
 

xii 
 

DAFTAR GAMBAR 

 

GAMBAR 1.1 HOMEPAGE DETIK.COM ............................................................ 1 

GAMBAR 1.2 HOMEPAGE LIPUTAN6.COM..................................................... 2 

GAMBAR 1.3 HOMEPAGE KOMPAS.COM ....................................................... 3 

GAMBAR 1.4 HOMEPAGE OKEZONE.COM ..................................................... 4 

GAMBAR 1.5 JUMLAH PENGGUNA INTERNET DI INDONESIA 

BERDASARKAN HASIL SURVEY PUSKAKOM PADA 

TAHUN 2015 ................................................................................. 5 

GAMBAR 1.6 ALASAN PEMAKAIAN INTERNET DI INDONESIA 

BERDASARKAN HASIL SURVEY PUSKAKOM PADA 

TAHUN 2015 ................................................................................. 6 

GAMBAR 1.7 TREND PERINGKAT KOMPAS.COM ........................................ 9 

GAMBAR 1.8 TREND PERINGKAT DETIK.COM ............................................. 9 

GAMBAR 2.1 KERANGKA PEMIKIRAN  ........................................................ 36 

GAMBAR 3.1 SEMANTIC DIFFERENTIAL  ...................................................... 44 

GAMBAR 3.2 TAHAPAN PENELITIAN  .......................................................... 45 

GAMBAR 4.1 KARAKTERISTIK RESPONDEN BERDASARKAN 

JENIS KELAMIN ........................................................................ 53 

GAMBAR 4.2 KARAKTERISTIK RESPONDEN BERDASARKAN 

USIA ............................................................................................. 54 

GAMBAR 4.3 KARAKTERISTIK RESPONDEN BERDASARKAN 

PEKERJAAN ............................................................................... 55 

GAMBAR 4.4 KARAKTERISTIK RESPONDEN BERDASARKAN 

DAERAH ASAL .......................................................................... 56 

GAMBAR 4.5 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT INFORMATIONAL FIT-TO 

TASK ............................................................................................. 58 

GAMBAR 4.6 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT TAILORED 

COMMUNICATION ..................................................................... 60 

GAMBAR 4.7 PERCEPTUAL MAP MEDIA MASSA ONLINE 



 

xiii 
 

BERDASARKAN ATRIBUT VISUAL APPEAL ........................ 62 

GAMBAR 4.8 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT INNOVATIVENESS ..................... 64 

 

GAMBAR 4.9 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT EMOTIONAL APPEAL ............... 66 

GAMBAR 4.10 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT EASE OF USE ............................. 68 

GAMBAR 4.11 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT TRUST ......................................... 70 

GAMBAR 4.12 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT CONSISTENT IMAGE ................ 72 

GAMBAR 4.13 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT RESPONSE TIME ....................... 74 

GAMBAR 4.14 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN ATRIBUT RELATIVE ADVANTAGE ........... 76 

GAMBAR 4.15 PERCEPTUAL MAP MEDIA MASSA ONLINE 

BERDASARKAN KESELURUHAN ATRIBUT ....................... 78 

GAMBAR 4.16 POSISI KOLOM SEARCH PADA KOMPAS.COM ................. 83 

GAMBAR 4.17 POSISI KOLOM SEARCH PADA OKEZONE.COM ............... 84 

 

 

 

 

 

 

 

 

 

 

 


