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ABSTRAK 

Iklan dalam aplikasi Shopee adalah salah satu media baru. Bagaimana sikap 
konsumen terhadap pengaruh iklan dalam aplikasi Shopee. Adapun sikap konsumen 
terhadap iklan dalam aplikasi Shopee dengan mengidentifikasi dimensi 
informativeness, entertainment, credibility, dan irritation. 

Penelitian ditujukan untuk mengetahui pengaruh iklan dalam aplikasi seluler 
Shopee terhadap sikap konsumen. Secara spesifik dengan mengidentifikasi 
informativeness, entertainment, credibility, dan irritation pada iklan dalam aplikasi 
Shopee. Penelitian kuantitatif ini dirancang dengan desain korelatif menggunakan 
metode survei. Teknik pengambilan sampel yang digunakan adalah probability 

sampling dengan teknik sampel acak sederhana. Data dikumpulkan dengan 
menyebarkan kuesioner dengan jumlah sampel 100 responden yang merupakan 
follower official account instagram Shopee. Hipotesis diuji dengan menggunakan 
Rank Spearman.  

Hasil uji menunjukkan bahwa tayangan iklan dalam aplikasi seluler Shopee 
memiliki hubungan signifikan yang kuat dan searah dengan sikap followers instagram 
Shopee dengan nilai sebesar 0,675. Adapun secara spesifik dimensi informativeness, 

entertainment, credibility memiliki pengaruh positif pada sikap terhadap iklan dalam 
aplikasi Shopee dengan hasil hubungannya kuat sedangkan irritation dengan hasil 
hubungannya cukup kuat. 

 

Kata Kunci: iklan dalam aplikasi seluler, informativeness, entertainment, credibility, 

irritation, sikap konsumen   
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ABSTRAK 

Shopee's in-app advertising is one of the new media. How are consumer 

attitudes about the influence of advertising in the Shopee application. As for 

consumer attitudes towards advertisements in the Shopee application by identifying 

dimensions of informativeness, entertainment, credibility, and irritation. 

The research was aimed to determine the effect of advertisements in the 

Shopee mobile application on consumer attitudes. Specifically, by identifying 

informativeness, entertainment, credibility, and irritation on advertisements in the 

Shopee application. This study was designed with a correlative design using a survey 

method. The sampling technique used was probability sampling with a simple random 

sampling technique. Data were collected by means of a questionnaire with a sample 

size of 100 respondents who are followers of the official Shopee Instagram account. 

The hypothesis was tested using Rank Spearman. 

The results of the test show that ad impressions in the Shopee mobile 

application have a significant and unidirectional relationship with the attitude of 

Shopee's Instagram followers with a value of 0.675. Specifically, the dimensions of 

informativeness, entertainment, credibility have a positive effect on attitudes towards 

advertisements in the Shopee application with a strong relationship, while irritation 

with the results of the relationship is quite strong  

 

Keywords: in-app mobile advertising, informativeness, entertainment, credibility, 

irritation, and consumer attitude 
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