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ABSTRAK 

 

Penelitian ini dilakukan dengan memperhatikan keadaan terkait banyaknya fitur pinjaman 

online (paylater) terbaru di kalangan masyarakat, salah satunya adalah fitur 

ShopeePayLater yang dikeluarkan oleh Shopee untuk berbelanja secara online melalui 

dana pinjaman yang diberikan. Dalam hubungannya dengan paparan iklan di media sosial 

Instagram (X) yang diukur melalui tiga sub variabel (frekuensi, durasi, dan atensi), pihak 

Shopee tentu perlu memasarkan fitur barunya tersebut guna mendapatkan banyak 

pengguna. Alhasil, salah satu cara memasang iklan paling efektif adalah di media sosial 

Instagram. Media sosial Instagram dianggap menjadi salah satu media yang efektif dalam 

pembuatan iklan, karena memiliki fitur khusus iklan, yang biasa disebut Instagram Ads. 

Sementara itu, perilaku konsumtif (Y) merupakan sebuah tindakan yang dilakukan ketika 

seseorang membeli suatu produk yang bukan dilandasi kebutuhan, melainkan hanya 

kesenangan semata. Oleh karena itu, dengan menggunakan teori paparan iklan, peneliti 

hendak mengukur apakah melalui paparan iklan di media sosial Instagram, banyak 

khalayak yang menggunakan fitur ShopeePayLater dalam memenuhi perilaku 

konsumtifnya atau tidak. Penelitian ini dilakukan dengan metode kuantitatif, dengan teknik 

pengambilan sampel purposive, melalui penyebaran kuesioner kepada 100 responden yang 

berusia 19-24 tahun di Kota Bandung, menggunakan Instagram dan pernah melihat iklan 

ShopeePayLater di Instagram, serta menggunakan fitur ShopeePayLater dalam berbelanja 

online di Shopee minimal tiga bulan. Hasil penelitian menunjukkan adanya pengaruh 

secara simultan antara paparan iklan di media sosial Instagram terhadap perilaku konsumtif 

pengguna Shopee. 

Kata Kunci: Paparan Iklan, Media Sosial Instagram, Perilaku Konsumtif, Teori Paparan 

Iklan.  



 

 

 

ABSTRACT 

 

This research was conducted by taking into account the conditions related to the many new 

online loans (pay later) features among the public, one of which is the ShopeePayLater 

feature issued by Shopee to shop online through loan funds provided. With advertising 

exposure on social media Instagram (X) which is measured through three sub-variables 

(frequency, duration, and attention), Shopee certainly needs to market its new feature to 

get lots of users. As a result, one of the most effective ways to advertise is on Instagram's 

social media. Instagram social media is considered to be one of the most effective media 

for making advertisements because it has special advertising features, which are commonly 

called Instagram Ads. Meanwhile, consumptive behavior (Y) is an action taken when 

someone buys a product that is not based on need but only for pleasure. Therefore, by using 

advertising exposure theory, researchers want to measure whether, through advertising 

exposure on Instagram social media, many audiences use the ShopeePayLater feature to 

fulfill their consumptive behavior or not. This research was conducted using a quantitative 

method, using a purposive sampling technique, by distributing questionnaires to 100 

respondents aged 19-24 years in the city of Bandung, using Instagram and having seen 

ShopeePayLater ads on Instagram, and using the ShopeePayLater feature to shop online 

at Shopee for at least three months. The results of the study show that there is a 

simultaneous influence between advertising exposure on Instagram social media on the 

consumptive behavior of Shopee users. 

Keywords: Advertising Exposure, Instagram’s Social Media, Consumptive Behavior, 

Advertising Exposure Theory. 
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