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SUMMARY 
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The shift in consumer viewing behavior has an impact on changing 
marketing strategies in the business world from television to online media. One of 
the most popular internet advertisements is online video advertising. YouTube is 
one of the social media pioneers in the habit of watching online videos streaming 
using the internet. Advertising with YouTube cannot guarantee that users will act 
positively. There are those who give positive responses by receiving the ad and 
watching it to the end, but also there are many viewers who give negative responses 
to the ad so that the audience looks for ways to skip the ad. Consumers can feel 
annoyed or find these ads annoying. That is the reason why consumers tend not to 
watch ads on streaming sites and choose to skip them. Gender is also considered a 
basis of segmentation strategies that have a direct influence on consumer attitudes. 
This study aims to investigate gender differences and analyze the effect of the value 
of online video advertising on attitudes, intention behavioral, and behavior when 
watching online videos on YouTube. 

Respondents of this study were YouTube streaming site users in the 
Jabodetabek area with a minimum age of 18 years. Respondents were selected 
based on the research objectives, respondents must be at least 18 years old, be in 
the Jabodetabek area, and have used YouTube streaming sites. Primary data 
collection is done by distributing online and directly questionnaires. The number of 
respondents initially obtained was 284 respondents, but after cleaning the data, 226 
respondents were obtained. The data obtained were analyzed using SPSS software 
to analyze differences in gender groups and AMOS to determine whether the 
variables used were significant or not. 

The results of this study indicate that there is no relationship between gender 
differences with consumer attitudes towards advertising. In addition, the value of 
advertising based on perceptions of informativeness, entertainment, and credibility 
has a significant and positive influence on consumer attitudes. While the perception 
of irritation has a significant and negative influence on consumer attitudes. 
Consumer attitudes have a significant and positive influence on intention behavioral 
and intention behavioral has a significant and positive influence on watching 
behavior. Of the four perceptions, the biggest influence on attitudes, intention, and 
watching behavior is credibility 
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