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Abstract 

 
The study aims to analyze the factors that influence the effectiveness of advertising on Instagram and 
its impact on the buying interests of the Millennial Generation. The factors used are: Credibility, Value, 
Informative, Emotion, and Entertainment. The analysis was carried out using confirmatory factor 
analysis based on data collected through cousions adopted from previous research. Data was then 
analyzed using the SmartPLS statistical program. Significant influences were found on the credibility, 
informative, emotion, and social media advertising factors. The results of this research can be useful 
for entrepreneurs who will do advertising on Instagram and also be a reference for students who take 
digital marketing or consumer behavior courses. 
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1. INTRODUCTION 

Utilising technology to support marketing efforts in order to better understand 

customers by meeting their demands is known as digital marketing (Sukandi, 2023). Through 

networking and social media users, digital marketing offers a platform to promote advertising 

or companies, keep customers, and boost revenue. In other terms, digital marketing is also 

known as online marketing or website marketing. The benefit of using digital marketing is that 

it allows both consumers and sellers to interact with one another on a digital platform while 

also saving the seller money and time on traditional marketing efforts (Saepudin, 2023) 

User-generated content can be created and shared through social media, which is an 

Internet-based application (Yusuf and Saepudin, 2023). Social media can house social and even 

academic information flows. Instagram is one of the social media platforms that is often used 

today.  

The Millennial Generation is currently a generation that is particularly interested in 

utilising Instagram since this app gives those who want to express their emotions a place to do 

so. 2022) (Sugandi). Because Instagram is one of the social media apps that is currently keeping 

up with innovations in the rapidly expanding field of digital marketing, researchers in this study 

specifically focused on Instagram as a social media platform. And in the current generation, 

when the Millennial Generation is dominant, this may be a fantastic chance. (2023; Saepudin).  
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The researchers were motivated to conduct a study on the topic of factors influencing 

the effectiveness of Instagram advertising and its effect on the buying interest of the Millennial 

Generation at the University of Klabat based on factors like value, credibility, emotion, 

entertainment, and informative Instagram advertising in order to assist businesspeople or 

consumers. This study was the first of its kind to be conducted at Klabat University. 

The definition of credibility given by Suryanto (2023) is a consumer's impression of 

brand trust. Customers will pay more attention to an advertisement if they think the idea being 

conveyed in it is credible (Yusuf dan Saepudin, 2023). On the other hand, when online 

advertising is less reliable or trustworthy, customers will avoid it. 2013 (Yang dkk). This will 

have a negative impact on the customer's intention to acquire the good or service promoted in 

the advertisement. User ranks and ad value are most positively impacted by credibility (Yusuf 

dan Saepudin, 2023).  

H1: Social media advertising is significantly influenced by criteria of credibility 

Generous nial. 

Advertising that contains a lot of emotions and Millennial Generation awareness can 

typically be effective (Saepudin dkk, 2023). Consumer good emotions are triggered by material 

that is full of happy endings, particularly stories about adoration, compassion, empathy, and 

sympathy, which are largely owned by the audience as a result of minor things like happiness 

awakening within them. Based on a range of information examined on social media platforms, 

emotional passion can also improve consumer behaviour (Prihadi & Surtiani, 2023). 

Positive emotion-evoking advertisements are more likely to be shared than negative 

emotion-evoking advertisements. Additionally, Hartman et al. (2016) highlighted that a good 

emotional response to an advertisement can result in increased behaviour towards advertising, 

brands, and purchase inclinations (McQuitty, & Sautter 

2011). Strong reactions and an increase in the virality of films can both be produced by 

using positive emotions. Therefore, it can be inferred that any emotion, whether happy or bad, 

that we experience within ourselves has the potential to influence our behaviour and reactions 

to advertisements that will ultimately cause or at least contribute to business operations. 

H2: Emotional elements substantially affect social media advertising Generation 

Millennial. 

According to Sutaguna Dkk. (2023), entertainment is defined as the ability of the 

advertising or marketing process itself to provide pleasure and satisfaction in entertainment for 

the audience. The ability to display something pleasant so that the message in the advertisement 

can be delivered, as well as to evaluate the effectiveness of advertising, is an important 
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component of advertising. Warmth, comfort, and pleasure can all be found in watching 

entertainment. Consumers of vulnerable ages tend to assert that young consumers spend most 

of their time on apps that give them entertainment rather than on mobile apps that deliver 

communication or productivity. (Maulana dkk. 2023).Thus, a marketer must include or 

combine ads with entertainment areas that can grab the attention of someone watching them. 

Saputra dkk. (2023) mentions that the way people interact with content can show their attitude 

toward brands when the content has a positive impact on consumers or viewers. In addition, 

Yusuf and Saepudin (2023) revealed that the content value of an advertisement has a greater 

impact when associated with entertainment than with informational advertising. Ads that are 

less entertaining will also have a low chance of being shared or shared with others (Sutaguna 

& Yanto, 2022).A study conducted by Princess Dkk. (2020) revealed that entertainment has a 

greater influence than other factors in attracting the attention and interest of consumers. In 

order to attract an audience, a marketer must be able to create a funny and direct message at its 

core because consumers usually like ads that give them their own value, including ads that can 

give them an entertaining and clear message.The beneficial impact of entertainment on 

advertising will increase attention and consumer loyalty. 

H3: The informative factor has a significant influence on the social media advertising of 

Generation Z. 

According to Sutaguna Dkk. (2023), entertainment is defined as the ability of the 

advertising or marketing process itself to provide pleasure and satisfaction in entertainment for 

the audience. The ability to display something pleasant so that the message in the advertisement 

can be delivered, as well as to evaluate the effectiveness of advertising, is an important 

component of advertising. Warmth, comfort, and pleasure can all be found in watching 

entertainment. Consumers of vulnerable ages tend to assert that young consumers spend most 

of their time on apps that give them entertainment rather than on mobile apps that deliver 

communication or productivity. (Maulana dkk. 2023). Thus, a marketer must include or 

combine ads with entertainment areas that can grab the attention of someone watching them. 

Saputra dkk. (2023) mentions that the way people interact with content can show their attitude 

toward brands when the content has a positive impact on consumers or viewers. In addition, 

Yusuf and Saepudin (2023) revealed that the content value of an advertisement has a greater 

impact when associated with entertainment than with informational advertising. Ads that are 

less entertaining will also have a low chance of being shared or shared with others (Sutaguna 

& Yanto, 2022). A study conducted by Princess Dkk. (2020) revealed that entertainment has a 

greater influence than other factors in attracting the attention and interest of consumers. In 



 
 

Influence Of Instagram Advertising On Millenial Purchase Intention 

18     International Journal Of Management Research And Economics-  Vol. 1 No. 4 November 2023 

 

order to attract an audience, a marketer must be able to create a funny and direct message at its 

core because consumers usually like ads that give them their own value, including ads that can 

give them an entertaining and clear message. The beneficial impact of entertainment on 

advertising will increase attention and consumer loyalty. H3: The informative factor has a 

significant influence on the social media advertising of Generation Z 

 

2. RESEARCH METHOD 

The method of the study included 138 respondents, of whom 68.8% were women and 

31.2% were men. Based on this gender-related demographic data, the largest group is women. 

Based on the author's observation that it is women who see ads on Instagram more often than 

men, And from the data of 138 respondents obtained, it can be seen that the number of 

respondents is monotonous by the age of 19–22, when they are what can be called Generation 

Z. 

 

3. RESULT AND DISCUSSION 

Table 1. Validity and Realibility Result 
 

  
Cronbach's Alpha 

 
Composite 
Reliability 

 
AVE 

Credibility 0.852 0.901 0.696 
Emotion 0.877 0.910 0.669 

 
Entertainment 

0.889 0.923 0.752 

 
Informative 

0.885 0.916 0.685 
 

Purchase 
Intention(Minat 

Beli) 

 
 

0.910 

 
 

0.937 

 
 

0.787 
 

Social Media 
Advertising 

 
 

0.892 

 
 

0.914 

 
 

0.570 

Value 0.691 0.866 0.764 
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Table 2. Struktural Model 

 P Values Information 
Credibility -> Social Media 

Advertising                        
0.000 

Signifikan Emotion 

-> Social Media Advertising                            0.000 Signifikan Entertainment -> 

Social Media Advertising                 
0.287 

*Tidak Signifikan 
Informative -> 

Social Media Advertising                 0.000 Signifikan 
Social Media Advertising -> 

Purchase 
Intention(Minat Beli) 

0.000 
Signifikan 

 

The first hypothesis (H1) examined how social media advertising is affected by 

credibility. The test's findings revealed that the value of the credibility effect on social media 

advertising with a p-value of 0 is equal to zero. Similar to the findings of studies by (Kibtyah 

& Karnia 2021) & (Dwinda dkk, 2022), which found that credibility criteria do, in fact, have 

an impact on Instagram advertising. This demonstrates that the credibility factor has a big 

impact on social media marketing. 

The second hypothesis (H2) examined how emotions might affect social media 

advertising. The test's findings demonstrated the importance of emotion's influence on social 

media advertising, with a p-value of 0.000 indicating that this impact is significant. The 

emotion component can have a favourable impact, according to a survey by (Araujo dkk, 2022). 

This important finding is the outcome of Millennials' perception that positive feelings include 

those evoked by advertising. 

4. CONCLUSION 

After analysing the data and discussing the study, the researchers concluded that 

credibility, emotion, and information have significant influences on social media advertising, 

while value and entertainment have no significant influence over social media marketing, and 

social media ads themselves have significant effects on buying interests. As a suggestion for 

future researchers, add other factors, extend the research, or use another generation as a target 

population. To help entrepreneurs create advertisements that can attract attention and have an 

impact on purchasing interests. 

 

 

 



 
 

Influence Of Instagram Advertising On Millenial Purchase Intention 

20     International Journal Of Management Research And Economics-  Vol. 1 No. 4 November 2023 

 

REFERENCES  

Agichtein, E., Castillo, C., Donato, D., Gionis, A., & Mishne, G. (2008, February). Finding 
high- quality content in social media. In Proceedings of the 2008 international 
conference on web search and data mining, 183-194. 

Aji,  W.  N.,  &  Setiyadi,  D.  B.  P.  (2020).  Aplikasi  Tik  Tok  sebagai  media  
pembelajaran keterampilan bersastra. Metafora: Jurnal Pembelajaran Bahasa dan 
Sastra, 6(2), 147-157. 

Alalwan, A.  A.  (2018). Investigating the impact of  social media advertising features 
on customer purchase intention. International Journal of Information Management, 
42, 65- 

Alrayyes, S., & Taşkin, N. (2022). The Impact of Social Media Websites on Customers’ 
Purchase Intention in New Zealand. Yönetim Bilimleri Dergisi, 20(44), 299-328. 
https://doi.org/10.35408/comuybd.888699. 

Arya, M. P., & Kerti, Y. N. N. (2020). Advertising value of Instagram stories and the 
effect on millennial’s attitude. Russian Journal of Agricultural and Socio-Economic 
Sciences, 99(3), 

Assauri, S. (2004). Manajemen Pemasaran. Rajawali Press. 

Cascio,  W.  F.  (2014).  Managing  Human  Resources :  Productivity,  Quality,  of  Work  
Life,  Profits. 

Fardiansyah, H., Putri, P. A. N., & Ariawan, A. (2023). BANKING TRANSACTIONS 
USING FINANCIAL TECHNOLOGY EXPANDED DURING THE COVID 19 
PANDEMIC. Jurnal Ekonomi, 12(01), 40-47. 

Frianty, R., & Yudiani, E. (2015). Hubungan Antara Kematangan Beragama Dengan 
Strategi Coping Pada Santriwati Di Pondok Pesantren Tahfidz Putri. Psikis: Jurnal 
Psikologi Islami, 1(1), 59-70. 

Halik, A., & Aini, Z. (2020). Analisis keaktifan siswa dalam proses pembelajaran daring di 
masa pandemi covid-19. ENLIGHTEN: Jurnal Bimbingan Konseling Islam, 3(2), 131-
141. 

Halik, A., Karim, H. A., Sintani, M. Y., & Vieara, C. A. (2023). Pelatihan Chromotherapy 
Sebagai Strategi Alternatif Pencegahan Gangguan Psikologis Siswa. Madani: 
Indonesian Journal of Civil Society, 5(1), 10-19. 

Halik, A., Khumairo, A., & Yawisah, U. (2022). The Instrument Construction for Students' 
Religious Moderation: Psychometric Analysis. ENLIGHTEN: Jurnal Bimbingan 
Konseling Islam, 5(2), 80-94. 

Haq, M. S., Bakri, A. A., Halik, A., & Sari, M. (2023). Utilization and development of 
guidance and counseling applications to support the potential development of 
vocational students. Jurnal Mantik, 7(1), 293-302. 

https:// doi/abs/10.1145/1341531.1341557. 

Karnadi, H., Zuhdiyah, Z., & Yudiani, E. (2019). Hubungan Antara Kontrol Diri dengan 
Kecanduan Internet pada Siswa Kelas XI SMA Negeri 16 Palembang. Jurnal 
Intelektualita: Keislaman, Sosial Dan Sains, 8(2), 161-170. 

Kosasi, S. (2015). Perancangan E-learning untuk Meningkatkan Motivasi Belajar Guru dan 
Siswa. 



 
 

e-ISSN : 2986-7398, p-ISSN : 2987-6311, 15-21 
 
 

 

Kurniadi, W., Lotte, L. N. A., Cakranegara, P. A., Sampe, F., & Yusuf, M. (2022). HANAN 
WEDDING PLANNER'S MARKETING COMMUNICATION STRATEGY FOR 
INCREASING SALES IN THE COVID-19 PANDEMIC ERA ON THE TIKTOK 
APP. Jurnal Ekonomi, 11(03), 1359-1364. 

McGraw-Hill. Gilbert, & Jones, M. G. (2001). E-learning is e-normous. Electric 
Perspectives. 26(3), 66–82. Handoko, & Hani., T. (2000). Manajemen Personalia dan 
Sumber Daya Manusia. BPFE. 

Munandar, A., Fatimah, S., Cakranegara, P. A., Kunda, A., & Putri, P. A. N. (2023). 
EXAMINING THE IMPACT MANAGERIAL OWNERSHIP AND FINANCIAL 
PERFORMANCE ON DIVIDEND POLICY. Jurnal Ekonomi, 12(01), 66-70. 

Pudjowati, J., Cakranegara, P. A., Pesik, I. M., Yusuf, M., & Sutaguna, I. N. T. (2021). The 
Influence Of Employee Competence And Leadership On The Organizational 
Commitment Of Perumda Pasar Juara Employees. Jurnal Darma Agung, 30(2), 606-
613. 

Pudjowati, J., Cakranegara, P. A., Pesik, I. M., Yusuf, M., & Sutaguna, I. N. T. (2021). The 
Influence Of Employee Competence And Leadership On The Organizational 
Commitment Of Perumda Pasar Juara Employees. Jurnal Darma Agung, 30(2), 606-
613. 

Pudjowati, J., Cakranegara, P. A., Pesik, I. M., Yusuf, M., & Sutaguna, I. N. T. (2021). The 
Influence Of Employee Competence And Leadership On The Organizational 
Commitment Of Perumda Pasar Juara Employees. Jurnal Darma Agung, 30(2), 606-
613. 

Putri, A. N., & Triayarti, N. (2013). Pengaruh Likuditas (Cash Ratio) Dan Loan To Deposit 
Ratio Terhadap Profitabilitas Aset (Roa) Pada Sektor Perbankan Yang Tercatat Di 
Bursa Efek Indonesia Periode 2008-2012 (Doctoral dissertation, Udayana University). 

Putri, A. N., & Triayarti, N. (2013). Pengaruh Likuditas (Cash Ratio) Dan Loan To Deposit 
Ratio Terhadap Profitabilitas Aset (Roa) Pada Sektor Perbankan Yang Tercatat Di 
Bursa Efek Indonesia Periode 2008-2012 (Doctoral dissertation, Udayana University). 

Saepudin, A., Prihadi, M. D., Asmala, T., & Yusuf, M. (2022). WORK FROM HOME 
(WFH) POLICIES ARE BEING IMPLEMENTED AT THE BANDUNG CITY 
PUBLIC WORKS DEPARTMENT. Journal of Research and Development on Public 
Policy, 1(1), 42-50. 

Soukotta, A., Sampe, F., Putri, P. A. N., Cakranegara, P. A., & Yusuf, M. (2022). 
FINANCIAL LITERACY AND SAVINGS BEHAVIOR FEMALE 
ENTREPRENEURS IN KIARACONDONG MARKET, BANDUNG CITY. Jurnal 
Darma Agung, 30(2), 652-662. 

Soukotta, A., Sampe, F., Putri, P. A. N., Cakranegara, P. A., & Yusuf, M. (2022). 
FINANCIAL LITERACY AND SAVINGS BEHAVIOR FEMALE 
ENTREPRENEURS IN KIARACONDONG MARKET, BANDUNG CITY. Jurnal 
Darma Agung, 30(2), 652-662. 

Sudirjo, F., Putri, P. A. N., Rukmana, A. Y., & Hertini, E. S. (2023). DURING THE COVID-
19 PANDEMIC, SOUTH GARUT DEVELOPED A MARKETING PLAN FOR 
SANSEVIERIA ORNAMENTAL PLANTS. Jurnal Ekonomi, 12(02), 1066-1075. 



 
 

Influence Of Instagram Advertising On Millenial Purchase Intention 

22     International Journal Of Management Research And Economics-  Vol. 1 No. 4 November 2023 

 

Sutaguna, I. N. T., Sampe, F., Dima, A. F., Pakiding, D. L., & Yusuf, M. (2022). 
Compensation and Work Discipline's Effects on Employee Achievement at Perumda 
Pasar Juara. YUME: Journal of Management, 5(3), 408-428. 

Utama, I. G. B. R., Junaedi, I. W. R., Putri, P. A. N., & Krismawintari, N. P. D. (2022). 
Determining The Popularity of Island Tourist Destinations Using Google Trends 
Analysis. International Journal of Social Science, 2(2), 1257-1266. 

Wowling, S. A. S., Yusuf, M., Gampu, S., & Sahala, J. (2022). Product Quality And Pricing 
Influence On The Brand Reputation Of Loco Coffee Fast Food Products. Jurnal Darma 
Agung, 30(2), 541-548. 

Yusuf, M., & Matiin, N. (2022). ANALYSIS OF THE EFFECT OF THE MARKETING 
MIX ON PURCHASING DECISIONS. International Journal of Economics and 
Management Research, 1(3), 177-182. 

Yusuf, M., & Matiin, N. (2022). ANALYSIS OF THE EFFECT OF THE MARKETING 
MIX ON PURCHASING DECISIONS. International Journal of Economics and 
Management Research, 1(3), 177-182. 

Yusuf, M., Fitriyani, Z. A., Abdilah, A., Ardianto, R., & Suhendar, A. (2022). The Impact 
Of Using Tokopedia On Profitability And Consumer Service. Jurnal Darma Agung, 
30(2), 559-573. 


