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Abstract— With the development of technology to information systems, the ease of accessing particular content has lead consumers to 
use online-based digital media. In recent years, social media has become increasingly prevalent as a business and communication means. 
Since its first launch, Instagram has become one of the fastest growing social networks, this is what makes Instagram an effective 
marketing means for companies. This study aimed to determine attitude and analyze the factors that can influence the attitude of Instagram 
users towards Instagram ads marketing communication activities. Moreover, this study also aimed to determine the effect of attitude 
towards the brand and attitude towards Instagram ads may affect behavioral intention. 

Manuscript type — Research Article  

Research purposes — To determine attitude and analyze the factors that can influence the attitude of Instagram users towards Instagram 
ads marketing communication activities. Moreover, this study also aimed to determine the effect of attitude towards the brand and attitude 
towards Instagram ads may affect behavioral intention. 

Design/methodology/approach — An online survey has been conducted to 230 Instagram social media users. The model has been 
tested using structural equation modeling technique. 

Research Finding — Based on the results of this study, it is known that both brand attitude and attitude towards Instagram ads have a 
significant positive effect between the two, and that brand attitude and attitude towards Instagram ads have a significant positive effect on 
behavioral intention. And for model 2 after the brand attitude is removed, based on the results obtained it is known that Ad Perception, Ad 
Credibility, Information, Irritation, and Mood have a significant influence on attitude toward the ads on social media instagram. 

Keywords — Advertising, Instagram, Instagram ads, Attitude toward brand, Attitude toward the ads, Behavioral intention.   

——————————   u   —————————— 

1 INTRODUCTION                                                                     
he evolution of the global era where technology, facili-
ties and infrastructure as well as the rapidly developing 
information systems, has changed the traditional and 

customary fashion used in marketing. Along with the devel-
opment of technology to information systems, the ease of 
accessing particular content has lead consumers to use 
online-based digital media. McKinsey Indonesia (Unlocking 
Indonesia's digital opportunity, 2016) stated that the average 
time spent by Indonesian people in using the internet 
through mobile phones is 3.5 hours per day, and the time 
spent on social media is amounted to 2.9 hours per day, in 
which 78% of internet users utilize it to conduct online trans-
actions. 

In recent years, social media has become increasingly 
prevalent as a business and communication means. Busi-
nessmen are beginning to realize the importance of social 
media as a way to engage with consumers at a more personal 
level, whereas companies are able to apply marketing tech-
niques and create brand image. Instagram is one of the con-
siderable amount of existing social media platforms. Insta-
gram itself is basically one of the various social media, which 
allows users to share photos and videos with other users. In 

2015, Instagram released its latest feature, where users can 
promote a product or service. With this new feature, Insta-
gram users can freely create any content that they want to 
promote on Instagram. 

This remarkable growth has transformed the marketing 
system today. All content on Instagram is a form of photos 
and videos. 52% of individual are convinced by a product 
when they watch the video, and the fact indicated that the 
possibility of buying a product after the buyer watch the vid-
eo has increased to as much as 74% (Wally & Koshy, 2014). 
86% of the high-end brands owns Instagram accounts, this 
increased from the initial figure of 71% at this time last year, 
and this is what makes Instagram an effective marketing tool 
for companies (Simply Measured, 2014). 

A number of 72% of Instagram social media users report 
that purchasing decisions are made based on something they 
see when browsing in the application (Emelyanova, 2017). 
Apart from all the conveniences and benefits offered from 
Instagram ads, Instagram ads are similar to any other adver-
tising media, particularly online advertising media. In adver-
tising a product or service, a negative attitude may arise if the 
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consumer considers advertisement as an excessive and intru-
sive material. Therefore the marketers should understand 
and notice that consumer attitudes towards an object may 
affect the attitude of the consumer towards other objects that 
are related to it, and if the consumer has a positive attitude 
towards advertising, a positive attitude towards the product 
(and vice versa) may be generated. This should be a concern 
for marketers in determining the advertising media used spe-
cifically for social media marketing and to include it as part 
of the company's integrated marketing communication. 

Based on the model from MacKenzie & Lutz, 1989 and 
Ducoffe, 1996, which is used as a reference by the author in 
conducting this research, the identified factors that may affect 
attitude towards brands and attitude towards Instagram ads 
is the behavioral intentions from users of Instagram social 
media. In this research, the limitation and focus on this re-
search is the use of Instagram ads features on Instagram so-
cial media, which are used as the advertising media. Where-
as, the previous studies merely focused on 1 print media and 
advertisement as a whole. 

Based on the description on the introduction part, the pur-
pose of this research was to determine attitude and analyze 
the factors that may affect the attitude of Instagram users 
towards Instagram ads marketing communication activities. 
Moreover, this research also aimed to determine whether the 
effect of attitude towards brand as well as attitude towards 
Instagram ads may affect behavioral intention. 

2  LITERATURE REVIEW  
Previous studies has discussed attitudes towards ads and 

attitude toward advertising and were limited to traditional 
media, whereas this study combines attitude toward ads, atti-
tude toward advertising adjusted to the cognitive response 
model with the final variable in the form of behavioral inten-
tion on Instagram social media. Instagram ads have an algo-
rithm that allows advertisers on Instagram to determine the 
target of their ads appropriately, therefore by observing the 
behavioral intention of Instagram social media users, the be-
havior of the users and the effectiveness of the ads may be 
identified. 

Ad Perception 
Customers' perception regarding the attractiveness of ad-

vertisement is an important component of attitude towards 
brands (Ruiz, 2004). Customers' perceptions of advertisement 
are affected by their individual profiles. Hence, the expected 
hypotheses are as follows: 

H1:  Perception towards Instagram Ads (Ad Percep-
tion) has a significant, positive effect on Brand 
attitude. 

H2:  Perception on Instagram Ads (Ad Perception) 
has a significant, positive effect towards how 
an individual respond to Instagram ads (Atti-
tude towards the Ads). 

Ad Credibility 

Abdul Azeem and Zia ul Haq (2012) found that credibility 
can lead to positive consumer attitudes toward advertisement. 
Tsang, Ho, and Liang (2004) approved that credibility may 
affect consumers' attitude towards advertisement. Cues in 
advertisements determine the quality of advertising messages, 
which affect brand attitudes (Jaworski & MacInnis, 1989). One 
of the factors in determining consumers' attitude towards ad-
vertisement or brands that may affect information processing 
is the credibility of advertisement. Hence, the expected hy-
potheses are as follows: 

H3:  Ad Credibility has a significant positive effect 
towards Brand attitude. 

H4:  Ad Credibility has a significant positive effect 
towards how individual respond to Instagram 
social media ads (Attitude towards the Ads). 

Entertainment 
Entertainment has been identified as a factor that contrib-

utes to attitude towards advertisement (Wang et al, 2002). 
Based on the results of research conducted, it was found that 
entertainment is the key driver of attitude towards brand even 
though irritation also has a significant effect on attitude to-
wards the brand. Hence, the expected hypotheses are as fol-
lows: 

H5:  The level of entertainment or aesthetic value of 
Instagram Ads (Entertainment) has a signifi-
cant positive effect towards Brand attitude. 

H6:  The level of entertainment or aesthetic value of 
Instagram Ads (Entertainment) has a signifi-
cant positive effect on how individual respond 
to Instagram ads (Attitude towards the Ads). 

Informativeness 
Previous research also proved that consumers who have a 

positive attitude towards advertisement tend to be more in-
volved in the advertisement and spend more time responding 
to information related to the advertisement (Mehta, 2000). Ad-
vertisement can provide beneficial and crucial information for 
consumers, which may then ultimately affect their attitude 
(Kola & Akinyele, 2010). They will start searching for further 
information about products and services, which ultimately 
leads to their behavioral intentions. Hence, the expected hy-
potheses are as follows: 

H7:  The relevance of information from Instagram 
Ads (Informativeness) has a significant positive 
effect towards Brand attitude. 

H8:  The relevance of information from Instagram 
Ads (Informativeness) has a significant positive 
effect on how individual respond to Instagram 
ads (Attitude towards the Ads). 

Irritation 
Irritation has become a significant issue in advertisement. 

James and Kover (1992) indicated that there is a negative rela-
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tionship between irritation and attitudes toward advertise-
ment. There are indications that ad irritation is negatively re-
lated to brand attitude. Based on the findings of previous re-
search, it is expected that ad irritation may have a significant 
negative effect on brand attitudes. Hence, the expected hy-
potheses are as follows: 

H9:  The acceptance level of Instagram Ads activi-
ties (Irritation) has a significant negative effect 
towards the Brand attitude. 

H10:  The acceptance level of Instagram Ads activi-
ties (Irritation) has a significant negative effect 
on how individual responds to Instagram ads 
(Attitude towards the Ads). 

Mood 
Spears, N., & Singh, S. N. (2004) stated that feelings (or 

moods) serves as antecedents towards remaining variables 
(Attitude towards advertising, attitude towards brands, and 
intention to buy) in this model. Feelings are affective respons-
es to communication messages received, not as message quali-
ty, but as the recipient's affective status when exposed to the 
message. Hence, the expected hypotheses are as follows: 

H11:  The level of change in moods from Instagram 
Ads has a significant positive effect towards 
Brand attitude. 

H12:  The level of change in mood from Instagram 
Ads has a significant positive effect on how in-
dividual respond to Instagram ads (Attitude 
towards the Ads). 

Brand attitude & Attitude towards the Ads 
Consumers' attitude toward advertisement are the best in-

dicators to determine consumer behavior intentions (Wang et 
al., 2009). Furthermore, attitude towards advertisement have 
been debated to simultaneously and directly affecting brand 
attitudes and buying intentions (Mackenzie et al., 1986). 
Hence, the expected hypotheses are as follows: 

H13:  Attitude variable towards brand (Brand atti-
tude) has a significant positive effect towards 
Instagram ads (Attitude towards the Ads). 

H14:  Attitude variable towards Instagram ads (Atti-
tude towards the Ads) has a significant posi-
tive effect towards the brand attitude variable. 

Behavioral Intentions 
Zemore and Ajzen (2014) stated that attitude is one of the 

significant predictors of intention. Substantial amount of stud-
ies in the previous literature indicated that attitudes are strong 
predictors of behavioral intention. Hence, the expected hy-
potheses are as follows: 

H15:  Attitude variable towards brand (Brand atti-
tude) has a significant positive effect towards 
Behavioral Intentions. 

H16:  Attitude variables towards Instagram ads (Atti-
tude towards the Ads) have a significant posi-
tive effect on Behavioral Intentions.	  	  

3 RESEARCH METHODS 
This research used a quantitative approach by distributing 

online-based questionnaires. This research used descriptive 
research methods that aimed to describe a characteristic from 
a group of Instagram social media users. The population in 
this research are the entire people who own and use Instagram 
social media. Whereas the sample in this research are several 
owners and users of Instagram social media who are aware of 
the advertisements contained on the social media. Further-
more, the data is processed by using structural equation mod-
els (SEM). The result of processing the model will indicate the 
relationship between the variables present in the advertise-
ment stimulus towards brand attitude, attitude towards the 
ad, and behavioral intention. 

Figure 1. Research Model (Model 1) 

The variable indicators in this research are obtained from 
various literature. The rating scale used in this research are 
Likert scale and differential semantic scale. Likert scale is a 
rating scale that requires respondents to indicate the level of 
agreement or disagreement. On the Likert scale number 1 
(one) is expressed as the 'strongly disagree' statements, and 
number 6 (six) is expressed as 'strongly agree' statements 
(Bruner & Hensel, 1996).  
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Table 1 Item Questionnaire Questions 

 

The researcher used purposive sampling technique in 
which sampling has been determined by Non-Probability 
Sampling, with a minimum of 190 respondents. The minimum 
number of respondents obtained from the calculation of the 
total attributes or indicators listed in the questionnaire multi-
plied by five (Malhotra, 2010). The sample size will be ob-
tained through the distribution of online questionnaires and 
shared with self-administered questionnaires, where the re-
spondents are not assisted by the researcher in completing the 
questionnaire. 

From these results, the researcher has tested the validity 
and reliability contained in the questionnaire questions. In 
testing the validity, researchers used factor analysis methods. 
Some of the parameters used are Kaiser Mayer Olkin (KMO) 
in which the KMO value must be greater than 0.5. Component 
matrix value must be greater than 0.5. Furthermore, reliability 
testing was carried out by looking at the value of Cronbach's 

Alpha with a minimum value requirement of 0.7 (Malhotra, 
2010).  

Based on the two tests, it is found that each indicator vari-
able as a whole has fulfilled the existing parameter require-
ments, except for M11, BI5 and BI6 with the component matrix 
value less than 0.6. Then, in the reliability test, the whole vari-
able has fulfilled the existing parameter requirements for 
Cronbach's Alpha. Following the re-specification testing, 
which is conducted by removing M11, BI5 and BI6 variables, 
the results of the essay variable are valid and reliable to pro-
ceed to the next step, i.e., processing the data using the SEM 
method 

4 RESULT AND DISCUSSION 
This research used the SEM method using AMOS 22 soft-

ware to validate the measurement model and test the existing 
hypotheses by using path analysis. In the validity test through 
CFA, the standardized loading factor (SLF) value is observed 
in a model with a cut-off value of ≥ 0.5 (Wijayanto, 2008). Var-
iables that did not meet the requirements were eliminated 
from the research model. In addition, researchers has also test-
ed the reliability by calculating the composite reliability (CR) 
value and the average variance extracted (AVE) value. Varia-
bles or indicators are said to be reliable if the value of CR ≥ 0.7 
and AVE value ≥ 0.5 (Malhotra, 2010). The measurement of the 
CFA model was carried out on 9 variables and the results of 
the tests indicated that ad perception and mood showed AVE 
values below the requirements. However, according to Fornell 
and Larcker (1981), the value of AVE below 0.5 is acceptable 
when the CR value is higher than 0.6, then the convergent va-
lidity of the construct is still adequate, therefore all variables 
are declared as valid and reliable. Accordingly, the existing 
models are tested for compliance with the fit model test 
(Goodness of Fit) and the overall model obtained can be con-
sidered to have a good value. 

Next, the researchers conducted a structural model test on 
Amos to test the hypotheses and to observe the significant 
effect between these latent variables in the research model. 
From the output of existing structural models, there are sever-
al indicators that indicated a significant relationship between 
variables. These indicators include the p-value of *** or 0.001 
and the CR (Critical Ratio) value, or expected t-value results 
indicated a number greater than 1.645. With 16 existing hy-
potheses, it has been found that 7 out of 16 hypotheses tested 
has a significant affect towards the dependent variable, 
whereas the other 9 hypotheses does not indicate the presence 
of effect or in other words, the existing data did not support 
the hypothesis proposed by the researcher  
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Table  2  Path  Analysis  Model  1  

 

Based on the results obtained, it is known that hypothesis 1 
is rejected. This is because the perception towards advertise-
ment does not affect the attitude of Instagram social media 
users on a brand. Moreover, it can also be caused by the as-
sumption of users that the perception of advertisement as a 
whole cannot affect a person's attitude towards a brand. 

Based on the results obtained, it is known that hypothesis 2 
is rejected. The results of this research are in contrast with the 
research conducted by MacKenzie & Lutz (1989), which stated 
that there is a significant positive effect between ad percep-
tions towards ad attitude. Based on the results of the research 
mentioned, the absence of an 'effect' can be caused by several 
matters such as the differences in perceptions of advertise-
ments that exist in print media with electronic media such as 
Instagram ad. Furthermore, it can also be caused by users as-
suming that the overall perception of advertisement is differ-
ent from the advertisements on Instagram social media. 

Based on the results obtained, it is known that hypothesis 3 
is rejected. The results in this research are similar to those 
conducted by MacKenzie & Lutz (1989). In the research, it was 
said that ad credibility had a weak positive relationship and 
did not significantly affect the brand attitude. This result may 
also occur due to the credibility of advertisement that may not 
generally affect a person's attitude towards a brand. Moreo-
ver, it is easy to post advertisements on the Instagram ads 
without verifying the seller or the goods sold, causing users to 
question the authenticity of the items sold, thus affecting the 
brand. 

Based on the results obtained, it is known that hypothesis 4 
is rejected. In a survey conducted by Nielsen in 2015, it was 
found that 74% of Indonesian consumers said that advertise-
ment affected their tendencies to choose a brand. Generally, it 

can be said that the credibility of advertisement are still high 
in Indonesia. Whereas several matters that make respondents 
respond to negative advertisements on Instagram social media 
can be caused by the easiness of posting the advertisement on 
Instagram without selection, therefore there might be several 
respondents who have experienced unpleasant impressions 
related to the ads on Instagram. 

Based on the results obtained, it is known that hypothesis 5 
is rejected. This is different from the research conducted by 
Marti-Parreño, et al (2013). In the research, it is known that 
Entertainment had a significant positive effect on Brand Atti-
tude. This difference can be caused by Instagram ads which 
are not entirely shown in the form of videos, and Instagram 
ads are only limited to 15 seconds. McQuail (1983) said that 
the entertainment value of a media lies in its ability to fulfill 
the needs of the user to escape, to have a hedonistic pleasure, 
aesthetic pleasure as well as emotional discharge. Further-
more, users also assumed that the entertainment or aesthetic 
value of Instagram ads, cannot shape a person's attitude to-
wards a brand. 

Based on the results obtained, it is known that hypothesis 6 
is rejected. In a research conducted by Le & Hien (2017), it is 
found that entertainment has no significant effect on Attitude 
towards the Ads. This can be caused by Instagram social me-
dia users who considered that the level of entertainment con-
tained in Instagram ads is not a crucial matter, but the level of 
information, irritation, mood and brand itself may cause an 
effect. 

Based on the results obtained, it is known that hypothesis 7 
is rejected. For Instagram ads, the higher level of relevance of 
information from Instagram ads, the easier it will be for users 
to search for a brand that will impact users' attitude towards 
the brand. This can be because by the average amount of re-
spondents who assumed that advertisements on Instagram 
social media are considered as something that cannot provide 
the right information needed, therefore this affect the percep-
tion of respondents who views that the brand does not adver-
tise its products or services or the advertisement provided is 
not attractive. 

Based on the results obtained, it is known that hypothesis 8 
is accepted. In the research conducted by Le & Hien (2017), it 
is found that informativeness had a significant positive effect 
on Attitude towards the Ads. The research also stated that 
there is a significant positive value between Informativeness 
variable and Attitude towards the Ads. This is because the 
easiness of finding information on Instagram social media 
provides convenience for users, which then caused users to 
prefer Instagram more than any other social media and have a 
favorable opinion on the Instagram ads themselves. 

Based on the results obtained, it is known that hypothesis 9 
is rejected. This may occur due to a condition where the more 
irritating an advertisement is, the more aware the user will be 
of a product that has an impact on the feeling of curiosity to-
wards the product. 
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Based on the results obtained, it is known that hypothesis 
10 is accepted. This may occur because the more irritating an 
advertisement is, the more negative assumption by the user 
towards the advertisement, in consequence this may cause the 
negative attitude of user towards the advertisement. 

Based on the results obtained, it is known that hypothesis 
11 is rejected. This may occur because the user assumed that 
the mood of the user cannot explain the brand. Moreover, if a 
user feels he/she has a good mood, then the user tends to do 
what he likes therefore he/she may not focus on a particular 
brand. 

Based on the results obtained, it is known that hypothesis 
12 is accepted. This may occur due to the condition where the 
higher the mood of the user, the higher tendencies of the users 
to feel more content in looking at the existing ad. 

Based on the results obtained, it is known that hypothesis 
13 is accepted. This may occur because if a person has a favor-
able attitude towards a brand or being satisfied with a brand, 
hence it may also have a propitious impact on the attitude 
towards Instagram ad. 

Based on the results obtained, it is known that hypothesis 
14 is accepted. This may occur because if a person like or feel-
ing satisfied towards an ad on Instagram, the advertisement 
may have a favorable impact towards one's attitude towards 
the brand on the ad. 

Based on the results obtained, it is known that hypothesis 
15 is accepted. This is consistent with the research regarding 
the effect of brand attitude towards behavioral intention car-
ried out by Lee and Miyoung in 2017. This indicated that the 
attitude of an Instagram social media user towards a brand 
may affect the behavior carried out by the user, either by dis-
seminating the information, commenting the good things, rec-
ommending the brand, or generating loyalty. If an individual 
has a favorable attitude towards a brand, then the person may 
also have good intentions on the brand. 

Based on the results obtained, it is known that hypothesis 
16 is accepted. This is in tune with the research conducted by 
Mehta (2000), which stated that consumers with attitude to-
ward positive advertisements have a tendency to spend more 
time in finding information related to these advertisements, 
and have a higher probability of buying products or services 
offered. 

In this further analysis, the researcher have analyzed the 
attitude toward the ads on behavioral intention from the same 
respondents. This further analysis is conducted by the re-
searcher with the brand attitude or attitude toward the brand 
variable being eliminated because the researcher is apprehen-
sive about the situation in which most respondents did not 
mention the brand name on the ad they remembered, there-
fore the researcher suspected the results of the questionnaire 
could not explain the brand attitude fairly. By eliminating the 
brand attitude variable, the researcher also removed the cogni-
tive response model that was previously used. 

 

Figure 2. Further Analysis Model (Model 2) 

By using same respondents and the same stages, model 2 
indicated that the overall model can be considered to have a 
fairly good value. Hence, an analysis of causal correlation is 
carried out. The results of evaluating the suitability of the 
structural model with the adjusted research hypotheses based 
on model 2 are summarized in Table 3 below. 

Table  3  Path  Analysis  Model  2 

 

Based on the results obtained from this further analysis, it 
is known that several data in this research have significant 
positive effects, i.e., ad perception, ad credibility, informative-
ness, and mood on how individual respond to Instagram so-
cial media ads (Attitude towards the Ads). Thus it can be said 
that hypotheses 2, 4, 8, 12 and 16 are accepted. Whereas the 
irritation variable indicated a significant negative effect on 
how individual respond to Instagram ads (Attitude towards 
the Ads). Thus it can be said that hypothesis 10 is accepted. 
The results of hypotheses 2 and 4 are in tune with previous 
studies conducted by MacKenzie & Lutz (1989) in which ad 
perception and ad credibility has a significant positive effect 
on ad attitude. Whereas hypothesis 12 are in line with the re-
search of Spears & Singh (2004) who claimed that mood has a 
positive effect on attitudes toward advertisement. Whereas 
hypothesis 16 indicated that the better the users' attitude to-
wards an advertisement, the better the behavioral intention 
will be. Whereas hypothesis 10 indicated a significant negative 
effect between irritations towards how individual respond to 
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Instagram ads (Attitude towards the Ads). This indicated that 
hypothesis 10 is accepted. Hypotheses 8 and 10 consistent 
with previous studies conducted by Metha (2000) and James & 
Kover (1992). 

Whilst the effect on the level of entertainment or aesthetic 
value from Instagram Ads (Entertainment) does not have a 
significant positive effect on how individual respond to Insta-
gram social media ads (Attitude towards the Ads). Thus it can 
be said that hypothesis 6 is rejected. These results can be 
caused due to the feature of Instagram ads which merely 
shows relatively short ads, therefore entertainment or aesthet-
ic value is not considered as a noteworthy matter in advertis-
ing on Instagram social media. 

5 CONCLUSION 
Based on the results of this study, it is known that both 

brand attitude and attitude towards Instagram ads have a sig-
nificant positive effect between the two, and that brand atti-
tude and attitude towards Instagram ads have a significant 
positive effect on behavioral intention. And for model 2 after 
the brand attitude is removed, based on the results obtained it 
is known that Ad Perception, Ad Credibility, Information, 
Irritation, and Mood have a significant influence on attitude 
toward the ads on social media instagram. 

 

MANAGERIAL IMPLICATIONS 
Based on model 2, it can be seen that the most influential 

thing from an ad on the first ads Instagram is the mood, then 
irritation, ad perception, informativeness, and the last ad cred-
ibility. However, in advertising, it will be difficult if marketers 
want to build a good mood, because the mood between each 
user of social media is different. The level of acceptance or 
irritation as much as possible is made as small as possible, but 
this will be difficult to regulate by marketers because market-
ers tend to regulate more focused on the target consumer and 
the content of the ad. Likewise, the same as ad perception and 
ad credibility, the perception and credibility of Instagram ads 
are not regulated by one advertisement carried out by the 
marketer, but rather a number of advertisements that have 
been seen by the user which causes the perception to form. 
While credibility will also be formed not because of one ad 
that is felt by the user, but a number of ads that are on the in-
stagram by the user. So the most important thing that can be 
controlled by marketers is informativeness. Informativeness 
can be in the form of relevance of product information with 
user interest and appropriate information when needed. 

Instagram social media allows ads on social media (Insta-
gram ads) to always be on the home and Instagram story dis-
play for each user who is targeted by the ad. Based on model 
1, marketers need to pay attention to the level of information 
(informativeness) contained in the advertisement as well as 
the level of acceptance of the activity of Instagram ads (Irrita-
tion) in making an advertisement. The level of information 
that needs to be considered includes the level of relevance of 
product information and the right information when needed. 
As for the level of acceptance of the Instagram ads activity 

(Irritation), advertisements are considered Insulting Intelli-
gence, annoying and Irritating. Ads can be considered annoy-
ing and Irritating if the ad appears too often. 

Instagram is social media with active users of more than 1 
billion and continues to grow (Liputan 6, 2018). This social 
media has become a good marketing medium because it has a 
broad market throughout the world. The behavior of users of 
social media in addressing the advertisements on social media 
(Instagram ads) is good, so marketers only need to pay atten-
tion to how social media users evaluate or can consider the 
brand of the company. 
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