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Abstract:

Social media is the main choice for producers and sellers to massively market
their products and services, one of which is by using advertisements provided
by social media. The use of advertisements on social media is appropriate
because producers or sellers can customize the desired target market in detail
both from age, gender, location, hobbies, and others based on the social media
user profile. This study will examine the extent to which social media advertising
will be able to influence purchasing decisions for a product or service for
consumers, especially among students. This research was carried out from
August-October 2023 with a survey research type, carried out by distributing
guestionnaires and conducting short interviews with 54 students from several
study programs at Universitas Nahdlatul Ulama Purwokerto. The results showed
that the existence of product or service advertisements on social media had a
positive effect on consumers in making purchasing decisions for a product or
service. Consumers feel that advertisements on social media help in making
purchasing decisions for a product or service. Result from this research can be
used by sellers to encourage the motivation of producers or sellers to further
optimize the use of social media advertising as one of the marketing media to
support the marketing of their products or services.

Keywords: Social media advertising, purchasing decisions, social media
marketing

Introduction

Social media has grown popularity among Indonesians as a means of
communication, information sharing, and brand promotion in recent
years. Social media is becoming one of the most effective alternative
media for producers or sellers to influence customers to buy a product or
service in the commercial environment since the onset of the Covid-19
pandemic in the world (Alalwan, 2018). Companies can increase their
market reach, promote their goods and services, and develop

relationships with their customers by using social media
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(Krisnaresanti et al., 2022). However, there are inherent difficulties in influencing customer purchase
decisions through social media. How companies can make sure their communications are successful and
reach the proper target market is one of the primary issues. In addition, companies must make sure that
their messaging doesn't come out as intrusive or bothersome to customers. The effectiveness of social
media advertising in influencing customer purchasing decisions is also still up for dispute. As a result, this
study will analyze how social media advertising affects UNU Purwokerto students' purchase decisions. This
research is needed to be carried out to find out to what extent advertising on social media has an influence
on a person's decision process to buy a product or service, especially for students who are currently a
generation that has been exposed to technology from an early age.

The Technology Acceptance Model (TAM) is the fundamental theory utilized in this study. This
model is employed to comprehend the elements that affect users' acceptance of technology. (Sukoco et
al., 2022). In this study, TAM will be used to analyze the factors that can influence consumers, especially
students, to make purchasing decisions for products or services that have been promoted through social
media advertisements. There have been limited studies concerning about social media advertising to
consumer purchase decision, has been a lot of research discussing social media, both the benefits and
how to use social media for marketing, but not much has been discussed about the influence of social
media advertising, which is currently widely used by companies to market their products.

The potential of this research is to provide a better understanding of how social media advertising
affects purchasing decisions, especially among college students. The main problem to be studied is how
much social media advertising can influence students to buy goods or services. The specific objectives of
this study are to determine how much influence social media advertising has on the purchasing decisions
of UNU Purwokerto students and to find out what factors influence student purchasing decisions. The
novelty of this research is the use of the Technology Acceptance Model (TAM) as the basic theory in
measuring the influence of social media advertising on student purchasing decisions. The contribution of
this research to science is to provide a better understanding of how social media advertising affects
student purchasing decisions and several factors that are thought to influence student purchasing
decisions, especially from existing social media advertisements.

Previous research on the influence of social media technology on purchasing decisions was
conducted by Rauniar et al (2014) who conducted research on perceptions of Facebook usage where it
was found that social media influenced consumer purchasing decisions. This is also confirmed by the
research of Sukoco et al (2022) where social media marketing is widely carried out by MSMEs (UMKM) in

Indonesia which is increasingly being carried out during the covid-19 pandemic and is currently the choice
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of sellers to market their products. The existence of targeted advertising features on social media is
interesting because social media has a high number of users, where the profile or user data is used by
social media managers as one of the data for placing the right advertisements both in terms of consumers

and producers or sellers.

Literature Review

PURCHASE DECISION

Purchasing decision is an action taken by consumers to buy a product and the decision-making process
that determines purchasing activities (Tjiptono, 2015). Meanwhile, according to Kottler and Keller (2016:
192) purchasing decisions are purchasing decisions of individual end consumers and households who buy
goods and services for personal consumers. According to Kottler and Keller (2016: 235) there are 5
consumer purchasing decision processes.

The first stage in a purchasing decision is when the consumer recognizes a problem or need
encountered in his life. Consumers will feel between the real situation faced and the situation they want.
At the second stage is information search. At this stage, consumers who already know the needs and
problems they face try to find products or services that are expected to solve problems or meet their
needs. Consumers will look for various information related to the product or service. Information can be
obtained from internal and external consumers. Internal information can be obtained from memory or
previous use, external information can be obtained from other people's experiences or info from various
media. After finding enough information, consumers will enter the stage of evaluating the information
that has been obtained. All existing information will be the basis for consumer considerations in order to
sort out the products or services that are considered the most appropriate for consumption and other
alternative choices. In buying decision stage, consumer behavior to actually purchase a product or service.
At this stage, consumers can also decide not to make a purchase for various reasons.

After purchasing a product or service, consumers will feel satisfaction or dissatisfaction.
Consumers who are satisfied with the product or service will have a greater chance of repurchasing or
recommending the use of the product or service to other potential customers. One of the ways consumers
purchasing decisions are currently influenced is through marketing via social media. This method of
marketing has been carried out by many companies or sellers because they feel they are very close to
consumers. This is in line with research conducted by (Shanmugam & Chlarence, 2018), which stated that
consumer purchasing decisions are influenced by the content on social media that consumers see.

Advertising is a special form of communication that is usually used by entrepreneurs to direct persuasive
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communication to target buyers and the public. Advertising is a tool to open two-way communication
between sellers and buyers, so that their wishes can be fulfilled in an efficient and effective way. One of
the strategies in advertising is selecting advertising media (Kotler and Keller, 2016: 161). Choosing
advertising media is determined based on frequency, consumer reach, and the impact that the
advertisement has on consumers. Each advertising media has its own advantages and disadvantages in
advertising a product. As a marketer, you must be able to choose the right advertising media so that
advertisements can reach consumers effectively and efficiently.

Any interactive communication medium that supports two-way conversation and feedback is
referred to as social media. With the advancement of technology, there are now more options for
promotional media, one of which is online media, particularly social media. While it does not cost much,
using social media to promote a business's goods or services gives it a bigger audience (Alalwan, 2018).
Apart from the cost factor, social media marketing actually combines the concepts of word-of-mouth
marketing, marketing research, customer service, and public relations (Karimi and Naghibi, 2015).

There are a number of factors that can affect how well social media advertising works for a
company's targeted consumer promotions. While measuring purchasing decisions on social media
advertising is seen from decisions about the type of product, decisions about the form of the product,
decisions about the brand, decisions about the seller, decisions about the number of products, decisions
about the time of purchase, and decisions about payment, factors that can influence purchases through
social media advertising include appropriate media, attention, understanding, acceptance, and storage.
When using social media for advertising, manufacturers or sellers must also be aware of a number of
factors, such as the type of consumers who will be the sales targets and consumer behavior (Ertemel &

Ammoura, 2016).

Research Methodology

This research is a type of quantitative research because it analyzes the results based on numbers. This
research can also be categorized as survey research because it was carried out by distributing
questionnaires to samples in the UNU Purwokerto student population. Respondents were student
representatives from a number of study programs at UNU Purwokerto. The research stage began by
making initial observations on several students regarding purchasing decisions influenced by social media,
then a literature study was carried out to conclude the problems that occurred as well as looking at
previous research that had been carried out. After that, a research questionnaire was prepared based on

previous research, and the questionnaire was distributed to respondents. The results obtained were then
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analyzed using SPSS. A validity test was carried out using the Pearson correlation value, and a reliability
test was carried out using the Cronbach alpha value for all variables. Multiple regression analysis is used
to calculate the relationship or influence between the independent variable and the dependent variable.
Researchers use 3 variables, there are perceived convenience of social media advertising and perceived
benefits of social media advertising (independent variable), and purchase decision (dependent variable).

Table 1. Variable and Indicators

Variable Indicators
1. After seeing product or service advertisements on social media, it is

easier for me to purchase products/services

I can easily do what | want by using social media

Social media makes it easier for me to interact with other people

Social media advertising can be understood easily

Advertisements that appear on social media are very useful in

searching for the products/services | want

Social media advertising makes it easier for me to find other users'

experiences in using products/services

3. Social media advertising makes it easier for me to get the information
I need

4. |found that social media advertising was beneficial to my life

1. | know my wants and needs

2. | use social media to search for product/service information to fulfill
my needs

3. | decide to purchase products/services by reading other users'
experiences via social media

4. |choose products/services after seeing advertisements on social media

Perceived Convenience of Social
Media Advertising

B W

N

Perceived Benefits of Social Media
Advertising

Purchase Decision

Results and Discussions

Based on 54 respondents from Universitas Nahdlatul Ulama Purwokerto who have filled out the
questionnaire, it can be seen that most of the respondents are female, namely 42 people (77.8%) with
male respondents totaling 12 people (22.2%). It can also be seen that most respondents have an age range
between 19 to 21 years, namely 40 people or 74.1% of the total respondents. Almost all respondents (53
people/98%) have also seen advertisements on their personal social media pages. There are 27 people
who have made purchases from various advertisements they have seen on social media, while others have
only seen them. From some of the respondent profile data, it can be seen that most respondents are in
the teenage age range, are female and have seen advertisements on their personal social media pages,
even some respondents (50%) have purchased products or services based on advertisements they see on

their personal social media.
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Table 2. Respondent Profile

Respondent Profile Total Percentage

Gender

—  Male 12 22,2%

—  Female 42 77,8%
Age

— 16-18 years old 3 5,6%

—  19-21years 40 74,1%

—  22-24 years 9 16,7%

— 25-26yearsold 0 0%

— Above 27 years old 2 3,7%
Seeing ads on social media pages

— Have seen ads 53 8%

— Never seen ads 1 2%
Purchases from social media ads 57 50%

— Have ever made a purchase ?

27 50%

— Never made a purchase

Validity and Reliability Test

Validity and reliability test of the variables in this study using Cronbach's Alpha, the significance value of

the indicator, and the Pearson Correlation value. Based on the data presented in table 3, it can be seen

that the Cronbach's alpha value for perceived convenience of social media advertising is 0,841, perceived

benefits of social media is 0,814, and purchase decision is 0,855, confirm that all have values > 0.6, so that

all variables can be said to be reliable or can measure exactly the phenomenon being measured (Hair et

al, 2010). The significance value of all indicators is in the range between 0.000 to 0.022, which means it is

below the significance value of 0.05, so it can be concluded that all indicators are valid or can be used to

measure all variables in this study. The Pearson Correlation value for all indicators in this study is above

0.3158 (r value for 54 data with a significance of 0.01), so it can be concluded that all research indicators

are valid and can be used in the further analysis process.

Table 3. Validity and Reliability Test

Variable Cronbach Alpha S|gn|f1tfant Pearson Correlation
(one tailed)
Perceived Convenience of Social Media Advertising 0,841 0,000-0,005 0,377-0,808
Perceived Benefits of Social Media Advertising 0,814 0,000-0,022 0,708-0,798
Purchasing Decision 0,855 0,000 0,630-0,871

Findings

Testing was carried out using SPSS version 22 as an analytical tool. This test includes testing the significance

of the effect of the independent variable on the dependent variable. Multiple linear regression analysis
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produces various outputs that can be used for testing with various methods. One of them is the coefficient
of determination to determine the contribution value of the two independent variables to the dependent
and t-test for the significance of the influence of the independent variable on the dependent variable.
However, previously a correlation test was carried out first to ensure the relationship of each independent

variable to the dependent variable.

Perceived Convenience of
Social Media Advertising

Purchase Decision

Perceived Benefits of Social
Media Advertising

Figure 1. Research Model

It can be seen in table 4 for the calculation of the research model. The R-value or R-square means
indicates a simultaneous correlation between the independent variable (perceived benefits and perceived
convenience) and the dependent variable (purchase decision) of 0.645. The R-square value or the
coefficient of determination is 0.416, which means that the level of purchasing decisions influenced by the
perceived convenience and perceived benefits of advertising on social media is 41.6% and the rest is
influenced by other variables not examined. Standard Error of the Estimate is the deviation between the
regression equation and the real variable value is 2.397 units of the dependent variable.

Table 4. Model Summary

R R Square Std. Error of Estimate
0,645 0,416 2,39746

In the ANOVA table below, it is known that the F value is 18.143 where the F value is greater than
the F table df value of 3.179, so it can be stated that the research model is a fit model. This is also indicated

by the significance value of 0.000 <0.050 so that the model can be declared fit or suitable.
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Table 5. ANOVA

Model Sum of Squares df Mean Square F Sig.

Regression 208,565 2 104,282 18,143 .000
Residual 293,139 51 5,748
Total 501,704 53

Table 6. Coefficient

Model Unstandardized Coefficient Standardized Coefficient t Sig.
(Constant) 3,274 2,644 1,238 0,221
Perceived Convenience 0,257 0,149 1,727 0,090
Perceived Benefits 0,294 0,151 1,947 0,057

From the data table 5 above, the regression equation in this study can be concluded as follow:

Y =3.274 4 0.257X1 4 0.294X2 ..ot (1)
So that based on this equation, if the perceived convenience and perceived benefits are equal to 0, the
purchase decision is 3.274. When the perception of convenience increases by one unit, the purchase
decision will increase by 0.257 units. If the perceived benefit increases by one unit, the purchasing decision
will increase by 0.294 units. This shows that perceived convenience and perceived benefits, especially in
advertisements on social media, have a positive influence on consumer purchasing decisions.

First hypothesis: Perceived Convenience of Social Media Advertising has a positive and significant
effect on Purchasing Decisions. The regression analysis carried out produces a t-value of 1.727 which is
higher than the t-table value of 1.675 so that it can be said that the perceived convenience of social media
has a positive influence on purchasing decisions. However, sig. perceived convenience has a value of 0.090
which is higher than 0.050 so that the effect of perceived convenience of social media advertising is not
significant on purchasing decisions. These results can be interpreted that the ease of offers obtained by
consumers through advertisements that appear on personal social media pages has a positive but
insignificant influence on purchasing decisions. Research conducted by Alalwan (2018) is also in line with
this study that advertisements on social media, especially in the convenience offered, have a positive effect
on purchasing decisions.

Second hypothesis: Perceived Benefits of Social Media Advertising have a positive effect on
Purchasing Decisions. The regression analysis carried out produces a t-value of 1.924 which is higher than
the t-table value of 1.675 so that it can be said that the perceived benefits of social media advertising have
a positive effect on consumer purchasing decisions. However, sig. the perceived benefits of social media
advertising has a value of 0.057 which is higher than 0.050 so that the effect of the perceived convenience

of social media advertising is not significant on purchasing decisions. This means that when the benefits
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of social media are greater, especially with the advertisements displayed, consumer purchasing decisions
will be more positive, but the increase in consumer purchasing decisions is not significant. One of the
benefits of advertising is that it makes consumers get information or alternative choices of products or
services to solve problems or meet their needs. This result is in accordance with research Alalwan (2018)
which reveals that the benefits of advertising have a positive effect on consumer purchasing decisions.

The variable test results show that all independent variables have a positive but insignificant effect
on the dependent variable. The relationship between the convenience of social media advertising and
purchasing decisions has a positive but insignificant relationship. This indicates that the convenience of
advertisements on social media that consumers feel or get will facilitate the purchasing decision process
that needs to be carried out such as searching for information, selecting alternatives, or even making it
easier to find other people's experiences of using products or services that appear in social media
advertisements, but the influence of advertising is not fully felt by consumers. Meanwhile, the variable
relationship between the benefits of social media advertising also has a positive but insignificant effect on
consumer purchasing decisions. This indicates that the benefits of social media advertising perceived by
consumers provide a good benefit for consumers, especially in undergoing the process of deciding to
purchase a product or service, but this influence does not directly or significantly make consumers decide
to buy. This is in line with research conducted by Alalwan (2018), Sehar et al. (2019), Abbas Naqvi (2020),
and Vahdat et al. (2021) which states that there is a positive influence of the convenience and benefits of
social media for consumers.

Based on these things, it can be an input for producers or sellers to be able to understand how
communication is carried out through advertising on social media is more optimal. Some of the ways that
might be taken are by adjusting the ad content to better suit the targeted consumers on social media or
organizing target consumers on social media in more detail so that advertisements will be displayed on

more appropriate user profiles.

Conclusion

The high influence of technological developments includes the emergence of social media, which is
currently widely used by producers or sellers to market their products or services, one of which is by
utilizing the features available on social media, currently known as social media advertising. The existence
of product or service advertisements that appear on consumers' social media personal pages can be one
of the things that influence consumers to understand the needs or problems at hand, it can also be an

alternative choice of products or services which will eventually influence a customer's decision to buy or
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not a product or service. Targeting the right consumers by producers or sellers is one of the things that
needs to be considered, so that the advertisements displayed by social media managers are right for the
target market of the seller's or producer's products or services. Other factors that may need to be
considered by sellers to place advertisements on social media can be the focus of further research. It is
also necessary to research other things that may have a more significant influence on consumer decisions

after seeing advertisements on social media pages.
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