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“Hearts Awakened, Live Alive.”
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ABSTRAKSI

Perkembangan penggunaan media sosial sebagai media pemasaran
menyebabkan konsumen semakin sering terpapar iklan digital, sehingga nilai yang
dirasakan dari suatu iklan menjadi penting dalam membentuk respons konsumen.
Penelitian ini bertujuan untuk menganalisis pengaruh advertising value pada iklan
Skintific di Instagram terhadap purchase intention Generasi Z di Indonesia dengan
attitude toward advertising sebagai variabel mediasi. Penelitian ini menggunakan
Theory of Advertising value yang dikemukakan oleh Ducoffe (1995), yang
menjelaskan bahwa nilai iklan terbentuk melalui informativeness, entertainment,
dan irritation. Penelitian menggunakan pendekatan kuantitatif dengan metode
survei. Data primer diperoleh melalui kuesioner daring dengan skala Likert empat
poin kepada 136 responden Generasi Z berusia 18-29 tahun yang memiliki akun
Instagram dan pernah melihat iklan Skintific di Instagram. Teknik pengambilan
sampel menggunakan purposive sampling, sedangkan analisis data dilakukan
menggunakan Partial Least Squares-Structural Equation Modeling (PLS-SEM)
dengan bantuan SmartPLS 3. Hasil penelitian menunjukkan bahwa advertising
value berpengaruh positif dan signifikan terhadap attitude toward advertising dan
purchase intention. Attitude toward advertising juga berpengaruh positif dan
signifikan terhadap purchase intention, serta memediasi secara parsial pengaruh
advertising value terhadap purchase intention.

Kata kunci: advertising value, attitude toward advertising, purchase intention,
Generasi Z, Instagram.
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ABSTRACT

The development of the use of social media as a marketing medium causes
consumers to be exposed to digital advertising more often, so that the perceived
value of an advertisement is important in shaping consumer responses. This study
aims to analyze the influence of advertising value on Skintific Ads on Instagram on
the purchase intention of Generation Z in Indonesia with attitude toward
advertising as a mediating variable. This study uses the Theory of Advertising value
proposed by Ducoffe (1995), which explains that advertising value is formed
through informativeness, entertainment, and irritation. The research uses a
quantitative approach with a survey method. Primary data was obtained through an
online questionnaire with a four-point Likert scale to 136 Generation Z respondents
aged 18-28 years who had an Instagram account and had seen Skintific Ads on
Instagram. The sampling technique used purposive sampling, while the data
analysis was carried out using Partial Least Squares-Structural Equation Modeling
(PLS-SEM) with the help of SmartPLS 3. The results of the study show that
advertising value has a positive and significant effect on attitude toward advertising
and purchase intention. Attitude toward advertising also has a positive and
significant effect on purchase intention, and partially mediates the influence of
advertising value on purchase intention.

Keywords: advertising value, attitude toward advertising, purchase intention,
Generation Z, Instagram.
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