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ABSTRAK 

DHIYA NABILA SAFITRI, PENGARUH IKLAN ONLINE GO-PAY PAY DAY 

DI INSTAGRAM TERHADAP SIKAP MEMBELI GENERASI MILLENIAL 

AKHIR DI SURABAYA 

Tujuan dari penelitian ini adalah guna mengetahui pengaruh  iklan online GoPay 

Pay Day di Instagram terhadap sikap membeli generasi milenial akhir di Surabaya. 

Peneliti menggunakkan teori S-O-R dengan terpaan iklan (Variabel X) yang diukur 

menggunakkan indikator frekuensi dan durasi. Sedangkan untuk sikap membeli 

(Variabel Y) diukur melalui indikator sikap yakni kognitif, afektif dan konatif. 

Metode yang digunakkan dalam penelitian ini adalah metode kuantitatif dengan 

teknik penarikan sample purposive sampling. populasi penelitian generasi millennial 

akhir (kelahiran 1990-2000) di Surabaya. Teknik pengambilan data dengan kuesioner 

dan jumlah responden yang diambil 100 orang. Data yang didapatkan selanjutnya akan 

diolah menggunakkan uji statistika (SPSS). Hasil yang ditemukkan dari penelitian tidak 

terdapat pengaruh antara terpaan iklan GoPay Pay Day di Instagram terhadap sikap 

membeli generasi milenial akhir di Surabaya.  

 

Kata kunci: Terpaan iklan online, Sikap membeli 
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Abstract 

DHIYA NABILA SAFITRI, INFLUENCE OF ONLINE ADVERTISING GO-PAY 

PAY DAY ON INSTAGRAM ON ATTITUDE OF BUYING LAST MILLENNIAL 

GENERATION IN SURABAYA.   

 The purpose of this study is to determine wether there is or not the impact of 

GoPay Pay Day online advertising to the attitude of buying of last millennial generation 

in Surabaya. Researcher use S-O-R theory with advertising exposure (variable X) 

measurements through duration and frequency indicator. While the attitude of buying 

(Variable Y) measured with attitude indicator that include cognitive, affective and 

konatif. 

 This research used quantitative method with purposive sampling for the 

technique. Population for this research is last millennial generation (was born in 1990-

2000) in Surabaya. Data techniques using questioner and it take 100 resondents for 

sampling. Further the data is processed by using statistical test (SPSS). The result of this 

study that there is no significant impact between GoPay Pay Day online advertising to 

the attitude of buying of last millennial generation in Surabaya.  

 

Keywords: exposure of online advertising, attitude of buying 

  




