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INTISARI 

 

 

Pertumbuhan dan potensi iklan SMS merupakan peluang yang signifikan 

bagi pemasar untuk menjangkau konsumen di era digital. Namun tidak terlepas 

dari faktor-faktor yang mempengaruhi kesediaan  konsumen untuk menerima 

iklan SMS. Penelitian ini mencoba mengintergrasikan beberapa penelitian 

terdahulu seperti Phau et al., (2010) serta Phau dan Teah (2009) yang 

diadaptasikan kedalam konteks negara baru Timor-Leste, dengan maksud untuk 

mengetahui pengaruh motivasi pengunaan SMS, persepsi utilitas iklanSMS, 

pemanfaatan informasi kontekstual dalam iklan SMS, pengorbanan yang 

dirasakan oleh konsumen muda dalam menerima iklan SMS, kontrol atau 

pengendalian diri saat menerima iklan SMS, kepercayaan konsumen muda pada  

isi informasi pribadi dalam iklan SMS, serta sikap konsumen muda pada iklan 

SMS terhadap kesediaan konsumen muda untuk menerima iklan SMS di Timor-

Leste. Penelitian ini juga dapat bermanfaat baik dari segi manajerial maupun 

akademik demi menambah ilmu pengetahuan tentang  komunikasi pemasaran 

berbasis iklan SMS. Konteks dalam penelitian ini di Timor-Leste yang merupakan 

negara baru baru dengan sampel 300 mahasiswa dan mahasiswi yang berumur 18-

40 tahun di kota Dili dengan model penelitian self-administered questionaire yang 

dibagi di tiga kampus terkemuka di Timor-Leste yakni: Universitas Nasional 

Timor-Leste, Univercidade da Paz dan Dili Institute of Technology yang 

dilakukan pada tanggal 20 September-30 Oktober 2013 dengan menggunakan 

skala  likert dalam lima alternatif pilihan. Analisis deskriptif dan regresi linier 

berganda yang digunakan dalam pengolahan data penelitian ini menunjukan 

semua variabel independen dapat mempengaruhi variabel dependen dengan 

tingkat skala pengukuran yang tinggi dan analisis regresi linier berganda serta 

analisis regresi sederhana juga menunjukan pengaruh yang sangat signifikan pada 

kesediaan konsumen muda untuk menerima iklan SMS di Timor-Leste. Beberapa 

implikasi, keterbatasan dalan penelitian ini seperti: Penelitian ini hanya 

dikalangan konsumen muda di kota Dili sehingga sangat penting bagi suatu 

penelitian lanjut untuk mengetahui budaya dan segmen demografis secara umum 

dan detail. Sampel dalam penelitian ini juga hanya konsumen muda dengan umur 

18-40 tahun juga menjadi suatu keterbatasan, karena Timor-Leste memiliki 

beragam konsumen dari berbagai lapisan masyarakat dengan status ekonomi 

sosial yang beragam juga. 

 

Kata Kunci: Bukti penerimaan iklan SMS oleh konsumen muda di Timor-Leste. 
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ABSTRACT 

The growth and potential of SMS advertising is a significant opportunity 

for marketers to reach consumers in the digital age. But not independent of the 

factors that influence the willingness of consumers to accept advertisements is 

trying to integrate some SMS. Penelitian previous studies such as Phau et al., 
(2010) and Phau and Thea (2009) adapted into the context of the new nation of 

Timor-Leste, with intent to determine the effect of the use of SMS motivation, 

perception iklanSMS utilities, use of contextual information in SMS advertising, 

sacrifice perceived by young consumers to receive SMS advertisements, control 

or self-control when receiving an SMS ad, a young consumer confidence in the 

contents of personal information in SMS advertising, and attitudes of young 

consumers in ads SMS to young consumers willingness to accept SMS advertising 

in Timor-Leste. This research could also be beneficial in terms of both managerial 

and academic in order to increase knowledge about SMS advertising-based 

marketing communications. In this study in the context of Timor-Leste is a new 

new country, with a sample of 300 male and female students aged 18-40 years in 

Dili with a model of a self-administered questionaire research is divided in three 

leading campus in East Timor namely: the  East Timor National University, 

Univercidade da Paz, and Dili Institute of Technology which was held on 

September 20-October 30, 2013 by using a Likert scale of five alternatives. 

Descriptive analysis and multiple linear regression were used in data processing 

research shows all the independent variables can affect the dependent variable 

with a high degree of measurement scales and multiple linear regression analysis 

and simple regression analysis also showed a significant effect on the willingness 

of young consumers to receive SMS ads in Timor-Leste. Some of the 

implications, limitations role in this research as: The study was only among young 

consumers in Dili so it is very important for a further study to determine the 

cultural and demographic segments in general and detail. The sample in this study 

also only young consumers aged 18-40 years also be a limitation, because the 

Timor-Leste has a diverse range of consumers from all walks of life with diverse 

socio-economic status as well. 

 

Keywords :   Young Consumer Acceptance of SMS Advertising-Evidence from 

Timor-Leste Consumers. 

 

 

 

 

 

 

 

 



ix 

 

DAFTAR ISI 

                  

Halaman 

 

HALAMAN JUDUL .......................................................................................... i 

HALAMAN PENGESAHAN ............................................................................ ii 

HALAMAN PERNYATAAN...........................................................................iii 

INTISARI  ....................................................................................................... iv 

ABSTRAC  ........................................................................................................ v 

DAFTAR ISI .................................................................................................... xi 

DAFAR TABEL .............................................................................................. xii 

DAFTAR GAMBAR ...................................................................................... xiii 

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

1.1 Latar Belakang Masalah ........................................................... ...2 

1.2 Rumusan Masalah...........................................................................7 

1.3 Batasan Masalah .............................................................................7 

1.4 Tujuan Penelitian ........................................................................ 8 

1.5 Manfaat Penelitian ...................................................................... 9 

1.6  Struktur Tesis..................................................................................9 

BAB II TELAAH  LITERATUR DAN PENGEMBANGAN HIPOTESIS..10 

2.1 Pendahuluan.................................................................................10 

2.2 Periklanan.................... .............................................................. 10 

2.3 Iklan SMS........................ .......................................................... 11 

2.4 Isi Pesan.............................. ....................................................... 15 

 

 



x 

 

2.4.1 Daya Tarik Rasional ...................................................... 15 

2.4.2 Daya Tarik Emosional ................................................... 15 

2.5 Akseptansi Konsumen Terhadap Iklan SMS................................17 

2.6 Kerangka Penelitian.....................................................................19 

2.7 Kajian Penelitian Terdahulu dan Hipotesis Penelitian.................22 

BAB III METODOLOGI  PENELITIAN .................................................... 25 

3.1 Pendahuluan ....... ...................................................................... 25 

3.2 Konteks Riset...............................................................................25 

3.3 Metode Riset...................... ........................................................ 28 

3.4 Populasi dan Sampel ................................................................. 29 

3.5 Definisi Operasional..... ............................................................. 29 

3.6 Alat Analisis.................................................................................33 

BAB IV ANALISIS DAN INTERPRETASI DATA……………...37 

4.1 Pendahuluhan.................. ......................................................... .37 

4.2 Pengujian Validitas dan Reliabilitas Instrumen...........................38 

4.2.1 Uji Validitas Instrumen .................................................. 38 

4.2.2 Uji Reliabilitas Instrumen .............................................. 40 

4.3 Karakteristik Responden ........................................................... 41 

4.3.1 Umur Responden ........................................................... 41 

4.3.2 Jenis Kelamin Responden .............................................. 42 

4.3.3 Penghasilan Responden.................................................. 43 

4.3.4 Pengetahuan Dalam Mengunakan Hand Phone .............. 44 

4.3.5 Motivasi Pengunaan SMS ......... .................................... 45 

4.3.6 Frekuensi Penggunaan SMS........................................... 46 

 

 



xi 

 

4.3.7 Persepsi Utilitas Terhadap Iklan SMS..............................47 

 

4.3.8 Pemanfaatan Informasi Kontekstual Dalam Iklan  

SMS..................................................................................48 

4.3.9 Pengorbanan Yang dirasakan Dalam Menerima  

Iklan SMS.........................................................................49 

4.3.10 Kontrol/Pengendalian Diri  Dalam Menerima Iklan  

SMS..................................................................................50 

4.3.11 Kepercayaan Terhadap isi Iklan SMS..............................51 

4.3.12 Sikap Terhadap Iklan SMS..............................................52 

4.3.13 Kesediaan Konsumen Muda Untuk Menerima Iklan  

SMS..................................................................................53 

4.3.14 Frekuensi Penerimaan Iklan SMS................................... 54 

4.3.15 Tanggapan Konsumen Muda Dalam Menindaklanjuti 

Iklan SMS.........................................................................55 

         4.4  Akseptansi Konsumen Muda Terhadap Iklan 

SMS.......................................................................................56 

BAB V PENUTUP..............................................................................................38 

5.1 Kesimpulan...................................................................................39 

5.2 Saran ..........................................................................................40 

DAFTAR PUSTAKA 

LAMPIRAN 

 

 

 

 



xii 

 

DAFTAR TABEL 

 

Tabel 1.1 Tabel Definisi Operasional Variabel...................................................31 

Tabel 1.2 Hasil Uji Validitas...............................................................................39 

Tabel 1.3 Hasil Uji Reliabilitas............................................................................40 

Tabel 1.4 Distribusi Frekuensi Jawaban Responden Atas Motivasi....................45 

Tabel 1.5 Distribusi Frekuensi Jawaban Responden Atas Persepsi Utilitas........47 

Tabel 1.6 Distribusi Frekuensi Jawaban Responden Atas  Pemanfaatan  

 Informasi Kontekstual.........................................................................48 

Tabel 1.7  Distribusi Frekuensi Jawaban Responden Atas Pengorbanan  

 Yang Dirasakan...................................................................................49 

Tabel 1.8  Distribusi Frekuensi Jawaban Responden Atas Pengendalian  

 Atau Kontrol Diri................................................................................45 

Tabel 1.9  Distribusi Frekuensi Jawaban Responden Atas Kepercayaan  

 Terhadap Iklan SMS...........................................................................45 

Tabel 1.10 Distribusi Frekuensi Jawaban Responden Atas Sikap  

 Terhadap Iklan SMS...........................................................................45 

Tabel 1.11 Distribusi Frekuensi Jawaban Responden Atas Kesediaan 

  Konsumen Muda Untuk Menerima Iklan SMS.................................45 

Tabel 1.12 Hasil Pengujian Hipotesis Secara Parsial..........................................61 

Tabel 1.13 Hasil uji multikolonieritas.................................................................62 

Tabel 1.14 Determinan Kesediaan Konsumen Muda Untuk Menerima Iklan 

SMS.....................................................................................................63 

Tabel 1.15 Kesimpulan Pengujian Hipotesis.......................................................70 

 

 



xiii 

 

 

DAFTAR GRAFIK 

Gambar 1.1 Karakteristik Responden Berdasarkan Umur...................................41 

Gambar 1.2 Jenis Kelamin Responden................................................................42 

Gambar 1.3 Penghasilan  Responden...................................................................43 

Gambar 1.4 Pengetahuan Dalam Menggunakan  Hand Phone............................44 

Gambar 1.5 Frekuensi Pengunaan SMS...............................................................46 

Gambar 1.6 Frekuensi Penerimaan Iklan SMS....................................................54 

Gambar 1.7 Tanggapan Mengenai Iklan SMS.....................................................55 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiv 

 

DAFTAR GAMBAR 

 

Gambar 1.1 Gambar Kerangka Penelitian............................................................21 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 




