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ABSTRACT 

Penelitian ini bertujuan untuk menguji pengaruh dari persepsi iklan dengan sub variabel 
informasi, penipuan, hiburan dan mengganggu terhadap nilai iklan pada Koe Coffee. 
Objek pada penelitian ini adalah Koe Coffee. Dalam penelitian ini total jumlah responden 
yang terkumpul 180 orang. Pada penelitian ini menggunakan teknik purposive sampling 
dengan skala likert 5 poin melalui Google Form yang didistribusi secara daring (online) 
kepada responden. Analisis data yang digunakan pada penelitian ini dibantu dengan 
program SPSS (Statistical Package for the Social Sciences) versi 25. Hasil pada 
penelitian ini yakni persepsi iklan di instagram sebagai informasi berpengaruh signifikan 
terhadap nilai iklan. Persepsi iklan di instagram sebagai penipuan berpengaruh secara 
signifikan terhadap nilai iklan. Persepsi iklan di instagram sebagai hiburan tidak secara 
berpengaruh signifikan terhadap nilai iklan dan persepsi iklan di instagram sebagai 
sesuatu yang mengganggu berdampak negatif berpengaruh signifikan terhadap nilai iklan. 

 

Kata kunci: iklan, informasi,. penipuan, hiburan, mengganggu, nilai iklan 

  

 

 



vii 
 
 

DAFTAR ISI 

HALAMAN PENGESAHAN ......................................................................................... i 

PERNYATAAN ............................................................................................................... ii 

KATA PENGANTAR .................................................................................................... iii 

MOTO .............................................................................................................................. v 

ABSTRACT ..................................................................................................................... vi 

DAFTAR ISI ................................................................................................................. vii 

DAFTAR TABEL ........................................................................................................... xi 

DAFTAR GAMBAR ..................................................................................................... xii 

DAFTAR LAMPIRAN ................................................................................................ xiii 

BAB I ............................................................................................................................... 1 

PENDAHULUAN ........................................................................................................... 1 

1.1 Latar Belakang ........................................................................................................ 1 

1.2 Rumusan Masalah ................................................................................................... 3 

1.3 Batasan masalah ...................................................................................................... 4 

1.4 Tujuan penelitian ..................................................................................................... 5 

1.5 Manfaat Penelitian .................................................................................................. 6 

BAB II .............................................................................................................................. 8 

TINJAUAN PUSTAKA .................................................................................................. 8 

 

 



viii 
 
 

2.1 Teori Pemasaran ...................................................................................................... 8 

2.2 Nilai Iklan (Advertising Value) ............................................................................... 9 

2.2.1 Informatif (Informativenss) ............................................................................ 13 

2.2.2 Penipuan (Deceptiveness) .............................................................................. 14 

2.2.3 Ciri Penipuan di Instagram ............................................................................. 15 

2.2.4 Hiburan (Entertainment) ................................................................................ 17 

2.5.1 Gangguan ....................................................................................................... 18 

2.3  Penelitian Terdahulu ............................................................................................ 18 

2.7 Pengembangan Hipotesis ...................................................................................... 20 

2.8 Kerangka Berpikir ................................................................................................. 23 

BAB III .......................................................................................................................... 25 

METODOLOGI PENELITIAN .................................................................................. 25 

3.1 Jenis Penelitian ...................................................................................................... 25 

3.2 Objek, Subjek dan Lokasi Penelitian .................................................................... 26 

3.3 Populasi dan Sampel Penelitian ........................................................................ 26 

3.4 Teknik Pengambilan Sampel ................................................................................. 27 

3.5 Metode Pengumpulan Data ................................................................................... 28 

3.6 Instrumen Penelitian ............................................................................................. 28 

3.7 Definisi Operasional Variabel ............................................................................... 33 

 

 



ix 
 
 

3.8 Uji Coba Instrumen ............................................................................................... 33 

3.9 Teknik Analisis Data ............................................................................................. 34 

BAB 4 ............................................................................................................................. 33 

HASIL DAN PEMBAHASAN ..................................................................................... 33 

4.1 Pengujian Instrumen ............................................................................................. 33 

4.1.1 Uji Validitas .................................................................................................... 33 

4.1.2 Uji Reliabilitas ................................................................................................ 35 

4.2 Analisis Karakteristik Responden ......................................................................... 36 

4.3 Analisis Deskriptif ............................................................................................. 39 

4.4 Uji Hipotesis ......................................................................................................... 42 

4.5 Pembahasan ........................................................................................................... 45 

4.5.1 Persepsi Iklan Di Instagram Sebagai Informasi Berpengaruh Signifikan 

Terhadap Nilai Iklan ................................................................................................ 45 

4.5.2 Persepsi Iklan Di Instagram Sebagai Penipuan Berdampak Negatif 

Berpengaruh Tidak Signifikan Terhadap Nilai Iklan .............................................. 46 

4.5.3 Persepsi Iklan Di Instagram Sebagai Hiburan Tidak Berpengaruh Signifikan 

Terhadap Nilai Iklan ................................................................................................ 47 

4.5.4 Persepsi Iklan Di Instagram Sebagai Sesuatu yang Mengganggu Berdampak 

Negatif Berpengaruh Signifikan Terhadap Nilai Iklan ............................................ 47 

BAB 5 ............................................................................................................................. 49 

 

 



x 
 
 

KESIMPULAN DAN SARAN ..................................................................................... 49 

5.1 Kesimpulan ........................................................................................................... 49 

5.2 Implikasi Manajerial ............................................................................................. 49 

5.3 Keterbatasan Penelitian ......................................................................................... 51 

5.4 Saran ..................................................................................................................... 51 

DAFTAR PUSTAKA .................................................................................................... 52 

LAMPIRAN .................................................................................................................. 57 

 

 

  

 

 



xi 
 
 

DAFTAR TABEL 

Tabel 2.1 Penelitian Terdahulu .................................................................................... 18 

Tabel 3.1 Definisi Operasional Variabel ..................................................................... 33 

Tabel 4.1 Hasil Uji Validitas ......................................................................................... 34 

Tabel 4.2 Hasil Uji Reliabilitas .................................................................................... 36 

Tabel 4.3 Karakteristik Responden ............................................................................. 36 

Tabel 4.4 Hasil Analisis Statistik Deskriptif Variabel Independen .......................... 39 

Tabel 4.5 Hasil Analisis Statistik Deskriptif Variabel Dependen ............................. 41 

Tabel 4.6 Hasil Uji Hipotesis ........................................................................................ 43 

  

 

 



xii 
 
 

DAFTAR GAMBAR 

Gambar 2.1 Kerangka Berpikir .................................................................................. 24 

  

 

 



xiii 
 
 

DAFTAR LAMPIRAN  

 

 


