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Pengaruh Personal Branding dan Media Promosi YouTube  

Terhadap Keputusan Pembelian Tiket  

Special Show Stand-Up Comedy 

 

 

Rossiani Hutami 

 

ABSTRAK 

 

Modernitas kehidupan bermasyarakat menghasilkan tersedianya berbagai macam 

kebutuhan, salah satunya hiburan, yaitu stand-up comedy. Perkembangan stand-up 

comedy di Indonesia melahirkan banyak nama-nama besar seperti Pandji 

Pragiwaksono. Pandji Pragiwaksono telah melahirkan banyak special show 

sepanjang satu dekade ini. Hal ini dipengaruhi oleh banyak faktor, salah satunya 

adalah personal branding dan media promosi (EPIC Model) yang ia bagikan pada 

YouTube berupa teaser. Tujuan penelitian ini untuk meneliti personal branding dan 

media promosi terhadap keputusan pembelian tiket stand-up comedy dari Pandji 

Pragiwaksono. Metode pengumpulan data yang digunakan adalah melakukan studi 

literatur, melakukan observasi serta menyebarkan kuesioner kepada 100 orang 

responden berdasarkan kriteria yaitu laki-laki dan perempuan berusia minimal 17-

50 tahun, mengetahui Pandji, mengikuti YouTube Pandji, pernah membeli tiket 

pertunjukan stand-up comedy Pandji, dan tergabung dalam komunitas 

Wongsoyudan. Berdasarkan uji simultan, hasil yang diperoleh menunjukkan bahwa 

terdapat pengaruh personal branding Pandji Pragiwaksono dan teaser stand-up 

comedy secara bersama-sama dengan nilai koefisien determinasi sebesar 64.9% 

terhadap keputusan pembelian special show tiket stand-up comedy. 

 

Kata kunci: personal branding, promosi, teaser, stand-up comedy, keputusan 

pembelian. 
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The Influence of Personal Branding and Promotion Media 

YouTube on the Purchase Decisions of Special Show  

Stand-Up Comedy Tickets 

 

 

Rossiani Hutami 

 

ABSTRACT 

 

The modernity of social life has resulted in the availability of various needs, 

including entertainment, namely stand-up comedy. The development of stand-up 

comedy in Indonesia gave birth to many big names like Pandji Pragiwaksono. 

Pandji Pragiwaksono has produced many special shows throughout this decade. 

This is influenced by many factors, one of which is personal branding and 

promotional media (EPIC Model) which he shares on YouTube in the form of 

teasers. The purpose of this study was to examine personal branding and media 

promotion on the decision to purchase stand-up comedy tickets from Pandji 

Pragiwaksono. The data collection method used was conducting literature studies, 

observing and distributing questionnaires to 100 respondents based on criteria, 

namely men and women aged at least 17-50 years, knowing Pandji, following 

YouTube Pandji, buying tickets for stand-up comedy Pandji and members of the 

Wongsoyudan community. Based on the simultaneous test, the results obtained 

indicate that there is an effect of Pandji Pragiwaksono personal branding and 

stand-up comedy teasers together with a coefficient of determination of 64.9% on 

the decision to purchase a stand-up comedy special show ticket. 

 

Keywords: personal branding, promotion media, teaser, youtube, stand-up comedy 

purchasing decisions. 
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