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ABSTRACT 

 
TARUMANAGARA UNIVERSITY 

FACULTY OF ECONOMICS AND BUSINESS 

JAKARTA 

 

 

 

(A)  Kelvin Riandy (115180100) 

(B) THE EFFECT OF INFORMATIVENESS, ENTERTAINMENT, AND 

PERSONALIZATION TO ADVERTISING VALUE WITH IMPACTS 

ON PURCHASE INTENTION ON INSTAGRAM CUSTOMER OF 

AMBU COFFEE CIBINONG 

(C)  XX + 43 Pages + 26 Tables + 7 Images 

(D)  MARKETING MANAGEMENT 

(E)  Abstract: This study aims to determine the effect of informativeness, 

entertainment, and personalization on advertising value with its impact on 

purchase intention. The subject of this research are Instagram customers 

at AMBU Coffee in Cibinong. In this study, the number of sample was 117 

respondents. The method used to sampling the respondents was by using 

non-probability sampling method specifially Convenience Sampling. The 

data was analysed byusing PLS-SEM which consist of a test of outer 

model and inner model. The results of this study showed that 

Informativeness, Entertainment, Personalization have a significant and 

positive effect on Advertising Value with impacts on the Purchase 

Intention. 

(F)  Reference List: 24 (1995 – 2021) 

(G)  PROF. DR. IR. CARUNIA MULYA FIRDAUSY, M.A.  
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ABSTRAK 

 
TARUMANAGARA UNIVERSITY 

FACULTY OF ECONOMICS AND BUSINESS 

JAKARTA 

 

 

 

(A) Kelvin Riandy (115180100) 

(B) PENGARUH INFORMATIVENESS, ENTERTAINMENT, DAN 

PERSONALIZATION TERHADAP ADVERTISING VALUE DENGAN 

DAMPAKNYA TERHADAP PURCHASE INTENTION PADA 

PELANGGAN INSTAGRAM AMBU COFFEE DI CIBINONG 

(C)  XX + 43 Halaman + 26 Tabel + 7 Gambar 

(D)  MANEJEMEN PEMASARAN 

(E)  Abstrak: Penelitian ini bertujuan untuk mengetahui pengaruh 

informativeness, entertainment, dan personalization terhadap advertising 

value dengan dampaknya terhadap purchase intention. Subyek penelitian 

ini adalah pelanggan Instagram pada UMKM AMBU Coffee di Cibinong. 

Dalam penelitian ini, jumlah sampel sebanyak 117 responden. Metode 

yang digunakan untuk pengambilan sampel responden adalah dengan 

menggunakan metode non probability sampling secara spesifik  

Convinience Sampling. Data diolah dengan menggunakan PLS-SEM yang 

terdiri dari test outer model dan inner model. Hasil pada penelitian ini 

adalah Informativeness, Entertainment, Personalization berpengaruh 

signifikan dan positif terhadap Advertising Value dengan dampaknya 

terhadap Purchase Intention. 

(F)  Daftar Pustaka : 24 (1995 – 2021) 

(G)  PROF. DR. IR. CARUNIA MULYA FIRDAUSY, M.A. 
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“Truthfully, it doesn't really matter what you said. All that's important is 

that you were honest with yourself. As long as you do what's in your heart, 

I believe you can do the right thing. Despite everything, it's still you” 

-Sans & Toby Fox (Undertale)- 
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