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Utilization of social media marketing greatly influences a brand in terms of
awareness, the relationship between the organization and consumers, and
purchase intention. Therefore this research was conducted to study the
interactions that social media users give to image or video advertisements
displayed on Instagram. The research model used in this study is descriptive
quantitative, by distributing questionnaires to respondents online via Google
form. The study uses descriptive statistical analysis to measure the average,
frequency distribution, and calculate the value of the distribution in the
resulting data. The results of this study indicate that there is an influence on
consumer response to advertisements on social media Instagram. This study
shows that Instagram is the right choice for one of its marketing strategies
because consumers give a good response.
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A. Introduction

Business is an activity that sells goods or services with various kinds of
business processes that aim to get profits or benefits. From year to year, the business
world always experiences great developments. Currently, many people or
organizations have started to create their businesses. Different products or services
offered have also been carried out with various offers.

Behind the existing business, there is a business strategy that must be known
and must be planned carefully [1]. Business people must understand what strategy
to use, such as knowing their target market, what products are in great demand by
many people today, and so on [2]. Small and big things must be considered in detail
to create creative business opportunities and development. Especially in this
increasingly advanced era, business people are required to be able to do business
creatively in today's technological era [3].

Talking about technology and its development, it is undeniable that technology
brings many benefits to our lives [4]. Various activities can be assisted and
completed with technology that is growing every day. One of them is business
activity [5]. Lots of people use technology to grow their businesses. Because in this
day and age, information is very easily spread through technology, such as the
internet, with many users. Advertising on social media platforms is one way to
market or promote their products or services to increase their sales [6].
Advertisements are made as attractive as possible to get the attention of social
media users to the products or services offered [7].

In Indonesia, technological developments, mainly social media use, are
growing rapidly [8]. According to Hootsuite in 2019 [9], the level of internet use in
Indonesia is 150 million people, an increase of 13% or around 17 million people
from 2018. The next data is the level of active social media users in Indonesia of 150
million people, up 15% or roughly 20 million people from 2018. On average, social
media users in Indonesia access or spend 3 hours and 26 minutes daily using
electronic devices. The five social media platforms with the most or most active
users, according to Hootsuite in 2019, are Youtube, Whatsapp, Facebook, Instagram,
and Line, with the percentages that can be seen in Figure 1 below.
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Figurel. The Most Active Social Media Platform in Indonesia [9]
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Based on previous research, right use of social media marketing greatly
influences a brand both in terms of awareness, the relationship between the
organization and consumers, and purchase intention [8] [10]. Hence, many brands
out there create advertisements on social media, one of which is Instagram [11].
People in business and their teams are required to design advertisements that suit
market tastes. Thus, consumers have different perceptions of an image or video ad
displayed on Instagram [12]. This research studies the interaction that users give to
an advertisement so that it can have an influence or impact on brands or companies
that use Instagram as one of their marketing strategies. There are several identified
problems in this research:

1. Can advertising content on Instagram influence users?
2. How do users respond to ads served on Instagram?
3. What is the user's assessment of advertisements on Instagram?

Based on the identification of the problem above, the issue of this research is
limited to only examining advertisements on Instagram social media in Indonesia.
At the same time, the formulation of the problem is how to analyze consumer
response to advertisements on Instagram social media. In addition, the research
aims to find out what kind of display design or advertising content is interesting and
can be a consideration for users of the advertised product or service, thereby
inviting them to rate the ad as useful. Research benefits are divided into academic
benefits and practical benefits. For academic benefits, research can add insight and
knowledge to other parties and become the foundation or basis of literature for
future research. Meanwhile, for practical benefits, research can help organizations,
companies, or individuals understand consumer responses to advertisements on
Instagram social media.

B. Research Method
1. Research Model

This type of research is quantitative descriptive. The analysis tool used is
descriptive statistics, through several stages such as data collection (characteristics
of each social media user and history tracking), data tabulation, data processing,
data analysis (using graphical diagrams and tables), data description, and
conclusions. The object of research is the analysis of consumer responses to
advertisements on the social media Instagram.

2. Research Variables
Variable is a concept that have values, namely the existence of dependent and
independent variables. The dependent variable is a variable that is influenced or
caused by the independent variable. While the independent variable is a variable
that affects the dependent variable [13]. The variables in this study are:
a. Variable X (independent variable), namely consumer response.
b. Variable Y (dependent variable), namely ads on social media Instagram.

3. Variable Measurement
Data analysis in this study is a quantitative analysis, expressed in the form of
numbers or quantitative data scores, starting from strongly disagree with a score of
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1 to 5 strongly agree. Variable measurements are carried out using a 5-level scale
using alternative answers as follows [14]:

1. SD (Strongly Disagree)

2. D (Disagree)

3. N (Neutral)

4. A (Agree)

5. SA (Strongly Agree)

4. Hypothesis
The hypothesis is a temporary answer to the research problem formulation,
where the research problem formulation has been stated in a question sentence
[15]. The theory in this study are as follows:
1. There are influences and differences in the level of consumer response to
advertisements on Instagram social media based on the content displayed.
2. Consumers make assessments and considerations for advertisements on
Instagram social media.

5. Population and Sample
The population is a generalization area consisting of objects and subjects

with specific qualities and characteristics determined to be studied and then
concluded [16]. The population in this study are active users of social media. The
social media users focused on in this research are Instagram users in Indonesia.

The sample is part of the population taken in specific ways, which also has
certain, clear, and complete characteristics that are considered representative of the
population [17]. The study took a sample of 61 active Instagram users based on the
concept mentioned. This number of samples will meet the requirements for
sampling.

6. Research Instrument Testing

Suharsimi Arikunto in 2010 states, "Research instruments are tools or
facilities used by researchers in collecting data so that their work is easier and the
results are better, more accurate, complete, and systematic so that they are easier
to process" [18]. The instruments used were questionnaires and observation sheets.
Table 1 explains the operational concept of the observation instrument used in the
study.

Table 1. Operational Concept

Variable Dimension No. Indicator
Consumer Awareness 1  AdsonInstagram increase my knowledge of the existence of
Response a brand that I did not know about before.
X) 2 AdsonInstagram make me understand about the advertised
product or service
Knowledge 3 1 want to know more about the product advertised on
Instagram by carefully reading the post.
Like 4  Ad design is one of the things that makes me interested in

products advertised on Instagram.

5 Ialways watch advertising videos on Instagram from start
to finish.

6 1 will pay attention to the ads displayed on Instagram.
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7  Submission of messages that are packaged properly makes
me interested in using services or shopping for advertised
products.

Belief 8  Adimpressions on Instagram make me believe in the brand.

9  Adson Instagram can make me choose to try using services
or shopping for advertised products.

Purchase 10 I will consider buying goods or using services offered in
advertisements on Instagram.

11 Imade an online purchase of a product or service advertised
on Instagram.

Ads on Informativeness 12 The advertising information on Instagram is clear and
Social complete

Media 13  Advertising products on Instagram match what I need,
Instagram search for or like.
(Y) 14  Ads on Instagram affect me emotionally so that I feel happy
and remember the advertised product or service.
Irritation 15 My activity is not disturbed by ads on Instagram.

7. Validity Test

The validity test aims to determine the accuracy of the research instrument
in measuring a variable. The validity level of an instrument can be determined by
correlating the factor score (sum of items in one factor) with the total factor score
(total factor). The following is the Pearson moment product correlation formula:

nEXY) - EX)EY)
JIE X2) — EX)2nE YD) — (T Y)?]

Ty

Information:
e ryy: Correlation coefficient
¢ n: Number of respondents
e X: Score of each item
e Y:Scores of all respondent items

The calculated rvaive is matched with the product moment rtable at a significant
level of 1%. If rvaie is greater than reable 1%, then the item is valid.

8. Reliability Test

A reliability test is a statistical test that functions to determine the reliability
of a series of question items in measuring a variable. In reliability testing, an internal
consistency test will be used using the Alpha Cronbach formula:

k Y of
=1 V2 l
Information:
¢ ri1: Reliability instruments
e k: Number of the item
e Yo02b: The number of varians of the item
e o2t: Number of the total varians
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A research instrument can be said to be reliable if the reliability coefficient
(r11) > 0.6.

9. Summary Models

The Summary Model determines the regression equation's relationship
between two or more variables. R (coefficient of multiple correlations) is a linear
correlation between the observed value and the model's predicted dependent
variable value. Its enormous value indicates a strong relationship.

10. Hypothesis Testing Procedures

From the research data collected by distributing questionnaires to
respondents online via Google form, the research uses descriptive statistical
analysis to measure the average, frequency distribution, and the value of the
distribution in the resulting data. The steps in testing this hypothesis begin with
establishing the null hypothesis (HO) and the alternative hypothesis (Ha), selecting
statistical tests and their calculations, establishing the significance level, and
establishing testing criteria. Table 2 describes the interval index rating used.

Table 2. Assessment Interval Criteria
No Percentage Index Quality Criteria

1 0% - 19,99% E Very Bad

2 20% - 39,99% D Bad

3 40% - 59,99% C Enough

4 60% - 79,99% B Good

5 80% -100% A Very Good
11. ANOVA

One-way ANOVA, or one factor completely randomized design of ANOVA, is
a hypothesis test that uses variants and observed data on one factor. ANOVA is used
if the analyzed variable has one independent variable and one dependent variable.
Table 3 is the one-way ANOVA formula:

Table 3. ANOVA Formula

Source of Sum of Squares (SS) Degrees of Mean Squares F
Variation Freedom (Df) (MS)
Between K dfy, =k -1 ssw MSB
Groups SSW = ZZ(X -X,)? MSW = df,, F= 5w
j=1j=1
Within k df, =n—k _ SSB
Groups SSB = Z()?j -X)? MSB = df,
j=1
Total dfi=n—-1

n
SST = Z(}?j _x)?
=1

Information:
e F: Anova Coefficient
e MSB: Mean sum of squares between the groups
e MSW: Mean sum of squares within the groups
e MSE: Mean sum of squares due to error
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SST: Total Sum of squares

p: Total number of populations

n: The total number of samples in a population
SSW: Sum of squares within the groups

SSB: Sum of squares between the groups

SSE: Sum of squares due to error

s: Standard deviation of the samples

N: Total number of observations

C. Result and Discussion
1. Result

In this study, a sample of 61 Instagram social media users was taken, with
the following respondent profiles:

Age of Respondents

29%3%

" m 13-17 years
= 18-22 years

= 23-27 years

>32 years

Figure2. Respondent Age Graph

Figure 2 shows that there are two respondents aged 13-17 years or 3%, then
respondents aged 18-22 years 54 people or 88%, then respondents aged 23-27
years, four people or 7%, and then the respondent age> 32 years is one person or
2%.

Respondent's Gender

= Male

= Female

Figure3. Graph of Respondent's Gender
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Figure 3 shows that there are 44 female respondents, or 72%, and 17 male
respondents, or 28%.

Respondents' Frequency of Using Instagram in a
Day

10% = <1 hours

1-2 hours
3-4 hours

5-6 hours

36% 2t = >6 hours

Figure4. Graph of Respondents' Frequency of Using Instagram in a Day

Figure 4 shows the frequency of respondents using Instagram in 3-4 hours a
day, with 22 people or 36%. Then the frequency of respondents using Instagram
within 1-2 hours a day is as many as 16 people or 26%. Furthermore, the frequency
of respondents using Instagram in less than 1 hour a day is as many as 13 people or
21%. The frequency of respondents using Instagram in 5-6 hours a day is as many
as six people or 10%, and then the frequency of respondents using Instagram in
more than 6 hours a day as many as four people or 7%.

1.1 Validity Test

Validity indicates the extent to which the measuring device is used to
measure what is being measured. The method correlates the scores obtained on
each question item with the individual's total score. Validity testing was carried out
with the help of a computer using Microsoft Excel for Windows program. In this
study, validity testing was carried out on 61 respondents. Decision making based on
the rcount value (Corrected Item-Total Correlation)> rtable of 0.213; a = 0.01, then the
item/question is valid and vice versa. Based on the results of the calculation of the
validity test of the consumer response variable (X) with 11 question items are as
follows:

Table 4. Test Results of Questionnaire Validity Consumer Response Variable (X)

Dimension No Level of T'table Pearson Correlation Category
Significance Total Score / reount
Awareness 1 0,01 0,213 0.722582145 Valid
2 0,01 0,213 0.692466443 Valid
Knowledge 3 0,01 0,213 0.788041920 Valid
Like 4 0,01 0,213 0.623513947 Valid
5 0,01 0,213 0.565966516 Valid
6 0,01 0,213 0.721726097 Valid
7 0,01 0,213 0.697374929 Valid
Belief 8 0,01 0,213 0.653277717 Valid
9 0,01 0,213 0.772393770 Valid
Purchase 10 0,01 0,213 0.718816408 Valid
11 0,01 0,213 0.783569577 Valid
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Table 4 shows that all questions for consumer response variables have a
valid status and can to be included in the next test because the rcount value (Corrected
[tem-Total Correlation) > rable is 0.213. Based on the results of the calculation of the
validity test of advertising variables on social media Instagram (Y) with 4 question
items are as follows:

Table 5. Results of Questionnaire Validity Test of Advertising Variables on
Instagram Social Media (Y)

Dimension No Level of T'table Pearson Correlation Category
Significance Total Score / recount
Informativeness 12 0,01 0,213 0.582373945 Valid
13 0,01 0,213 0.757042139 Valid
14 0,01 0,213 0.791310061 Valid
Irritation 15 0,01 0,213 0.858455651 Valid

Table 5 that all questions for ads on social media Instagram variables have a
valid status and can to be included in the next test because the rcount value (Corrected
Item-Total Correlation) > rtable is 0.213.

1.2 Reliability Test

After testing the validity and obtaining valid results, a variable is said to be
reliable or reliable if the answers given by respondents to questions are always
consistent. The reliability coefficient of the instrument is meant to see the
consistency of the answers to the points or question points that the respondents
have given. In addition, this reliability analysis refers to an understanding that a
research instrument is sufficient and reliable to be used as a data collection tool
because the instrument is good enough. In this study, it is testing the reliability using
Cronbach Alpha.

Table 6. Reliability Test Results

No Variable Cronbach’s Alpha Cut Off Category
1 Consumer Response (X) 0.896079505 0.6 Reliable
2 Ads on Social Media 0.74691895 0.6 Reliable

Instagram (Y)

Based on table 6, the reliability test is carried out on instruments or
indicators declared valid. It can be seen that all indicators submitted in the
Consumer Response variable have a Cronbach Alpha value above 0.6, which is equal
to 0.896, and the ads on social media Instagram variable also has a Cronbach Alpha
value above 0.6, which is equal to 0.747. The 11 statements in the reliability test on
variable X and 4 statements on variable Y can be trusted as a data collection tool in
this study or meet the requirements.

1.3 Summary Model

Table 7. Summary Model
No R R Square
1 0.71279492 0.508076597
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a. Predictors: (Constant), Consumer Response (Variable X)
b. Dependent Variable: Ads on Social Media Instagram (Y)

Table 7 shows the correlation value between the advertising variable in
Consumer Response and Instagram Social Media Ads is 0.713. When viewed at the
correlation coefficient intervals in the table, it can be interpreted that these values
have a strong relationship. At the same time, the coefficient of determination is
0.508, which means that 51% of the consumer response variable is able to explain
the variation of the ads on the social media Instagram variable. While other variables
(49%) are influenced by other factors or variables not examined.

1.4 ANOVA
Table 8. ANOVA
Source of SS Df MS F P-Value F-Crit
Variation
Between 201.304918 14  14.37892272 14.96271385  7.40025E- 1.702768228
Groups 33
Within 864.8852459 900 0.960983607
Groups
Total 1066.190164 914

Based on table 8, Fcount (14,963) is greater than the value of Frable (1,703), then
HO is rejected, so H1 is accepted. So it can be concluded that the independent
variable (consumer response) has a significant influence on the dependent variable
(ads on Instagram social media).

2. Discussion

To find out the description of consumer responses to advertisements on
social media Instagram, descriptive analysis was used based on the responses of 61
respondents to the statements in the questionnaire.

Table 9. Respondents' Responses to Ads on Social Media Instagram

No Indicator Frequency Number Maximum Score
SD D N A SA ofLikert Score (%)

Scores
1 Ads on Instagram increasemy 1 4 12 24 21 246 305 81

knowledge of the existence of a
brand that I did not know about
before.
2 Ads on Instagram make me 0 3 16 31 12 238 305 78
understand about the
advertised product or service
3 Iwantto know more aboutthe 3 7 17 25 10 218 305 72
product advertised on
Instagram by carefully reading
the post.
4  Ad design is one of the things 2 4 11 21 24 247 305 81
that makes me interested in
products advertised on
Instagram.
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5 I always watch advertising 17 21 15 8 1 141 305 46
videos on Instagram from start
to finish.

6 [ will pay attention to theads 4 16 25 14 3 182 305 60
displayed on Instagram.

7 Submission of messages that 2 6 14 27 13 229 305 75

are packaged properly makes
me interested in using services
or shopping for advertised

products.

8 Ad impressions on Instagram 1 13 25 18 5 199 305 65
make me believe in the brand.

9 AdsonlInstagramcanmakeme 1 8 13 34 6 222 305 73

choose to try using services or
shopping for advertised
products.
10 Iwill consider buyinggoodsor 0 6 13 30 13 236 305 74
using services offered in
advertisements on Instagram.
11 [ made an online purchaseofa 5 13 19 21 4 192 305 63
product or service advertised
on Instagram.

12 The advertising informationon 0 8 28 19 7 211 305 69
Instagram is clear and
complete

13 Advertising products on 1 11 20 19 11 215 305 70

Instagram match what I need,
search for or like.

14 Ads on Instagram affect me 4 18 '3 20 7 164 305 54
emotionally so that I feel happy
and remember the advertised
product or service.

15 My activity is not disturbedby 8 19 19 9 7 174 305 57
ads on Instagram.

Table 9 shows that the cumulative results of the consumer response index to
advertisements on social media Instagram obtained 68% at intervals (60% -
79.99%) classified as having category B quality with Good criteria. The good index
of consumer response to advertisements on Instagram can be seen from the average
generated based on the elements or dimensions:

1. Awareness is represented by indicators 1 & 2 with an index of 81% and 78%
or an average of (80%) with Very Good criteria. Companies or brands can
increase consumer awareness of their products or services because
advertising on Instagram has an excellent effect on respondents who can
recognize a brand and make respondents understand the advertised product
or service.

2. Knowledge is represented by indicator number 3 with an index of (72%) or
Good, which means that respondents have a high desire to find out more
about the advertisements displayed.

3. Like is represented by indicator numbers 4-7 with indexes of 81%, 46%,
60%, and 75% or an average of (66%) with Good criteria. Respondents stated
that they liked the advertisements displayed on Instagram. What makes
respondents like the ad is the design of the ad, which is packaged in an

Indonesian Journal of Computer Science Vol.12,No. 1, Ed. 2023 | page 43



ISSN 2549-7286 (online)

attractive way so that the respondent is interested in buying the product or
using the advertised service.

4. Beliefis represented by indicators 8 & 9 with an index of 65% and 73% or an
average of (69%) with Good criteria. This means that respondents feel
confident about the brand displayed on Instagram. That way, respondents
can choose to try using services or shopping for advertised products.

5. Purchaseis represented by indicators 10 & 11 with an index of 74% and 63%
or an average of (68%) with Good criteria. Respondents' actions or behavior
to purchase advertised products is relatively large.

6. Informativeness properties are represented by indicator numbers 12-14
with an index of 69%, 70%, and 54% or an average of (64%), which means
that respondents stated that advertising on social media Instagram is good
at presenting informative and precise content so that acceptable to
respondents.

7. Irritation is represented by indicator number 15 with an index of (57%)
meaning that the respondent is not bothered by the presence of
advertisements on Instagram but is neutral about this.

D. Conclusion

Based on the research results and discussion that has been carried out,
conclusions are obtained that can answer the research questions. It was found that
there was an influence from consumer response to advertisements on Instagram
social media. Looking at the respondents' responses, the statement with the highest
index value is on the 'Like' dimension regarding the statement, "Advertising design
is one of the things that makes me interested in products advertised on Instagram.”
Design choices such as the right images or videos can make consumers interested in
an advertisement so that it can have a good influence or impact on a brand. The good
influence of consumers on brands can be in increasing awareness to making
purchases of advertised products or services. Some suggestions can be given:

1) Companies can consider appropriately and effectively developing promotion
strategies through social media (Instagram) because it is proven that
Instagram social media users respond well.

2) Companies display attractive and creative advertisements on social media
(Instagram) to attract consumers' interest to give a positive judgment of the
ad.

E. References

[1] T.Rachman, “Analisis SWOT dalam Memenangkan Persaingan Bisnis,” Angew.
Chemie Int. Ed. 6(11), 951-952., pp. 10-27, 2018.

[2] U. Maulida, “Akselarasi Bisnis Online Berbasis Instagram,” Madani Syari’ah,
vol. 4, no. 1, pp. 54-66, 2021.

[3] F.Nur Arifah, “Analisis Sosial Media Sebagai Strategi Marketing Dalam Bisnis
Online,” J. Transform., vol. 11, no. 2, pp. 143-149, 2015, doi:
10.56357/jt.v11i2.57.

[4] S.K. Choi, C. H. Yang, and ]J. Kwak, “System hardening and security monitoring
for IoT devices to mitigate 10T security vulnerabilities and threats,” KSII Trans.
Internet Inf. Syst, vol. 12, no. 2, pp. 906-918, 2018, doi:

Indonesian Journal of Computer Science Vol.12,No. 1, Ed. 2023 | page 44



ISSN 2549-7286 (online)

[5]

[6]
[7]

8]

[9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

[17]

10.3837/tiis.2018.02.022.

N. Pandey, P. Nayal, and A. S. Rathore, “Digital marketing for B2B
organizations: structured literature review and future research directions,” J.
Bus. Ind. Mark., vol. 35, no. 7, pp. 1191-1204, 2020, doi: 10.1108/]BIM-06-
2019-0283.

C. P. Furner, P. Racherla, and ]J. S. Babb, “Social media marketing and
advertising,” Mark. Rev., vol. 13, no. 2, pp. 103-123, 2013.

H. B. Tritama and R. E. Tarigan, “The Effect of Social Media to the Brand
Awareness of a Product of a Company,” CommIT (Communication Inf. Technol.
J,vol.10,no0.1,p. 9, 2016, doi: 10.21512/commit.v10i1.1667.

L. Moriansyah, “Pemasaran Melalui Media Sosial: Antecedents Dan
Consequences,” J. Penelit. Komun. dan Opini Publik, vol. 19, no. 3, p. 124068,
2015.

S. Kemp, “Digital 2019: Idonesia,” Kepios and We Are Social, 2019.
https://datareportal.com/reports/digital-2019-indonesia?rq=indonesia
(accessed Dec. 20, 2020).

. D. P. G. W. Putra and M. D. W. Aristana, “Pengaruh Social Media Marketing
Terhadap Brand Awareness Dan Purchase Intention (Studi Kasus: SMK
Kesehatan Sanjiwani Gianyar),” E-Jurnal Ekon. dan Bisnis Univ. Udayana, vol.
11, p. 1035, 2020, doi: 10.24843/eeb.2020.v09.i11.p01.

N. ]J. Evans, ]J. Phua, J. Lim, and H. Jun, “Disclosing Instagram Influencer
Advertising: The Effects of Disclosure Language on Advertising Recognition,
Attitudes, and Behavioral Intent,” J. Interact. Advert., vol. 17, no. 2, pp. 138-
149, 2017, doi: 10.1080/15252019.2017.1366885.

M. Nursaif, L. Kusdibyo, and R. Kania, “Analisa Persepsi Konsumen terhadap
Iklan Video pada Instagram,” Pros. Ind. Res. Work. Natl. Semin., vol. 11, no. 1,
pp.- 1066-1072, 2020, [Online]. Available: https://jurnal.polban.ac.id/ojs-
3.1.2 /proceeding/article/view/2165

R. Ulfa, “Variabel Dalam Penelitian Pendidikan,” AL-Fathonah, vol. 1, no. 1, pp.
342-351, 2021, [Online]. Available: https://jurnal.stitbb.ac.id/index.php/al-
fathonah/article/view/44

D. Aryandhana, S. Bintarti, and R. Hidayatullah, “Pengaruh Persepsi Dan
Preferensi Masyarakat Terhadap Keputusan Pembelian Perumahan Syariah
Di Kabupaten Bekasi,” J. Ekon. Syariah Pelita Bangsa, vol. 6, no. 02, pp. 191-
206, 2021, doi: 10.37366/jespb.v6i02.247.

A. ]. Diyatma, “Pengaruh Promosi Melalui Media Sosial Instagram Terhadap
Keputusan Pembelian Produk Saka Bistro & Bar the Influence of Product
Promotion Through Social Media Instagram Towards Purchasing Decision in
Saka Bistro & Bar,” Univ. Telkom, vol. 4, no. 1, pp. 175-179, 2017, [Online].
Available:

https://openlibrarypublications.telkomuniversity.ac.id/index.php /manage
ment/article/view /4641

N. Siregar and R. Ovilyani, “Analisis Faktor - Faktor Yang Mempengaruhi
Minat Beli Konsumen Dalam Menggunakan Indihome Sebagai Penyedia Jasa
Internet Di Kota Medan (Studi Kasus Kantor Plaza Telkom Cabang Iskandar
Muda No. 35 Medan Baru),” J. Manaj. Tools, vol. 7, no. 1, pp. 65-76, 2017.

B. Saidani and D. R. Ramadhan, “Pengaruh iklan dan atribut produk terhadap

Indonesian Journal of Computer Science Vol.12,No. 1, Ed. 2023 | page 45



ISSN 2549-7286 (online)

keputusan pembelian smartphone samsung seri galaxy (survei pada
pelanggan itc roxy mas),” JRMSI - J. Ris. Manaj. Sains Indones., vol. 4, no. 1, pp.
53-73, 2013, [Online]. Available:
http://journal.unj.ac.id/unj/index.php/jrmsi/article /view /778

[18] Z. Abidin and S. Purbawanto, “Pemahaman Siswa Terhadap Pemanfaatan
Media Pembelajaran Berbasis Livewire Pada Mata Pelajaran Teknik Listrik
Kelas X Jurusan Audio Video Di Smk Negeri 4 Semarang,” Edu Elektr. J., vol. 4,
no. 1, pp. 38-49, 2015.

Indonesian Journal of Computer Science Vol.12,No. 1,Ed. 2023 | page 46



