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BAB V  

KESIMPULAN DAN SARAN 

5.1. Kesimpulan 

Berdasarkan hasil penelitian dan pembahasan pada bab sebelumnya, dapat 

disimpulkan bahwa: 

1. Faktor yang mempengaruhi advertising value pada Instagram adalah irritability, 

informativeness, dan entertainment and trendiness. 

2. Gender tidak berpengaruh signifikan terhadap variabel irritability, hal ini memiliki 

arti gender pada responden tidak memiliki pengaruh yang signifikan terhadap 

perubahan peningkatan irritability yang dirasakan. 

3. Gender tidak berpengaruh signifikan terhadap variabel informativeness, hal ini 

berarti penignkatan informativeness tidak dipengaruhi oleh adanya perbedaan 

gender dari responden. 

4. Gender tidak berpengaruh signifikan terhadap variabel entertainment and 

trendiness, hal ini berarti gender pada responden tidak memiliki pengaruh yang 

signifikan terhadap meningkat atau menurunnya entertainment and trendiness 

pada responden. 

5. Irritability berpengaruh negatif secara signifikan terhadap advertising value pada 

Instagram, hal ini berarti semakin tinggi irritability yang dirasakan responden dari 

sebuah iklan pada Instagram akan dapat menurunkan nilai dari iklan tersebut 

dalam benak responden. 

6. Informativeness berpengaruh positif signifikan terhadap advertising value pada 

Instagram, hal ini berarti semakin tinggi faktor informativeness yang dirasakan 

responden dari sebuah iklan pada Instagram akan dapat meningkatkan nilai dari 

sebuah iklan tersebut. 
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7. Entertainment and trendiness berpengaruh positif signifikan terhadap advertising 

value pada Instagram, hal ini berarti semakin baik sebuah iklan pada Instagram 

mampu memberikan hiburan pada pengguna, akan meningkatkan nilai yang 

dirasakan pada iklan tersebut. 

8. Advertising value pada Instagram berpengaruh positif signifikan terhadap minat 

beli pengguna, hal ini berarti semakin baik nilai iklan pada Instagram yang dirasakan 

responden akan mampu meningkatkan minat pembelian secara positif.  

 

5.2. Saran 

Saran yang dapat diberikan pada penelitian yang telah dilaksanakan ini adalah sebagai 

berikut: 

1. Penggunaan variabel lain yang dapat menjadi faktor dalam meningkatkan nilai 

periklanan pada sosial media Instagram dan dampaknya guna meningkatkan minat 

beli pada pengguna. 

2. Penggunaan sampel penelitian pada ruang lingkup responden yang berbeda, 

dengan demikian diharapkan dapat menghasilkan penelitian yang lebih baik dan 

bervariasi. 

  



 

 

58 

 

DAFTAR PUSTAKA 

[1] Frank Jefkins, Periklanan, Edisi 3. Jakarta: Erlangga, 2015. 
 
[2] D. Talih Akkaya, A. Akyol, and G. Gölbaşı Şimşek, “Sosyal Medya ReklamciliğindTüketıċı ̇
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Tabel Revisi 

No. Tugas Revisi Halaman Revisi 

1.  

Penambahan jabaran informasi yang digunakan 

dalam penelitian ini. 

BAB III halaman 23 pada 

Tabel Jenis Informasi 

Penelitian. 

2.  

Penambahan variabel dependent dan variabel 

independent dalam penelitian. 

BAB III halaman 27 pada sub 

bab Analisis Regresi Linear 

Berganda 

3.  
Penambahan arah positif atau negatif pada model 

hipotesis. 

BAB III halaman 28 
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Lampiran Hasil SPSS 21 

UJI VALIDITAS DAN RELIABILITAS 

VARIABEL IRRITABILITY 

 

Case Processing Summary 

 N % 

Cases 

Valid 475 100.0 

Excludeda 0 .0 

Total 475 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.913 8 

 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

IR1 17.77 38.099 .606 .911 

IR2 17.80 36.814 .670 .906 

IR3 17.09 33.472 .779 .897 

IR4 17.92 36.131 .697 .904 

IR5 17.60 34.077 .791 .895 

IR6 17.51 33.179 .827 .892 

IR7 17.40 38.118 .548 .915 

IR8 17.52 33.486 .807 .894 

 

  



 

 

15 

 

VARIABEL INFORMATIVENESS 

 

Case Processing Summary 

 N % 

Cases 

Valid 475 100.0 

Excludeda 0 .0 

Total 475 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.892 6 

 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

IN1 18.15 14.779 .638 .885 

IN2 17.97 14.702 .619 .887 

IN3 18.20 13.121 .747 .868 

IN4 18.38 12.864 .764 .865 

IN5 18.55 12.354 .779 .863 

IN6 18.38 12.864 .743 .869 
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VARIABEL ENTERTAINMENT AND TRENDINESS 

 

Case Processing Summary 

 N % 

Cases 

Valid 475 100.0 

Excludeda 0 .0 

Total 475 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.894 7 

 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

ET1 20.76 24.436 .578 .892 

ET2 20.63 24.750 .561 .893 

ET3 21.10 22.067 .718 .876 

ET4 20.94 22.537 .739 .873 

ET5 21.19 21.423 .807 .864 

ET6 21.08 22.027 .784 .868 

ET7 20.87 23.499 .668 .882 
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VARIABEL INSTAGRAM ADVERTISING VALUE  

 

Case Processing Summary 

 N % 

Cases 

Valid 475 100.0 

Excludeda 0 .0 

Total 475 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.940 8 

 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

YAV1 23.52 34.756 .763 .934 

YAV2 23.59 34.999 .790 .932 

YAV3 23.48 35.377 .771 .933 

YAV4 23.81 33.750 .834 .929 

YAV5 23.74 34.211 .797 .931 

YAV6 23.81 33.577 .855 .927 

YAV7 23.96 33.897 .748 .935 

YAV8 23.53 34.887 .742 .935 
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VARIABEL PURCHASING INTENTION 

 

Case Processing Summary 

 N % 

Cases 

Valid 475 100.0 

Excludeda 0 .0 

Total 475 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.944 3 

 

 

Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

PI1 6.42 4.535 .878 .922 

PI2 6.45 4.455 .894 .909 

PI3 6.41 4.555 .876 .923 
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KARAKTERISTIK RESPONDEN 

 

Fakultas 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

Fakultas Teknologi Industri 111 23.4 23.4 23.4 

Fakultas Ekonomi 170 35.8 35.8 59.2 

Fakultas Hukum 50 10.5 10.5 69.7 

Fakultas Teknik 62 13.1 13.1 82.7 

Fakultas Teknobiologi 21 4.4 4.4 87.2 

Fakultas Ilmu Sosial dan Politik 61 12.8 12.8 100.0 

Total 475 100.0 100.0  

 

 

Skala Waktu 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

<30 menit 53 11.2 11.2 11.2 

30 menit - 1 jam 127 26.7 26.7 37.9 

1 jam - 2 jam 140 29.5 29.5 67.4 

>2 jam 155 32.6 32.6 100.0 

Total 475 100.0 100.0  

 

 

Gender 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

laki-laki 183 38.5 38.5 38.5 

perempuan 292 61.5 61.5 100.0 

Total 475 100.0 100.0  
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REGRESI GENDER TERHADAP IRRITABILITY 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .029a .001 -.001 6.764 

a. Predictors: (Constant), Gender 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 18.164 1 18.164 .397 .529b 

Residual 21643.297 473 45.757   

Total 21661.461 474    

a. Dependent Variable: Irritability 

b. Predictors: (Constant), Gender 

 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 20.735 1.076  19.278 .000 

Gender -.402 .638 -.029 -.630 .529 

a. Dependent Variable: Irritability 
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REGRESI GENDER TERHADAP INFORMATIVENESS 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .001a .000 -.002 4.358 

a. Predictors: (Constant), Gender 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression .011 1 .011 .001 .980b 

Residual 8985.260 473 18.996   

Total 8985.272 474    

a. Dependent Variable: Informativeness 

b. Predictors: (Constant), Gender 

 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 21.908 .693  31.612 .000 

Gender .010 .411 .001 .024 .980 

a. Dependent Variable: Informativeness 
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REGRESI GENDER TERHADAP ENTERTAINMENT AND TRENDINESS 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .013a .000 -.002 5.547 

a. Predictors: (Constant), Gender 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 2.506 1 2.506 .081 .775b 

Residual 14555.738 473 30.773   

Total 14558.244 474    

a. Dependent Variable: Entertainment and Trendiness 

b. Predictors: (Constant), Gender 

 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 24.668 .882  27.967 .000 

Gender -.149 .523 -.013 -.285 .775 

a. Dependent Variable: Entertainment and Trendiness 
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UJI ASUMSI KLASIK 

UJI NORMALITAS 

 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 475 

Normal Parametersa,b 
Mean .0000000 

Std. Deviation 3.24556051 

Most Extreme Differences 

Absolute .054 

Positive .054 

Negative -.044 

Kolmogorov-Smirnov Z 1.169 

Asymp. Sig. (2-tailed) .130 

a. Test distribution is Normal. 

b. Calculated from data. 

 

 

UJI MULTIKOLINEARITAS 

 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 

(Constant) 8.423 1.409  5.980 .000   

Irritability -.224 .029 -.226 -7.796 .000 .595 1.681 

Informativeness .398 .057 .259 7.003 .000 .366 2.731 

Entertainment and 

Trendiness 

.590 .046 .490 12.695 .000 .337 2.968 

a. Dependent Variable: Instagram Advertising Value 
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UJI REGRESI BERGANDA 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .874a .764 .762 3.256 

a. Predictors: (Constant), Entertainment and Trendiness, Irritability , 

Informativeness 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 16143.149 3 5381.050 507.610 .000b 

Residual 4992.956 471 10.601   

Total 21136.105 474    

a. Dependent Variable: Instagram Advertising Value 

b. Predictors: (Constant), Entertainment and Trendiness, Irritability , Informativeness 

 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 8.423 1.409  5.980 .000 

Irritability -.224 .029 -.226 -7.796 .000 

Informativeness .398 .057 .259 7.003 .000 

Entertainment and 

Trendiness 

.590 .046 .490 12.695 .000 

a. Dependent Variable: Instagram Advertising Value 
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UJI NORMALITAS 

 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 475 

Normal Parametersa,b 
Mean .0000000 

Std. Deviation 2.52617617 

Most Extreme Differences 

Absolute .054 

Positive .038 

Negative -.054 

Kolmogorov-Smirnov Z 1.186 

Asymp. Sig. (2-tailed) .120 

a. Test distribution is Normal. 

b. Calculated from data. 

 

 

 

 

 

UJI REGRESI SEDERHANA 

 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .595a .354 .353 2.529 

a. Predictors: (Constant), Instagram Advertising Value 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 1658.578 1 1658.578 259.353 .000b 

Residual 3024.862 473 6.395   
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Total 4683.440 474    

a. Dependent Variable: Purchasing Intention 

b. Predictors: (Constant), Instagram Advertising Value 

 

 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 
(Constant) 2.059 .485  4.247 .000 

Instagram Advertising Value .280 .017 .595 16.104 .000 

a. Dependent Variable: Purchasing Intention 
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