games in the Steam 

application. The effect based on the overall coefficient of determination test is 10.3%, 

which means the remaining 89.7% is influenced by other variables outside this study. 

The conclusion of the study shows that Indirect promotion through influencers such as 

Windah Basudara is an effective marketing strategy. Creative and relevant content can 

influence consumer awareness, interest, and purchase decisions on digital platforms 

like Steam, even if it's done indirectly. 
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