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EFEKTIVITAS IKLAN ONLINE INSTAGRAM TERHADAP  

MINAT BELI FOLLOWERS INSTAGRAM 

Studi pada Brand Scarlett by Felicya Angelista  

(@scarlett_whitening) 

 

Latifah Mutiara Ningrum 

 

ABSTRAK 

 

Kulit merupakan organ tubuh paling luar yang dapat menjadi salah satu sumber 

kepercayaan diri atas penampilan seseorang. Scarlett by Felicya Angelista 

merupakan brand lokal yang memiliki fokus memproduksi produk-produk 

perawatan kulit untuk menangani masalah kulit kering, kusam dan gelap. 

Penelitian ini bertujuan untuk menganalisis efektivitas iklan online Instagram 

terhadap minat beli followers Instagram @scarlett_whitening. Terdapat dua 

variabel dalam penelitian ini, yaitu variabel X iklan online (emphaty, persuasion, 

impact, dan communication) dan varibael Y minat beli (minat transaksional, 

minat referensial, minat preferensial, dan minat eksploratif). Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode survei yang disebar kepada 

100 sampel yakni seseorang yang telah mengikuti akun Instagram 

@scarlett_whitening dan pernah melihat iklan online Scarlett by Felicya 

Angelista di Beranda atau Instagram Story mereka. Untuk menguji hipotesis 

menggunakan uji validitas, uji reliabilitas dan uji regresi linear sederhana. 

Berdasarkan hasil penelitian yang dilakukan, masing-masing dimensi dalam 

variabel iklan online memiliki penilaian positif terhadap minat beli, dimana 

emphaty attachment 57,3%, persuasion attachment 54,8%, impact attachment 

52,5%, dan communication attachment 55,3%. Temuan penelitian ini  

menunjukkan bahwa iklan online Instagram Scarlett by Felicya Angelista 

memiliki efektivitas dan pengaruh signifikan terhadap minat beli followers 

Instagram @scarlett_whitening sebesar 72,8% dengan koefisien korelasi sangat 

kuat.  

 

Kata Kunci: Efektivitas Iklan Online, Instagram @scarlett_whitening, Minat 

Beli. 
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THE EFFECTIVENESS OF INSTAGRAM ONLINE ADVERTISING TO 

BUYING INTEREST OF INSTAGRAM FOLLOWERS  

Study on The Brand Scarlett by Felicya Angelista 

(@scarlett_whitening) 

 

Latifah Mutiara Ningrum 

 

ABSTRACT 

 

The skin is the outermost organ of the body that can be a source of confidence for 

one's appearance. Scarlett by Felicya Angelista is a local brand that focuses on 

producing skin care products to treat dry, dull and dark skin problems. This study 

aims to analyze the effectiveness of Instagram online advertising on the buying 

interest of @scarlett_whitening Instagram followers. There are two variables in this 

study, namely variable X online advertising (empathy, persuasion, impact, and 

communication) and variable Y buying interest (transactional interest, referential 

interest, preferential interest, and explorative interest). This study uses a 

quantitative approach with a survey method that is distributed to 100 samples, 

namely someone who has followed the Instagram account @scarlett_whitening and 

has seen Scarlett by Felicya Angelista's online advertisement on their Home or 

Instagram Story. To test the hypothesis using the validity test, reliability test and 

simple linear regression test. Based on the results of research conducted, each 

dimension in the online advertising variable has a positive assessment of purchase 

intention, where empathy attachment is 57.3%, persuasion attachment is 54.8%, 

impact attachment is 52.5%, and communication attachment is 55.3%. . The 

findings of this study indicate that Instagram Scarlett by Felicya Angelista's online 

advertising has a significant effectiveness and influence on the buying interest of 

Instagram followers @scarlett_whitening by 72.8% with a very strong correlation 

coefficient. 

 

Keywords: Effectiveness of Online Advertising, Instagram @scarlett_whitening, 

Purchase Interest. 
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