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ABSTRAK

Penelitian ini bertujuan untuk membuktikan dan penganalisis pengaruh

dimensi marketing communication advertising terhadap perceived advertising

value iklan Tokopedia di Media Sosial. Penelitian ini dilakukan pada generasi Z di

Kota Padang. Pada penelitian ini digunakan beberapa orang generasi Z yang

berdomisili di Kota Padang. Data yang digunakan adalah data primer yang

diperoleh melalui penyebaran kuesioner secara langsung kepada generasi Z yang

pernah berbelanja melalui platform Tokopedia. Metode analisis data yang

digunakan adalah regresi berganda dan pengujian t-statistik yang diolah dengan

bantuan program SPSS, Berdasarkan hasil pengujian hipotesis pertama ditemukan

Dimensi marketing communication advertising yang diukur dengan

informativeness berpengaruh positif terhadap perceived advertising value Iklan

Tokopedia melalui media sosial menurut penilaian generasi Z di Kota Padang.

Pada pengujian hipotesis kedua ditemukan Dimensi marketing communication

advertising yang diukur dengan entertainment berpengaruh positif terhadap

perceived advertising value Iklan Tokopedia melalui media sosial menurut

penilaian generasi Z di Kota Padang sedangkan pada pengujian hipotesis ketiga

ditemukan Dimensi marketing communication advertising yang diukur dengan

credibility tidak berpengaruh terhadap perceived advertising value Iklan

Tokopedia melalui media sosial menurut penilaian generasi Z di Kota Padang.

Kata Kunci : Marketing Communication Advertising, Perceived Advertising Value.
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ABSTRACK

This study aims to prove and analyze the influence of the marketing

communication advertising dimensions on the perceived advertising value of

Tokopedia advertisements on social media. This research was conducted on

Generation Z in Padang City. In this study, several generation Z people who live

in the city of Padang were used. The data used is primary data obtained through

distributing questionnaires directly to Generation Z who have shopped through

the Tokopedia platform. The data analysis method used is multiple regression and

t-statistical testing which is processed with the help of the SPSS program. Based

on the results of the first hypothesis testing, it was found that the dimensions of

marketing communication advertising as measured by informativeness have a

positive effect on Tokopedia's perceived advertising value through social media

according to the assessment of Generation Z in the City. field. In testing the

second hypothesis, it was found that the dimensions of marketing communication

advertising as measured by entertainment had a positive effect on Tokopedia's

perceived advertising value through social media according to the assessment of

Generation Z in Padang City, while in testing the third hypothesis it was found

that the dimensions of marketing communication advertising as measured by

credibility had no effect on perceived advertising value. Tokopedia through social

media according to the assessment of Generation Z in the City of Padang.

Keywords :Marketing Communication, Perceived Advertising Value.
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