Social Media Marketing

Saya merasa tertarik dengan konten  *
yang dibagikan oleh akun Instagram
dan tiktok Jempolan Coffee and Eatery

Sangat Tidak Setujiu
Tidak Setuju
Netral

Setuju

OO0OO0OO0O0

Sangat Setuju

Konten yang dibagikan oleh Jempolan *
Coffee and Eatery mewakili profil

bisnis mereka secara akurat dan
menarik.

Sangat Tidak Setujiu
Tidak Setuju
Netral

Setuju

OO0OO0OO0O0

Sangat Setuju

Konten yang dibagikan oleh Jempolan *
Coffee and Eatery di Instagram dan
TikTok membantu saya lebih

mengenal produk mereka.

Sangat Tidak Setujiu
Tidak Setuju
Netral

Setuju

O O0OO0OO0O0

Sangat Setuju

Saya merasa bahwa pembagian .
konten oleh akun Jempolan Coffee

and Eatery di Instagram dan TikTok
memperkuat kesadaraan saya

terhadap merek mereka.

Sangat Tidak Setujiu
Tidak Setuju
Netral

Setuju

OO0OO0OO0O0

Sangat Setuju

57



Saya merasa bawha saya memiliki ~ *
kesamaan minat dengan pengikut lain

yang mengikuti akun Jempolan Coffee
and Eatery di Instagram dan TikTok

(O sangat Tidak Setujiu
O Tidak Setuju

O Netral

O setuju

(O sangat Setuju

Saya merasa terhubung dengan
pengikut lainnya melaui interaksi
atau komentar pada konten Jempo
Coffee and Eatery

—

Saya merasa bahwa interaksi dengan *
pengikut lain di Instagram dan TikTok
Jempolan Coffee and Eatery

memenuhi kebutuhan social saya.

(O sangat Tidak Setujiu
O Tidak Setuju

O Netral

O setuju

O sangat Setuju

(KﬂnbleBoﬁkumqu
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Niat Beli Konsumen

Setelah melihat konten di Instagram ~ *
dan TikTok Jempolan Caffee and

Eatery, saya berniat untuk segera
membeli produk mereka.

(O sangat Tidak Setujiu
O Tidak Setuju

O Netral
O setuju

O Sangat Setuju

Saya cenderung langsung membeli *

produk Jempolan Coffee and Eatery
telah melihat per 1 atau

promo yang mereka bagikan di

Instagram dan TikTok.

(O sangat Tidak Setujiu
O Tidak Setuju
O Netral
O Setuju
O

Sangat Setuju

Konten yang dibagikan oleh Jempolan *
Coffee and Eatery di Instagram dan
TikTok membuat saya yakin bahwa
mereka layak direkomendasikan

kepada orang lain.

(O sangat Tidak Setujiu
O Tidak Setuju
O Netral

O setuju
O

Sangat Setuju

Saya merasa bahwa produk Jempolan *
Coffee and Eatery di Instagram dan
TikTok cukup menarik untuk dibagikan
dengan orang lain.

(O sangat Tidak Setujiu
O Tidak Setuju

O Netral

O setuju

(O sangat Setuju
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Saya lebih memilih membeli produk
dari Jempolan Coffee and Eatery
setelah melihat promosi atau menu
menarik di Instagram dan TikTok
mereka.

(O sangat Tidak Setujiu
O Tidak Setuju

O Netral

O setuy

O sangat Setuju

*

Konten yang dibagikan oleh Jempolan *

Coffee and Eatery memalui Instagram
dan TikTok membantu saya untuk
lebih yakin dalam memilih produl

mereka.

setelah meliha

membeli produk dari Jempolan Coffe
and Eatery setelah mendengar

pendapat orang lain di Instagram dan
TikTok atau dari teman-teman saya..

(O sangat Tidak Setujiu
O Tidak Setuju

O Netral

O setuu

O sangat setuju

*
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Lampiran: Hasil Olah Data
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Path Coefficients

| Mean, STDEV, T-Values, ...

| Confidence Intervals

.| Confidence Intervals Bi...

| Samples

Original Sample (C Sample Mean (M) Standard Deviatior T Statistics (|JO/ST
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Construct Reliability and Validity
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—— o o ————— o ABSTRACT - — - -
This study aims to determine the effect of social medm marketing, which consists of content creation, sharing,

connecting, and community building on purchasing d The population in this study were all Instagram social
media followers from handicrafl busi in Kendari City, the ber of samples was 96 respond who were
determined using the gameshow formula, and the modcl used the conventional method. The data obtained were then

N

analyzed by multiple linear reg d using SPSS software version 26.0. The results of the research
show that content creation. content <.hanng. connecting, and community building have a significant effect on purchasing
decisions.

Keywords: Social Media Marketing, Content Creation, Content Sharing, Connecting, and Community Building,
Customer Decision

L INTRODUCTION

The current industrial revolution 4.0 has impacted changes in cc behavior, such as changes in purchasing
decisions based on social media considerations, such as Instagram. Currently, many handicraft business actors in
Kendari City have used social media as a tool or media to market their products. The sclection of Instagram media,
among others, is based on several considerations of the various features. The platform provides feeds, Instagram stories,
ads, shares, likes, direct messages, search bars, and other features that make it casier for consumers to find information
about what products are available. Offered and make it casier for consumers to find the products they need. They were
seeing the number of Instagram social media users who use the media as a promotional medium and open a business.
There are times when to find out the influence of the platform, so that is why people use Instagram social media more
to do prometions and become a determining factor in purchasing decisions, especially in Kendari City.

Several studies have examined the influence of social media marketing on purchasing decisions, such as Hardey
(2011), Mileva and Fauzi (2018), Zanjabila and Hidayat (2017), Kambali and Masitoh (2021), and Nurfitriani (2016),
in which the results of these studies show that social media marketing has a significant effect on purchasing decisions.
Elements of social media marketing variables in this study refer to the indicators proposed by Gunelius (2011), which
consist of content creation, sharing, ing. and community building.

II. LITERATURE REVIEW

Social media (Nasrullah, 2015: 6) is content containing information created by people who utilize publishing
technology. is very accessible, and is intended to facilitate communication, influence, and interaction with others and
with the general public. Meanwhile, according to Kaplan and Haenlein (2010) is a group of applications based on the
internet and built on the ideological and technological framework of the Web 2.0 platform, which connects individuals
with individuals to share and gather online. Furthermore, as stated by Rasyid (2018), social media marketing is a form
of marketing using social media to market a product, service, brand, or issue by utilizing the audiences who participate
in social media. Meanwhile, according to Tsitsi (2013) is a system that allows marketers to engage, collaborate, interact,
and utilize the intelligence of the people who participate in it for marketing purposes.

Elements of social media marketing variables in this study refer to the indicators proposed by Gunelius (2011),
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which consist of content creation, content sharing, connecting, and community building. Content creation is the creation
of exciting content to be uploaded on social media accounts that aims to provide information to consumers and attract
consumers to make purchases. Content sharing is sharing content from social media users with one another to expand
the consumer network and can affect sales levels depending on how much the content is shared. Connecting is the
relationship between users of social media accounts, both between business actors and consumers, and consumers find
the same interest in the content. Ci building is building a ¢ ity. In social networking activities, it is not
uncommon for a company to look for a particular neighborhood where the community has the same interests related to
the product to be offered. According to Burrow and Fawler (2015), the characteristics of social media consist of personal
and interactive social media, immediacy, word of mouth, social media, and connectivity.

According to Sumarwan (2014), purchasing decisions occur if the consumer desires to buy an item. Including
items purchased, whether received or not, when to buy, which one to buy, how to pay, etc. The stages in the consumer
buying process, according to Kotler (2012), are problem recognition, information search, alternative evaluation,
purchase decisions, and post-purchase behavior. According to Dharmesta and Handoko (2012:102), purchasing
decisions have a structure of seven components consisting of:

1. Decisions about the type of product consumers can decide to buy a product or use their money for other
purposes. Companies should focus on people i d in purchasing the product and other alternatives they
are considering.

2. Decisions about the shape of the product about product form involve size, sound quality, style, etc.
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Figure 1. Conceptual Framework

Source: Results of Theoretical and Empirical Studies

The studies conducted by Hardey (2011), Mileva and Fauzi (2018), Zanjabila and Hidayat (2017), Kambali
and Masitoh (2021), and Nurfitriani (2016). found that m has a significant effect on purchasing decisions. That means
that increased ion can impi hasing decisions. Based on this description, the hypothesis is as
follows:
H1. Content Creation has a significant effect on purchasing decisions.

P

The studies conducted by Hardey (201 1), Mileva and Fauzi (2018), Zanjabila and Hidayat (2017), Kambali and
Masitoh (2021), and Nurfitriani (2016). found that content sharing has a significant effect on purchasing decisions. So
means that increasing content sharing can improve purchasing decisions. Based on this description, the hypothesis is as
follows:

H2. Content sharing has a significant effect on purchasing decisions.

The studies conducted by Hardey (2011), Mileva and Fauzi (2018), Zanjabila and Hidayat (2017), Kambali
and Masitoh (2021), and Nusfitriani (2016). found that connecting has a significant effect on purchasing decisions. So
means that increasing content sharing can improve purchasing decisions. Based on this description, the hypothesis is
as follows:

H3. Connecting has a significant effect on purchasing decisions.

The studies conducted by Hardey (2011), Mileva and Fauzi (2018), Zanjabila and Hidayat (2017), Kambali and
Masitoh (2021), and Nurfitriani (2016). found that community building has a significant influence on purchasing
decisions. So means that increasing ity building can improve h decisions. Based on this description,
the hypothesis is as follows:

H4. Community building has a significant effect on purchasing decisions.
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I1L. RESEARCH METHODS

This expl y research ines the causal relationship between social media marketing variables consisting
of; content creation, content sharing, connecting, and community building with purchasing decisions.

The population in this study were all Instagram social media followers from handicraft business actors in Kendari
City. Given a large ber of foll s and ly moving (fl ing), the sampling in this study used the lame
show formula and a sample of 96 respond The respond used the conventional method, namely those who
became followers, and filled out the distributed questi ires. Data collection distributing questionnaires in a google
form and through comment forms on several Instagram accounts of craft business actors in Kendari City.

This study's data analysis used multiple linear regression analysis ob d using SPSS software version 26.0.

IV. RESULTS AND DISCUSSION
Based on the results of the analysis. the effect of content creation, content sharing, connection, and community

building on purch d the results are shown in the following figure:
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Figure 2. Analysis results
Source: Primary data, processed 2021
111e regression coefficient for the content creation variable is positive 0. 274 which indicates a unidirectional

relati p between and purchase decisions. So, the more ive the ion of ploaded
on social media accounts to provide information to consumers, the more it will further impr decisions to
purchase handicraft products.

The regression coefficient for the content sharing variable is positive 0.197, which indicates a unidirectional
relationship b sharing and puxchasmg decisions. So means that the more content is shared to expand the
network. it \nll further i to purchase handicraft products.

The regression coelﬁcnem for lhe oonnectmg variable is posm\ e 0.188. which indicates a unidirectional
relationship between ¢« g P The increasing connection between business actors who
market silver handicraft products with consumers will further increase c decisions to buy handicraft p

The regression coefficient for the connecting variable is positive 0.188, which indicates a unidirectional
relationship between connecting and purchasing decisions. The increasing c b b actors who
market silver handicraft products with will further increase cc decisions to buy handicraft products.

The regression coefficient for the community building variable is positive 0.303, which indicates a unidirectional
relationship between community building and purchasing decisions. So means that the more communities that are
followed or followed by business actors who market silver handicraft products will further increase consumer decisions
to purchase handicraft products.

The analysis results also show that the resulting correlation coefficient is 0.783 or 78.3 percent. So means a close
relationship between content creation. sharing. connecting. and community building with customer decisions.
Furthermore, the influence of the variables of content creation, content sharing, connecting, and community building
on purchasing decisions is 0.614. So means that 61.4 p of the purchasing decision variables are infl d by
content creation, sharing, connecting, and community building, while other variables outside the model influence 0.386
or 38.6 percent.

The t-count value of the content creation variable is 3,045 with a significance value of 0,003. The resulting t-
count value is greater than the t-table value of 1.96 at the 95 p fid level. The | significance value
of 0.003 is smaller than the level of significance set at 0.05. The results of the analysis indicate that content creation
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has a significant effect on purchasing decisions. Thus, the hypothesis which states that content creation has a significant
impact on buying decisions is accepted.

The t-count value of the content sharing variable is 2,388, with a significance value of 0.003. The resulting t-
count value is greater than the t-table value of 1.96 at the 95 percent confidence level. The resultant significance value
of 0.019 is smaller than the level of significance set at 0.05. The results of the analysis indicate that content sharing has
a significant effect on purchasing decisions. Thus, the hypothesis which states that content sharing has a significant
impact on buying decisions is accepted.

The t-count value of the community building variable is 3.4 10, with a significance value of 0.001. The resulting
t-count value is greater than the t-table value of 1.96 at the 95 percent confidence level. The resultant significance value
of 0.001 is smaller than the significance level set at 0.05. The results of the analysis show that community building has
a significant effect on purchasing decisions. Thus, the hypothesis that ity building significantly affects buying
decisions is accepted.

The analysis rcsulls show that the i increase in social media marketing, which consists of content creation, sharing,
connecting, and y building, can i hasing decisions for silver handicrafts. The results of this study
support the results of research from Mileva and Fauzi (2018) Zanjabila and Hidayat (2017), Kambali and Masitoh
(2021), Hardey (2011), and Nurfitriani (2016), which show that social media marketing has a significant effect on
decisions purchase.

The findings in this study support research findings from Hardey (2011), Mileva and Fauzi (2018), Zanjablla
and Hidayat (2017), Kambali and Masitoh (2021), Hardey (2011), and Nurfitriani (2016) ing that
significant effect on purchasing decisions. That is, the i of invi g prod viewing product
stories, and captions of handicraft products displayed on Instagram will increase consumer decisions to buy handicraft
products. Also, in line with the theory put forward by Gunelius (2011), exciting content creation can be the basis of a
strategy in social media marketing. It must rep the p lity of a busi 50 that target consumers can trust it.

The findings in this study support rescarch findings from Hardey (2011), Mileva and Fauzi (2018), Zanjabila
and Hldayal (2017). and Kambali and Masitoh (2021), and Nurfitriani (2016). That content sharing significantly affects

sing decisi with on uploaded photos or videos. Seeing likes on uploaded pictures or videos will
mcrcasc decisions to buy handicraft products and is also in line with the theory put forward by Gunelius
(2011) that business networks can expand by sharing a product's content.

The findings in this study support the research findings of Hardey (2011), Mileva and Fauzi (2018), Zanjabila
and Hidayat (2017), and Kambali and Masitoh (2021), and Nurfitriani (2016), showing that connection has a significant
effecton pun:humg decisions. With the direct message feature that makes it easier for consumers to dlg up information,
there are opp ities for or foll to communicate about products and di or gi ys, which
will inc decisions to buy handicraft products. And also in lme with the theory put forwntd by Gunelius
(2011) that the possibility of someone being able to meet more people through social networks can build relationships
that can generate more business.

The findings in this study support research from Hardey (2011). Mileva and Fauzi (2018), Zanjabila and Hidayat
(2017), Kambali and Masitoh (2021), and Nurfitriani (2016). It shows that community building has a significant effect
on purchasmg decmons It is easy for consumers to know e\«.rvlhmp, about products and trust product quality with
social media, i g decisions to buy handicraft products.

V. CONCLUSION
The results of the analysis show that increasing Ci onlcnl Creation, Content Sharing, Connecting, and Community
Building can improve decisions to buy handicrafl products produced and marketed by amxans or mnrkclcn
of Kendari City handicrafts. This rescarch is limited to handicraft product ¢ without 1
knowledge about handicraft products sold by artisans/marketers in Kendari City. Therefore, further research should
include product knowledge as control or mediating variable.
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