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INTISARI 

 

Penelitian ini bertujuan untuk menganalisis pengaruh indikator utama yaitu Cost 
Per Result (CPR), Click-Through Rate (CTR), dan Engagement Rate (ER) terhadap dua 
jenis hasil kampanye Meta Ads, yaitu Visit Instagram Profile dan Messaging 
Conversations Started. Dengan menggunakan analisis regresi multivariat, diperoleh 
hasil pada kampanye kunjungan profil dengan model regresi memiliki performa yang 
kuat (R² = 65,7%). Ketiga indikator utama yang digunakan berpengaruh signifikan, 
dengan CPR sebagai variabel paling dominan. Sementara itu, pada kampanye pesan, 
model menunjukkan R² sebesar 49,2% dan hanya CPR yang memiliki pengaruh 
signifikan, sedangkan CTR dan ER tidak berkontribusi secara statistik. Temuan ini 
mengindikasikan adanya perbedaan pengaruh indikator terhadap hasil kampanye, di 
mana kunjungan profil dipengaruhi oleh interaksi pengguna, sedangkan percakapan 
pesan lebih bergantung pada efektivitas biaya per hasil. Selain itu, variabel pendukung 
seperti Impressions dan CPM turut berperan signifikan dalam mendukung keberhasilan 
kedua jenis kampanye. Hasil penelitian ini memberikan landasan bagi strategi optimasi 
iklan berbasis data sesuai karakteristik tujuan kampanye. 
 
Kata Kunci: Meta Ads, Cost Per Result, Click-Through Rate, Engagement Rate, Kampanye 
Digital. 
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ABSTRACT 

 

This research investigates the impact of key performance indicators Cost Per 
Result (CPR), Click-Through Rate (CTR), and Engagement Rate (ER) on the outcomes of 
two distinct Meta Ads campaigns: Visit Instagram Profile and Messaging Conversations 
Started. Employing multiple linear regression analysis, the study reveals that the 
regression model for the profile visit campaign demonstrates a strong explanatory 
power (R² = 65.7%), with all three indicators showing significant influence, and CPR 
standing out as the most influential factor. In contrast, the messaging campaign model 
yields an R² of 49.2%, where only CPR exhibits a statistically meaningful effect, while CTR 
and ER do not significantly contribute. These outcomes highlight a variation in indicator 
effectiveness between campaign types: profile visits are more closely associated with 
user interactions, whereas messaging conversions rely more heavily on cost efficiency. 
Furthermore, supporting variables such as Impressions and Cost Per Mille (CPM) are 
found to significantly enhance both campaign performances. The findings offer strategic 
insights for optimizing data-driven advertising based on campaign objectives. 

 

Keywords: Meta Ads, Cost Per Result, Click-Through Rate, Engagement Rate, Digital 
Campaign. 
 

 

 

  



 

 

VII 
 

DAFTAR ISI 

 

BAB I PENDAHULUAN ......................................................................................... 1 

1.1 Latar Belakang ..................................................................................................... 1 

1.2 Rumusan Masalah ................................................................................................ 2 

1.3 Pertanyaan Penelitian ........................................................................................... 2 

1.4 Tujuan Penelitian ................................................................................................. 2 

1.5 Batasan Masalah .................................................................................................. 3 

1.6 Manfaat Penelitian ............................................................................................... 3 

1.7 Bagan Keterkaitan ................................................................................................ 4 

BAB II TINJAUAN PUSTAKA ................................................................................. 5 

2.1 Studi Sebelumnya ................................................................................................ 5 

2.2 Dasar Teori .......................................................................................................... 9 

BAB III METODOLOGI PENELITIAN .................................................................... 12 

3.1 Tahapan Penelitian ............................................................................................. 12 

3.1.1 Pengumpulan Data .................................................................................. 13 

3.1.2 Penggabungan Data................................................................................. 13 

3.1.3 Preprocessing Data .................................................................................. 13 

3.1.4 Penentuan dan Perhitungan Indikator Model Regresi ............................ 14 

3.1.5 Analisis Statistik Regresi Multivariat ....................................................... 15 

3.2 Alat yang Digunakan ......................................................................................... 18 

BAB IV HASIL DAN PEMBAHASAN ..................................................................... 19 

4.1 Hasil Penelitian .................................................................................................. 19 

4.1.1 Pengumpulan Data .................................................................................. 19 

4.1.2 Penggabungan Data................................................................................. 20 

4.1.3 Preprocessing Data .................................................................................. 21 

4.1.4 Uji Validitas Model Regresi ...................................................................... 25 

4.1.5 Analisis Statistik Regresi Multivariat ....................................................... 29 

4.1.6 Analisis Koefisien Standardisasi (Standardized Coefficient) ................... 32 



 

 

VIII 
 

4.1.7 Visualisasi Data Kampanye Meta Ads ...................................................... 35 

4.2 Pembahasan Hasil Penelitian ............................................................................. 38 

4.2.1 Kampanye Visit Instagram Profile ........................................................... 38 

4.2.2 Kampanye Message Conversation Started .............................................. 38 

4.2.3 Temuan Pada Engagment Rate ............................................................... 39 

4.2.4 Visualisasi Data Kampanye Iklan Meta .................................................... 39 

BAB V KESIMPULAN DAN SARAN ...................................................................... 41 

5.1 Kesimpulan ........................................................................................................ 41 

5.2 Saran……………………………………………………………………………41 

 

 

 

  



 

 

IX 
 

DAFTAR GAMBAR 

Gambar 1.1. Bagan Keterkaitan ........................................................................................ 4 

Gambar 3.1. Flowchart Tahapan Penelitian .................................................................... 12 

Gambar 4.1. Dashboard Kampanye Visit ....................................................................... 36 

Gambar 4.2. Dashboard Kampanye Message ................................................................. 37 

  



 

 

X 
 

DAFTAR TABEL 

Tabel 2.1. Research Gap ................................................................................................... 7 

Tabel 4.1. Struktur Data Tabel ........................................................................................ 19 

Tabel 4.2. Struktur Data Setelah Outlier Removal ......................................................... 24 

Tabel 4.3. Pengujian Awal Model Kampanye Visit ....................................................... 25 

Tabel 4.4. Pengujian Awal Model Kampanye Message ................................................. 26 

Tabel 4.5. Penambahan Variabel Kampanye Visit ......................................................... 27 

Tabel 4.6. Penambahan Variabel Kampanye Message ................................................... 27 

Tabel 4.7. Finalisasi Model Regresi Kampanye Visit .................................................... 28 

Tabel 4.8. Finalisasi Model Regresi Kampanye Message .............................................. 28 

Tabel 4.9. Hasil Statistik Umum Model Regresi OLS Kampanye Visit ........................ 29 

Tabel 4.10. Koefisien Regresi dan Uji Signifikansi Variabel Kampanye Visit ............. 30 

Tabel 4.11. Hasil Statistik Umum Model Regresi OLS Kampanye Message ................ 31 

Tabel 4.12. Koefisien Regresi dan Uji Signifikansi Variabel Kampanye Message ....... 32 

Tabel 4.13. Standardized Coefficient Kampanye Visit .................................................. 32 

Tabel 4.14. Standardized Coefficient Kampanye Message ............................................ 34 

Tabel 4.15. Interpretasi Dashboard Kampanye Visit ...................................................... 36 

Tabel 4.16. Interpretasi Dashboard Kampanye Visit ...................................................... 37 

 

 

 

 

 

 

  


