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ABSTRACT 

Marketing management is a crucial aspect in the success of a company, it can attract customer 

purchasing decisions. Marketing management is the art and science of choosing target markets 

and building profitable relationships with them, which is done through effective and innovative 

marketing strategies. This study aims to determine the effect of social media marketing and 

product quality on purchasing decisions at PT Java Indosinergi Creative. This study is a 

quantitative study with a research population of PT Java Indosinergi Creative customers. The 

sample in this study amounted to 100 people. The data collection method used in this study 

was by distributing questionnaires online. Data analysis used descriptive statistics and 

inductive statistics. The results of the study showed that 1) social media marketing has a 

positive and significant effect on purchasing decisions, 2) product quality has a positive and 

significant effect on purchasing decisions. The results of this study have implications for 

developments related to purchasing decisions that can increase due to social media marketing 

and also the good quality of the products produced. 
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INTRODUCTION 
Marketing management is a crucial aspect in the success of a company, it can attract 

customer purchasing decisions. According to Harris et al. (2020), Marketing management is the art 

and science of choosing target markets and building profitable relationships with them, through 

effective and innovative marketing strategies. Its main objective is to attract new customers by 

promising superior value that exceeds expectations, and to retain and grow existing customers by 

consistently delivering satisfaction so that they continue to make purchasing decisions (Qomariah, 

2016).  

Purchasing decisions are a crucial stage in consumer behavior that has broad implications, 

both on a local and global scale. Kotler & Armstrong, (2010) explains that consumer purchasing 

decisions are complex processes involving need recognition, information search, evaluation of 

alternatives, purchase decisions, and post-purchase behavior. Purchasing decisions include 

consumer choices about the product to be purchased, the time and place of purchase, and the 

payment method to be used. Purchasing decisions have a significant impact on company 

performance. The more consumers decide to buy the products offered, the greater the revenue and 

profit the company will earn. According to Dwijayanti et al., (2022), Consumer purchasing 

decisions are a key factor in a company's growth, as increased purchases of products or services 

directly increase the company's chances of making a profit and building a loyal customer base. 

Purchasing decisions are a series of processes that start with consumers recognizing their problem, 

seeking information about a particular product or brand and evaluating the product or brand to see 

how well each alternative can solve their problem, which then leads to a purchasing decision. 

(Tjiptono et al., 2015). Furthermore Kotler & Keller, (2009) adding that, the purchasing decision 

process is a five-stage process that consumers go through, starting from problem recognition, 

information search, evaluation of alternatives that can solve the problem, purchasing decision, and 

post-purchase behavior, which begins long before the actual purchase is made by the consumer and 

has a long-lasting impact after that. There are three indicators in determining purchasing decisions 

(Harris et al., 2020), namely the stability of a product; habits in buying a product; and speed in 

buying a product.  
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According to a study conducted by Ardiansyah et al., (2023), factors such as product quality, 

price, and brand image have a positive and significant influence on consumer purchasing decisions. 

This study emphasizes the importance of effective marketing strategies in influencing purchasing 

decisions. In line with that, Dwijantoro et al., (2022) found that product quality and promotion have 

a positive influence on purchasing decisions. They highlighted the importance of product 

innovation and effective promotional strategies in enhancing consumer purchasing decisions. More 

recently, research by Puspita & Rahmawan (2021) showed that factors such as product quality, 

price, and brand image have a positive influence on purchasing decisions in the context of e-

commerce. They emphasized the importance of a comprehensive digital marketing strategy in 

influencing online consumer purchasing decisions. 

In today's digital era, social media has emerged as one of the most effective marketing 

platforms. The development of technology and increasing internet accessibility have enabled more 

people in Indonesia to connect and be active on various social media platforms. Social media 

marketing is one of the increasingly important tools in modern marketing strategies. According to 

Appel et al., (2020), Social media marketing is the use of social media technologies, channels, and 

software to create, communicate, deliver, and exchange offerings that have value for an 

organization's stakeholders.  

Social media marketing plays a significant role in influencing consumer purchasing 

decisions. Through the use of social media platforms such as Facebook, Instagram, and Twitter, 

companies have the opportunity to create greater brand awareness, engage consumers with relevant 

and engaging content, and build direct interactions with target audiences. These positive 

interactions not only build strong relationships between brands and consumers, but can also help 

build consumer trust in the products or services offered (Jacobson et al., 2020). Research conduct 

by  Arora & Agarwal, (2019) found that social media marketing activities have a significant impact 

on consumer brand awareness and purchase intentions. Another study by Wang & Kim (2017) 

shows that brand-consumer interactions through social media can increase customer loyalty and 

influence their purchasing decisions. Through the right interactions and engaging content, brands 

can build strong relationships with potential customers, increase brand awareness, and influence 

purchasing decisions.  

In addition, direct interaction with customers through comments, messages or reviews 

allows companies to build personal relationships and influence the attitudes and preferences of 

potential buyers, which in turn can influence their purchasing decisions. Research (Anwar & 

Aprillia, 2018), (Dini & Abdurrahman, 2019), (Harto et al., 2021), (Pingki & Ekasasi, 2023),  

(Aguspriyani et al., 2023), (Astasari & Sudarwanto, 2021), (Styawati & Roni, 2023), (Styawati & 

Roni, 2023), (Lova & Rahardjo, 2023), (Mulyansyah & Sulistyowati, 2020), (Laluyan et al., 2019), 

(Nurhaliza et al., 2023), (Virgarena et al., 2024), (Faradis et al., 2024), (Dinarso et al., 2024), 

(Permana et al., 2024), (Navalina et al., 2024) states that social media marketing has a significant 

positive effect on purchasing intentions. Research conducted by (Ang & Andreani, 2022), found 

that social media marketing has a positive and significant effect on purchasing decisions. However, 

this is different from research conducted by (Noviyana et al., 2022), found different results, namely 

that social media marketing has a positive but not significant effect on purchasing decisions.  

Furthermore, another factor that is no less important in influencing consumer purchasing 

decisions is product quality. Product quality is a characteristic of a product or service that depends 

on its ability to satisfy stated or implied customer needs (Kotler & Armstrong, 2010). Product 

quality covers various aspects, such as raw materials, production processes, packaging, and other 

features that can affect consumer perception and satisfaction. Product quality has a close 

relationship with consumer purchasing decisions. The better the quality of the product offered, the 

more likely consumers are to make a purchase. (Saleem et al., 2017). According to  Kotler & Keller 

(2009) that product quality is the ability of a product to perform its functions, this ability includes 

durability, reliability, accuracy, which is obtained by the product as a whole. According to Tjiptono 

et al., (2015) that the conventional definition of quality is performance as a direct description of a 

product, reliability, ease of use, aesthetics and so on. In the strategic sense, quality is everything 

that can provide consumer needs according to what consumers want. There are several benchmarks 



Jurnal Penelitian Ipteks                                                                                 Vol. 10 No. 1 Januari 2025 
Hlm: 10-19 

 

P-ISSN:2459-9921 E-ISSN:2528-0570 12 

 

or indicators of product quality according to (Kotler & Keller, 2009), consists of form; features; 

adjustment; workmanship; quality of fit; durability; reliability; ease of repair; style; and design.  
Consumers tend to be more interested and loyal to products that have high quality and meet 

their expectations. Good product quality not only provides added value to consumers, but also 

provides a competitive advantage for the company compared to competitors (Nikmah & 

Siswahyudianto, 2022). Product quality plays an important role in determining consumer 

purchasing decisions. A product that has good quality tends to get a positive response from 

consumers, increasing their trust and satisfaction with the product. Consumers tend to prefer 

products with quality that is considered high because they are considered more reliable, durable, 

and provide more value in their use. Good product quality can also build a positive reputation for 

the company in the eyes of consumers, thus influencing consumer loyalty and the possibility of 

product recommendations to others. Conversely, products with low or less satisfactory quality can 

reduce consumer trust, increase the risk of dissatisfaction, and reduce the possibility of repeat 

purchases or product recommendations. Research (Fiorentino et al., 2021), (Maulana et al., 2022), 

(Napik et al., 2018), states that product quality has a significant positive effect on purchasing 

decisions. Thus, product quality plays a crucial role in shaping consumer perception, satisfaction, 

and purchasing decisions.  

PT Java Indosinergi Creative Malang is one of the companies in Malang City engaged in 

food processing. PT Java Indosinergi Creative is located at Jalan Kavaleri Dalam No. 19, Malang 

City. PT Java Indosinergi Creative produces healthy rambak snacks made from fruits. Currently, 

PT Java Indosinergi Creative has sold 2 types of products, namely banana rambak and mango 

rambak, PT Java Indosinergi Creative has currently been able to penetrate the export market with 

destination countries Singapore, Malaysia, Timor Leste, and Turkey with a shipping volume of up 

to 18 tons each year. PT Java Indosinergi Creative products are also available in several online 

stores, Shopee and Tokopedia. Based on data obtained by researchers, it is known that the sales 

volume of PT. Java Indosinergi Creative Malang in 2020-2023 has fluctuated. In 2020, sales of PT. 

Java Indosinergi Creative Malang amounted to 18.5 tons, increasing to 22.20 tons in 2021, then 

increasing to 24.15 tons in 2022, but decreasing to 20.25 tons in 2023. Based on the explanation of 

the problems and phenomena, the researcher is interested in conducting deeper research regarding 

how significant the influence of social media marketing and product quality is on purchasing 

decisions at PT Java Indosinergi Creative.  

The conceptual framework in this study is formulated as a guide to facilitate the 

implementation of research by providing clear direction in accordance with the objectives of the 

study. This model involves one variable as an independent factor or free variable, namely social 

media marketing (X1) and product quality (X2) with the dependent variable or bound variable 

being the purchasing decision (Y). Referring to the results of this formulation, the following is a 

description of the conceptual framework that will be implemented as in Figure 1. 
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Figure 1. Research Conceptual Framework 
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H1: Social media marketing has a significant influence on purchasing decision 

H2: Product quality has a significant influence on purchasing decision 

METHODS 

The research method applied in this study is a quantitative approach that is descriptive and 

causal. Quantitative methods are used because this method can discuss more data and can also be 

used for marketing research. In this study, the population is all consumers at PT Java Indosinergi 

Creative whose exact number is unknown. The sample is determined by non-probability sampling 

where consumers of PT Java Indosinergi Creative who are domiciled in Malang and also know the 

account of the company. Thus, the respondents in this study are those who meet the required 

criteria. The sample calculation uses the formula (Hair et al., 1995), with the number of indicators 

multiplied by five. According to (Tjiptono, 2022), social media marketing indicators consist of 4, 

namely: 1) online communities; 2) interaction; 3) sharing of content; 4) accessibility. According to 

(Kotler, 2019) product quality indicators include: 1) form; 2) features; 3) customization; 4) work 

quality; 5) quality of conformity; 6) durability; 7) reliability; 8) convenience; 9) Style; 10) design. 

While the purchasing decision indicators are: 1) stability in a product; 2) habits in buying products; 

3) speed in buying (Kotler, 2019). Thus, the number of indicators in this study is 17 indicators, so 

the sample used is 17 multiplied by five to obtain 85, so it is rounded up to 100 respondents who 

are the sample. Hair et al (2021) also explained the sample size in SEM (Structural Equation 

Model) analysis if there are more than 20 indicators, the sample size is between 100-200. In this 

study, the data collection method uses a survey technique using an instrument in the form of a 

questionnaire. To test the hypothesis in this study, multivariate analysis was used with a direct 

effect test. The analysis tool used is SEM. SEM is a multivariate statistical method that allows for 

testing and modeling relationships between complex variables, where this method will test the 

hypothesis model and identify the relationship between latent variables and measured variables. 

 

RESULTS AND DISCUSSION 

Characteristics of Respondents 

Based on the predetermined sample, the respondents in this study were consumers of PT 

Java Indosinergi Creative totaling 100 people with characteristics that have been grouped based on 

gender and age. Based on the data above, it can be seen that consumers of PT Java Indosinergi 

Creative who were used as research respondents were 26 male and 74 female. From the data used, 

it can be concluded that the number of research respondents was dominated by female respondents. 

Next, in the research that has been conducted, it is known that there are four levels of respondent 

age. Based on the data used, it can be seen that the research respondents were dominated by the age 

range of 20-25 years, totaling 47 people. Next, respondents aged <20 years were 34 people. 

Furthermore, respondents aged 26-30 years and> 30 years were 10 and 9 people. 

 

Validity Test Results 

 

 The results of the validity test in this study are presented in Table 1, below. 

Table 1. Validity Test Results 

Indicator Loading Factor Value Results 

X1.1 <- X1. Social Media Marketing 0,776 Valid 

X1.2 <- X1. Social Media Marketing 0,835 Valid 

X1.3 <- X1. Social Media Marketing 0,865 Valid 

X1.4 <- X1. Social Media Marketing 0,835 Valid 

X1.5 <- X1. Social Media Marketing 0,901 Valid 

X1.6 <- X1. Social Media Marketing 0,877 Valid 

X1.7 <- X1. Social Media Marketing 0,875 Valid 

X1.8 <- X1. Social Media Marketing 0,848 Valid 



Jurnal Penelitian Ipteks                                                                                 Vol. 10 No. 1 Januari 2025 
Hlm: 10-19 

 

P-ISSN:2459-9921 E-ISSN:2528-0570 14 

 

Indicator Loading Factor Value Results 

X2.1 <- X3. Product Quality 0,909 Valid 

X2.2 <- X3. Product Quality 0,856 Valid 

X2.3 <- X3. Product Quality 0,884 Valid 

X2.4 <- X3. Product Quality 0,889 Valid 

X2.5 <- X3. Product Quality 0,913 Valid 

X2.6 <- X3. Product Quality 0,704 Valid 

X2.7 <- X3. Product Quality 0,759 Valid 

X2.8 <- X3. Product Quality 0,904 Valid 

X2.9 <- X3. Product Quality 0,816 Valid 

X2.10 <- X3. Product Quality 0,805 Valid 

X3.10 <- X3. Product Quality 0,805 Valid 

X3.11 <- X3. Product Quality 0,788 Valid 

X3.12 <- X3. Product Quality 0,907 Valid 

X3.13 <- X3. Product Quality 0,881 Valid 

X3.14 <- X3. Product Quality 0,865 Valid 

X3.15 <- X3. Product Quality 0,877 Valid 

X3.16 <- X3. Product Quality 0,756 Valid 

X3.17 <- X3. Product Quality 0,848 Valid 

X3.18 <- X3. Product Quality 0,897 Valid 

X3.19 <- X3. Product Quality 0,804 Valid 

X3.20 <- X3. Product Quality  0,829 Valid 

Y1.1 <- Y1. Purchasing Decision 0,853 Valid 

Y1.2 <- Y1. Purchasing Decision 0,766 Valid 

Y1.3 <- Y1. Purchasing Decision 0,826 Valid 

Y1.4 <- Y1. Purchasing Decision 0,856 Valid 

Y1.5 <- Y1. Purchasing Decision 0,916 Valid 

Y1.6 <- Y1. Purchasing Decision 0,895 Valid 

             

Based on the results of the convergent validity test in Table 1, it can be seen that all instruments 

have met the criteria and are declared valid because they have a loading factor > 0.7. 

 

Reliability Test Results 

 The results of the reliability test in this study used the Cronbach alpha value. The results are 

presented in Table 2 below. 

 

Table 2. Cronbach's Alpha value 

Variable Cronbach's 

alpha 

Criteria Results 

X1. Social Media Marketing 0,946 > 0,7 Reliable 

X2. Product Quality 0,979 > 0,7 Reliable 

Y1. Purchasing Decision 0,925 > 0,7 Reliable 

  

Based on the results of the Cronbach's Alpha test in table 2, it can be seen that all variables are 

declared reliable because they have a Cronbach's Alpha value > 0.7. The Cronbach's alpha value > 

0.7 indicates that the construct has a high reliability value so that the research instrument used is 

reliable and suitable for use as a measurement.. 

Results of Direct Effect Hypothesis Test 

 To determine the impact of independent variables consisting of social media marketing 

(X1) and product quality (X2) on the dependent variable, namely purchasing decisions, a direct 

hypothesis test is needed. The results of the direct influence test are presented in Table 3. 
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Table 3. Hypothesis Test Results 

Hypothesis Direct Effect 
P-

Value 
Results 

Hypothesis 1 Social Media Marketing Purchasing Decision 0,004 
H1 

Accepted 

Hypothesis 2 Product Quality Purchasing Decision 0,048 
H2 

Accepted 

 

Discussion 

The Influence of Social Media Marketing on Purchasing Decisions 

Research proves that social media marketing has a positive effect on purchasing decisions. 

The more effective the social media marketing strategy implemented by the company, the higher 

the level of purchasing decisions made by consumers. This is in line with research conducted by 

(Permana et al., 2024) who found that marketing activities through social media have a positive 

impact on consumer behavior, including purchase intentions. Several factors can be used as 

indicators of the influence of social media marketing on purchasing decisions. First, social media 

provides an effective platform for companies to interact directly with consumers, build more 

personal relationships, and increase brand awareness. Second, interesting and relevant content on 

social media can influence consumer perceptions of products or services, and increase purchasing 

interest. The implication of this finding is that companies (in this case PT Java Indosinergi  

Creative) need to pay special attention to their social media marketing strategies, so that they can 

provide an increase in sales fluctuations that have been fluctuating. By optimizing the use of social 

media as a marketing tool, companies can increase the effectiveness of their marketing 

communications, expand their audience reach, and ultimately drive consumer purchasing decisions 

that will have an impact on increasing sales volume. This study is in line with research conducted 

by (Nisa, 2019), (Putri, 2016), (Qomariah & Zaman, 2020), (Khoernnikmah & Widarko, 2018), 

(Istanti, 2017), (Hamdani & Mawardi, 2018), (Putra, 2014), (Mileva & DH, 2018), (Prasetyo et al., 

2016), (Jamaludin, 2015), (Rahmi & Yogia, 2015), (Nurgayatri, 2016), (Lapian & Jan, 2024), 

which states that social media marketing has an impact on increasing purchasing decisions by 

customers. 

The Influence of Product Quality on Purchasing Decisions 

This study proves that product quality has a positive effect on purchasing decisions. 

Increasing product quality will be directly proportional to increasing consumer purchasing 

decisions. Although the effect is significant, it should be noted that the P-Value value approaching 

the significance limit indicates that this effect may not be as strong as other factors that have much 

smaller P-Value values. The positive effect of product quality on purchasing decisions can be 

explained through several aspects. First, high product quality tends to increase the perception of 

value in the eyes of consumers, which in turn can drive purchasing decisions (Zeithaml et al., 

2006). Second, high-quality products are more likely to meet or even exceed consumer 

expectations, which can increase satisfaction and encourage repeat purchases Kotler & Armstrong, 

2010). Third, in a competitive market, product quality can be an important differentiating factor, 

influencing consumer preferences and purchasing decisions. The implication of this finding is that 

companies need to continuously invest in improving the quality of their products. This can include 

product innovation to enhance features and functionality, improving production processes to ensure 

consistent quality, using high-quality raw materials, and implementing a strict quality management 

system. In addition, companies also need to effectively communicate the quality of their products 

to consumers through various marketing channels, including packaging, advertising, and direct 

sales communications. By focusing on improving and communicating product quality, companies 

can improve consumer purchasing decisions and strengthen their position in the market. This 

research is in line with research conducted by (Handayani & Hidayat, 2021), (Agustina et al., 

2018), (Ratnasih & Nurjanah, 2019), (Napik et al., 2018), which states that good product quality 

can improve purchasing decisions. 
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CONCLUSION 

Conclusion 

Based on the results of the research and discussion, the following conclusions were obtained: 

1) Social media marketing has a significant positive effect on purchasing decisions at PT Java 

Indosinergi Creative Malang City, this is supported by a p value of 0.004 so it is considered 

significant; 2) Product quality has a significant positive effect on purchasing decisions at PT Java 

Indosinergi Creative Malang City, this is evidenced by a p value of 0.048 so it is considered 

significant because it is less than 0.05. 

Suggestions 

The following are research suggestions that researchers can provide through this study: 1) 

PT Java Indosinergi Creative is advised to implement an integrated marketing strategy that focuses 

on improving product quality. It is also recommended to optimize the use of social media 

marketing and improve product quality to support consumer purchasing decisions. In addition, it 

also evaluates the factors that influence consumer purchasing decisions so that the company's sales 

remain stable and even increase so as to obtain maximum profit; 2) Future research is advised to 

develop research by conducting comprehensive research that combines quantitative and qualitative 

analysis across industries and time, considering additional relevant variables, to gain a deeper 

understanding of the complex dynamics that influence consumer purchasing decisions in the 

context of modern marketing; 3) For policy makers, this research can contribute to the development 

of economic policies that support the growth and sustainability of the company. An in-depth 

analysis of the factors that influence purchasing decisions can provide insight to policy makers in 

formulating more effective strategies to support the development of the company. Currently, social 

media has become an important and crucial thing for companies to introduce their products to the 

public, so companies must continue to update information on social media. 

Implications 

The implications of these findings are significant for corporate strategy. First, companies 

need to maintain a strong focus on improving and maintaining the quality of their products. This 

may include investing in research and development, improving production processes, and 

implementing stringent quality control systems. Second, companies must effectively communicate 

the quality of their products to consumers through a variety of marketing channels, including 

packaging, advertising, and direct sales communications. For future research, it is better to add 

variables that can improve consumer purchasing decisions, such as brand image and brand trust 

variables. 

Research Limitations 

For future research, it is suggested to consider other factors or variables that influence 

purchasing decisions and brand image in general, such as price, promotion, and service. Further 

research can also expand the research orientation to a larger scope or wider population. 
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