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Abstract: On this modern era the development of technology and media communication are rapidly growing and changing.
Many things that seen impossible by human in the past has now becomes possible. Current technological developments
increasingly dynamic and innovative, so the need for technology of information and communication is very important.
There are a lot of improvements of the technology that change the mindset of human. The purpose of this research is to find
if advertisement and sales promotion have a significant impact. This research used quantitaitve method. The sample of this
research is customer of Indovision TV with total of 75. This research used simple random sampling and the date filled by
the questionaire. The result of this research shows that there is a significant effect of Advertisement and Sales Promotion
on Consumer Buying Decision. Recommendation is that Indovision should make the sales promotion even more because
the demand of Cable TV is really high now, Indovision can add more TV Channel that other cable TV did not have.
Indovison should have a national or international artist on their Advertising so it can be more attractive.
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Abstrak: Di era modern ini perkembangan teknologi dan komunikasi media berkembang dengan cepat dan berubah.
Banyak hal yang tampaknya tidak mungkin oleh manusia di masa lalu kini menjadi mungkin. Perkembangan teknologi saat
ini semakin dinamis dan inovatif, sehingga kebutuhan akan teknologi informasi dan komunikasi sangat penting. Ada
banyak perbaikan teknologi yang mengubah pola pikir manusia. Tujuan dari penelitian ini adalah mengetahui apakah
iklan dan promosi sales memiliki dampak signifikan. Penelitian ini menggunakan metode quantitaitve. Sampel penelitian
ini adalah pelanggan Indovision TV dengan total 75. Penelitian ini menggunakan simple random sampling dan tanggal
diisi oleh kuesioner. Hasil dari penelitian ini menunjukkan bahwa ada pengaruh yang signifikan dari Iklan dan Promosi
Penjualan pada Keputusan Pembelian Konsumen. Sebaiknya Indovision harus membuat promosi penjualan lebih banyak
karena permintaan TV Kabel sangat tinggi sekarang, Indovision dapat menambahkan lebih banyak Saluran TV yang tidak
dimiliki TV kabel lainnya. Indovison sebaiknya memiliki artis nasional atau internasional pada Iklan mereka sehingga
dapat lebih menarik.

Kata Kunci: iklan, sales promosi, keputusan pembelian konsumen

1228 Jurnal EMBA
Vol.6 No.3 Juli 2018, Hal. 1228 - 1237


mailto:Christohnnangoy@gmail.com
mailto:Wjf_alfa@yahoo.com

ISSN 2303-1174 C.L.Nangoy.,W.J.F.A.Tumbuan.,The Effect of......
INTRODUCTION

Resarch Background

On this modern era the development of technology and media communication are rapidly growing and
changing. Many things that seen impossible by human in the past has now becomes possible. Current
technological developments increasingly dynamic and innovative, so the need for technology of information and
communication is very important. There are a lot of improvements of the technology that change the mindset of
human. It is all because of the increasing level of human resources that might because the development of
technology especially the development on marketing and communication sector.

Nowadays, children and adults can easily communicate each other. Even now, people can communicate
as they want, communicate with each other from a different city, province, and different country. There are no
barriers or limitations now for the people to communicate, no matter distant or close people can stay
communicate even with a different type of communication. Not even time can separate people to communicate.

Actually, there are a lot of media that can be used by everyone in order to communicate. Start from the
conventional media like Radio, newspaper, and now almost everyone has television on their own home.
Moreover due to the globalization era people started to use internet as their information source that can be
accesssed via smartphone, tablet and other communication devices. People can reach various informations
easily and can simultaneously change their lifestyle.

Communication is an important thing, as a tool to introduce products. It is important to communicate
well, so that customers can understand about others opinion or suggestion, and it can build the good relationship
between the company or organization and the customers. Basically, a company or an organization need to
introduce or communicate every single of the products or services to the customer. So that, customer could
easily know and understand about the products itself.

Nowadays, organization or company use marketing communication to communicate with consumer and
has a big role in order to accomplish a successful organization or company with advertising and personal selling
as a tool to introduce the product. Surely, every company or organization has their own strategy on marketing
communication, because of the reality that shown based on the problem, there also some competition that
appeared among the company in-order to communicate to the customer about their products or services.

Nowadays, based on the modern lifestyle, many people use cable TV as their tools to fulfill their need
to watch a lot of TV channels. Cable TV is a television broadcasting system via radio frequency signaling
transmitted through optical fiber or coaxial cable and different with the regular antenna (over-the-air). Not only
TV channel but FM radio, internet and telephone are also delivered via cable TV.

Nowadays, when the cable TV are appear, people have so many option to choose what they need to use,
because before that people only had a conventional antenna, but now they also can use Cable Tv as a choice.
There are many brand of cable TV, Indovision, TopTV, Transvision, Aora, OrangeTV, BigTV, First Media, K-
Vision, Topas TV, OK Vision, Nextmedia, Centrin TV, generally the competition between the brand of cable
TV, actually going normally. The way the brand of TV Cable promote their product through the TV channel
that they have, for example, Indovision with RCTI, Transvision with TransTv, and K-Vision with Kompas Tv.
For the feedback by the consumer to use the product are depend on the channel that offered by the brand of
Cable Tv, like sports, entertainment and also news.

Especially, the competition of Cable TV in Manado based on the way of promotion, many brand of
Cable TV promote their product with directly to the consumer, they open some booth beside the road, while
offering the product. With that style of promotion, the consumer can easily know about the Cable TV (Channel
Packet and Price).

Indovision is a subscription satellite television station owned by PT MNC Sky Vision (formerly PT
Matahari Lintas Horizon). The Company was incorporated on 8th August 1988 began to promoting their
product & services in early 1994 and is responsible for marketing and program management services to
customers. In 1997, Indovision conducted innovation by changing the broadcast signal from analog to digital.
This innovation can improve the reception quality of picture and sound for its customers.

Indovision also facing a tight competition in Indonesia especially in Manado cable TV market due to
the number of competitors that provide the same service to their customer. Until now in Manado City have 1700
customers of being users Indovision Cable TV, but only 1100 customers still be active user of Indovision Cable
TV. While 600 users are passive customers. It is easy to find all of those competitors promoting their product to
the audience. The same method also being implement by Indovision in order to attract their customer.
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The above data indicated that the subscriber number of Indovision were 1.288 million in 2014, 1.139
million in 2015, and 1.222 million in 2016. The increase has occurred from 2015 to 2016.

Research Objectives
Based on the research problems, the objective of this research is to find the effect of:
1. Advertising and Sales Promotion on Consumer Buying Decision of Indovision tv cable provider
2. Advertising on Consumer Buying Decision of Indivision tv cable provider
3. Sales Promotion on Consumer Buying Decision of Indovision tv cable provider

THEORETICAL FRAMEWORK

Marketing

According to Kotler (2009:27) marketing is a nodal and managerial process by which individuals and
groups obtain what they need and want through creating and exchanging products and value with others.
Marketing means managing markets to bring about exchanges for the purpose of satisfying human needs and
wants. Thus, return to definition of marketing as a process by which individuals and groups obtain what they
need and want by creating and exchanging products and value with others. Exchange processes involve work.
Sellers must search for buyers, identify their needs, design good products and services, promote them, and store
and deliver them. Activities such as product development, research, communication, distribution, pricing and
service are core marketing activities. Kotler defined the marketing concept holds that achieving organizational
goals depends on determining the needs and wants of target markets and delivering the desired satisfactions
more effectively and efficiently than competitors do. However, the marketing concept does not mean that a
company should try to give all consumers everything they want. Marketers must balance creating more value for
customers against making profits for the company.

Consumer Behavior

According to Belch and Belch (2012) consumer behavior can be defined as the process and activities
people engage in when searching for, selecting, purchasing, using, evaluating, and disposing of products and
services so as to satisfy their needs and desires. Consumer behavior is a process a consumer uses to make
purchase decision, as well as to use and dispose of purchased goods or services; also includes purchase decision
and product use.

Consumer Buying Decision

According to Howard and Sheth (1969:658) developed “Theory of Buyer Behaviour” to identify the
elements o f a buyer’s decision and split these elements into three groups: (1) a set of motives, (2) several
alternative course of action, and (3) decision mediators by which the motives are matched with the alternatives.
Motives are specific to a product class and reflect the underlying needs of the buyer and the alternatives are the
various brands that have the potential of satisfying the buyer’s motives

Advertising

Advertisement according to Oakley, (2009) is an attempt at creativity which influences the consumer’s
motive to buy a particular product and change or make the perception of the product in the mind of the
consumers. The main importance of advertising is to affect the consumer buying behavior. The behavior can be
changed or react quickly in people’s minds. Consumer behavior analysis aims to elaborate ‘why customers act
in a specific ways under specific situations. Advertisements creates brand image and it can also be changed or
strengthened through advertisements. These brand cognition influence consideration, evaluation and finally
purchases. The hierarchy of effects model of Advertisement states that advertisements lead from cognitive
awareness to co native purchase.

Sales Promotion

According to Mualla (2006).The promotion can be defined as a “marketing activity involves the
persuasion contacting process through which the sender define of a commodity, or service, or an idea, or a
place, or a person, or a pattern of behavior for the purpose of influencing the members of a particular audience
minds, to appeal to their response behavioral about what promotes”. Promotion has an important role in forming
of loyalty and psychological connection degree between the consumer and the product, the ad campaign, and the
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formulation of a sentence that create loyalty to the product play a major role in the success of achieving the
objectives of the promotion policy.

Previous Research

The first article by Fatima and Lodhi (2015), Impact of Advertisement on Buying Behaviours of the
consumers: Study of Cosmetic Industry in Karachi City. This research explain about the advertisement are
helpful in creating the awareness and perception among the customers of cosmetic products; both of these
variables are lethal combination to influence the buying behaviors of the consumers. This particular research
was conducted on the 200 young male or female who use different brands of cosmetics to check the influence of
advertisement on their buying behavior while creating the awareness and building the perceptions. Correlation
and regression analysis were used to identify the relationship between these variables. The results revealed
provide the new way to managers to devise suitable strategy for the marketing of cosmetic products. These
results show that advertisements are very useful in creating the awareness among the people but they are failed
to build strong perceptions in the mind of consumers.

The second articles by Zahid and Mufti (2016), Impact of Advertisement on Consumer Buying
Behavior. This research explain about the advertising towards the consumer behavior. Advertisement plays an
essential role in changing the consumer behavior towards a particular product. This study is conducted to
explore the collision of environmental and emotional response on consumer buying behavior. Advertisement
reminds its impact on consumer mind which attracts them to buy that particular product. The responses of 200
respondents are gathered from different universities of Faisalabad region of Pakistan through a circulated well-
structured questionnaire. Multiple regression technique is used as a statistical tool and empirical results reveal
that emotional response play positive and significant role to influence the consumer buying behavior. On the
other hand, negative and significant role of environmental response has been seen in determining the consumer
buying behavior.
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Figure 1. Conceptual Framework
Source: Theoretical Review (2017)

RESEARCH METHOD
Type of Research

Th is research will use causal type of research with Quantitative method. As an analysis tool this
research will use multiple linear regression method. The factorial design focuses on two or more categories with
the independent variables as compared to the dependent variable.

Place and Time of Research
This research will be conducted in Manado and the time of research is about 2 (two) months from
October until November 2017.

Population and Sample

Population is all members of a defined group that processes some common characteristic defined by the
sampling criterian established by the researcher. The population in the research is the user of Indovision tv cable
provider in Manado. In Manado City have 1700 customers being users Indovision Cable TV , but only 1100
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customers still be active user in using Indovision Cable TV. While 600 users is be passive customers. Sample is
the selected people chosen for participation in a study, people are refered to as subjects or participants and that
actually possesses the same characteristic as the population. The sample in this research is consisting of 75
respondents the sampling method is simple random sampling.

Data Collection Method

Primary data is the data obtained directly from the original source, specifically the primary data
collected by researchers to answer the research questions. The primary data of this study gets from the results of
questionnaires. The questionnaires are distributed to respondents so they can respond directly on the
questionnaires. There were two sections in the questionnaires that should be filled in by respondents. The first
section asked about respondents’ identities and the second section asked about things that related with the
variables.

Data Analysis Method

Descriptive analysis was employed to describe characteristics of respondents based on factors of age,
education and work duration. Validity test was conducted to analyse of whether all questions used for variables
in the questionnaire were valid or not, based on correlation between each question to the total questions. Pearson
Product Moment was used for this test. A question was categorized as valid question if the value of Pearson
correlation was positive and the significance value below 0.05 to the total questions of variables. Reliability test
was established by testing for both consistency and stability of the answers of questions. Cronbach’s Alpha is a
reliability coefficient that indicates how well the items in a set are positively correlated to one another (Sekaran
and Bougie, 2009:21). A variable is categorized as reliable valuable if value of Cronbach’s Alpha is above 0.60.

Classical Assumption Test

Four assumptions including normality, no multycollinearity, homoscedasticity and no auto-correlation
were analysed to make multiple linear regression. Normality was checked by plotting residual values on a
histogram with a fitted normal curve. No multicollinearity was tested by the Variance Inflation Factor (VIF)
statistic. Another way to think of co-linearity is “co-dependence” of variable (Schreiber-Gregory and Jackson,
2017:12). Intellectus Statistics plot the standardized residuals verses the predicted Y* values can show whether
points are equally distributed across all values of the independent variables or not. According to Sekaran (2005:
268), homoscedasticity occurs if the one residual observation to other observation is fixed, otherwise it is called
heteroscedasticity. The multiple linear regression model was checked for autocorrelation with the Durbin
Watson test.

Multiple Linear Regression

In this research, multiple regression analysis was employed to analyse the effect of job satisfaction and
perceived availability on job alternatives on turnover intention. In general, the equation of multiple linear
regression is as follows:

Y =a+pIXI+pB2X2+B3X3+e

Where, X1, X2, X3, are independent variables and Y is dependent variable. To test simultaneous effect
of independent variables (job satisfaction and job alternatives) to dependent variable (turnover intention), Ftest
was used. A Ftest as any statistical test in which the test statistical has an F-distribution if the null hypothesis is
true. If Fcount is greater than Ftable, HO is rejected and H1 is accepted. Accepting H1 means that all
consumption values has an effect on consumer purchase decision at certain significant level used. To test partial
effect of each independent variable ttest was used (5 %, a = 0.05). Statistically, this test has a t distribution if the
null hypothesis is true. In this test, t count is compared to t table. If t count is greater than t table HO is rejected
and H1 is accepted. Accepting H1 means that a single independent variable has an effect on dependent variable.
Goodness of Fit Test through Coefficient of Correlation (R) and Coefficient of Determination (R2) was applied
in this research. “Coefficient of determination is used to show the percentage of variability in Y that can be
explained by regression equation”. Meanwhile, “Coefficient of Multiple Correlation is used to measure the
strength of relationship between Y (dependent variables) and X (independent variables)” (Newbold and Thorne,
2003). The following considerations are used to classify the strength of correlation: > 0.70 (very strong positive
correlation), 0.50 — 0.69 (substantial positive correlation), 0.30 to 0.49 (moderate positive correlation), 0.10 to
0.29 (low positive correlation), 0.00 (no correlation), - 0.01 to - 0.09 (means a negligible negative correlation), -
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0.10 to - 0.29 (low negative correlation), - 0.30 to - 0.49 (moderate negative Correlation), - 0.50 to - 0.69
(substantial negative correlation), < - 0.70 (very strong negative correlation).

RESULT AND DISCUSSION

Result

The data used of this research is collected by distributing questionnaires to the company which is
Indovision. The following is description about the characteristic of the respondents consists of characteristic
based on gender, age, income per month.

Characteristic of Respondents

Based on gender shows the largest number of sampled respondents 54% comes from male respondents
and then followed by female (46%). Based on age shows the largest number of sampled respondents 40% comes
from age 21-40 years and then followed by age >40 years (60%)

Validity Test
Table 1. Validity Test Result
Sales
Advertising Promotion CBD
Advertising Pearson Correlation 1 -110 580"
Sig. (2-tailed) 277 .000
N 56 56 56
Sales Promotion Pearson Correlation -110 1 097
Sig. (2-tailed) 277 .337
N 56 56 56
CBD Pearson Correlation 580" 097 1
Sig. (2-tailed) .000 .337
N 56 56 56
N 56 56 56

**_Correlation is significant at the 0.01 level (2-tailed).

Source: SPSS Output, 2017
Table 1. Shows that the correlation index is higher than 0.3 and below the significance level of 5%. Therefore
the data is considered valid.

Reliability Test
Table 2. Reliability Test Result

Cronbach's Alpha N of Items
738 3

Source: SPSS Output, 2017
Table 2. Shows that Alpha Cronbach is 0.833 which is above the acceptance limit of 0.6; therefore the research
instrument is reliable.

Multiple Regression Analysis

In this research analysis of multiple linear regression was employed to analyze the effect of leadership,
Sales Promotion, and discipline on employees’ productivity simultaneously and partially. Results of analysis are
presented in the following explanations.
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Table 3. Multiple Linear Analysis Output

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta T Sig.

1 (Constant) 10.375 2.756 3.764 .000
Advertisement 251 109 247 2.290 .025
Sales Promotion .255 .086 .318 2.950 .004

Source: Data processed, 2017

Advertisement (X1) and Consumer Buying Decision (YY)

Advertisement (X1) does not significantly influences Consumer Buying Decision (Y). From the table
above, tcount for each independent variable, which for Advertisement (X1) tcount = 2.290 and ttable = 3.764
which tcount < ttable. Therefore, HO is accepted and H2 rejected, that means Advertisement (X1) does not
significantly influence Consumer Buying Decision (Y).

Sales promotion (X2) and Consumer Buying Decision ()

Sales promotion (X2) does not significantly influences Consumer Buying Decision (Y). From the table
above, tcount for each independent variable, which for Sales promotion (X2) tcount = 2.950 and ttable = 3.764
which tcount > ttable 2.02. Therefore, HO is accepted and H3 rejected, that means Sales promotion (X2) not
significantly influence Consumer Buying Decision ().

Discussion

Aims of this research was to identify the effect of advertisement that including audience reach, audience
engagement, audience attentiveness and responsiveness, friends and family environment, and commerce and
direct ROI measure with sales promotion that including ability to add value, bring forward future sales, offer
better value of money and cause responses immediately on consumer buying decision of Indovision TV Cable
provider in Manado.

Statistically, the questionnaires used in this research were valid and reliable. All collected data were of
reasonable to be used for further analysis that was designed to answer the research objectives. With particular
concern to reliability test, Sekaran and Bougie (2009:177) argues that this test is to measure both consistency
and stability of the answers of questions. Consistency indicates how well the items measuring a concept hang
together as a set.

Multiple Linear Regression as the major analysis in this research had been employed through early
check of four assumptions to make this analysis running optimally. This early check confirmed that the data
were distributed normally with no multicollinearity and free from heteroscedasticity and autocorrelation.

Results from several tests of the model approved that it was significant, an enough positive correlation
with Coefficient Determination of R. Generally, these tests explained that advertisement and sales promotion
was of reasonable predictor variables for consumer buying decision, and these predictor variables could explain
consumer buying decision for the study case at level of 43.7 %.

Simultaneous effect of advertisement and sales promotion was significant on consumer buying decision
of Indovision TV Cable provider for the study case. This was supported by the result of Ftest that confirmed
Fcount. The result of the multiple regression analysis shows that there is positive effect of Advertising toward
Consumer Buying Decision. In this research, it is represented by the intensity of advertisement, attractiveness
of advertisement, understandable information given, awareness of advertisement and advertisement through
social media. Like what the theory said, Advertisement is directly linked with the sales of the products
(Abiodun, 2011). By seeing result from this research, obviously Advertisement became one of linked factor to
Indovision TV customer when they decide to use Indovision TV, when they decide to use Indovision TV, their
customers become higher and obviously they will have more sales on their product.

It suits with the previous research that conducted by Fathima and Lodhi (2015) with title Impact of
Advertisement on Buying Behaviours of the consumers: Study of Cosmetic Industry in Karachi City. The result
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of the research said that advertisements are very useful in creating the awareness among the people but they are
failed to build strong perceptions in the mind of consumers. By all means Indovision itself can create a strong
perception for customer if they use their advertisement well. Each advertisement that Indovision makes toward
customers must come with the clear output after the advertisement itself being made. In Fathima research, The
result contradict with research from Zahid and Mufti (2016) with title Impact of Advertisement on Consumer
Buying Behavior, on other hand this research shows negative impact of response in determining the consumer
buying behaviour. This research contradicts because in this research, there are other factor that giving impact for
determining the buying behaviour, while this research use only two main factor that Indovision TV uses for
gaining attraction toward customers.

Consumer, who would buy a product, will try to find as much information as possible before making a
buying decision. The consumers usually go through the stages in making a buying decision. It is worth nothing
that consumer buying behavior is studied as a part of the marketing and its main objective is to learn the way
how the individuals, groups or organizations choose, buy use and dispose the goods and the factors such as their
previous experience, taste, price and branding on which the consumers base their buying decisions.

According to Baheti (2012) Advertisement appeal act as a supplier to arouse the psychological motive
of the consumer for buying. In this case it fits the findings that advertisement can gives the consumer motive to
buy Indovision TV products by seeing their advertisement on TV or Social Media, people may already have
their own TV Cable but when they see the advertisement and get interested by it, they will make their own
motive for buying Indovision TV. By all means, it is safe to say that advertisement that being given by
Indovision TV can give the peoples who willing to buy Indovision TV products enough information before they
purchase Indovision TV products.

The type of media that can be used for advertising is not just limited to Television Media, Indovision
also can try to reach the customers by giving advertisement through social media, one of the most effective
media to put an advertisement strategies on. The number of people who regularly use various social media
channels has grown dramatically and more and more people are getting more and more involved with social
media to get their hands on latest information. By putting information there, more people can get more clear
information about Indovision TV.

The result of the multiple regression analysis shows that there is positive effect of Sales Promotion
toward Consumer Buying Decision. In this research, it is represented by free offer from Indovision, extra
program, discount and compensation.

It suits with previous research from Mahsa Familmaleki and Alireza Aghighi (2015) with title
Analyzing The Influence Of Sales Promotion on Customer Purchasing Behavior. The result said that sales
promotion can increase the firm sales if the firm offering the right promotional tools to attract customers. Also
research that conduct by Mohamed Dawood Shamout (2015) with title The Impact of Promotional Tools on
Consumer Buying Behavior in Retail Market. It said that consumers’ behavior can be positively induced by
using various promotion tools.

By seeing the result from the previous research that have the same effects, clearly can be said that
promotional tools that Indovision TV already use is right because it causes positive effect same as the previous
research.

“Marketing activities usually specific to a time period, place or customer group, which encourage a
direct response from consumers or marketing intermediaries, through the offer of additional benefits”. One or
more of these activities is to use sales promotional tools and techniques (such as: sampling, discounts, sales, buy
one get one free, coupons, rebates, point-of-purchase displays, contests, premium money back offers and loyalty
programs) which directly influence individual to give quick decision and to finalize buying process. Based on
this theory, sales promotions effort that Indovision TV used is bundling program, which when they subscribe
more for Indovision TV, they will get special bonuses such as free month subscription and so on.

According to Mualla (2006) Promotion has an important role in forming of loyalty and psychological
connection degree between the consumer and the product, so it fits with the findings that Sales Promotion can
creates a positive effect to Indovision TV consumer. It can creates a mindset to consumer that if they buy
Indovision TV products, they will get so much profits according to the promotion.

Indovision TV sales promotion must offer their prospective clients real value, so that all of the limited-
time offers and targeted customer of Indovision TV will lure into what the sales promotions offers.

According to yourarticlelibrary.com, there are eleven technique of sales promotion that important to
building real value toward customers, the techniques are: rebate, discount, refunds, product combination,
quantity gift, instant draw and assigned gift, lucky draw, usable benefits, full finance, samples, and contest. If
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Indovision TV try to manage using those techniques, it guaranteed that the value will be built toward
prospective clients and surely make the buying decision for clients easier.

Because buyers must act on the basis of incomplete information, they automatically and consciously
incur a risk in every purchase and non-purchase decision. The size of the risk buyers perceive depends on the
importance of the particular purchase and on the quantity of relevant information about the product category and
the competing brands. A purchase decision can be considered as an optimization process through which buyers
seek the product or the brand that will yield the greatest satisfaction. The choice process can be considered as
the search for the most satisfying trade-off among brands that possess desirable attributes at different levels

There are many other options which help in building the perceptions in the mind of the customers and
advertisements is an option for building the perception in the mind of the customers. Human beings can build
the positive or negative perception by just watching the product they will try to use those products at least one
time while building any perception in their mind. Experience is the major driver of building the perceptions
because of this fact most of the cosmetics companies are using tool of sales promotions along with the
advertisements in which they give free trial or sample productto the customers to use. The aim behind these
sales promotions is to provide the experience to their customers, this help them to build the perception of their
product.

Though many people said that Advertisement and Sales Promotions are same, there are things that make
them differ, it the nature of the appeal to the consumer. But these two terms are often used together. Indovision
TV also can makes an advertisement that can support their sales promotions so that not just the product info that
reach the customer, but also the information about sales promotions. In return, sales promotions can become one
of aspects that being advertised about in media.

Overall, these two aspects will play their own role toward consumer buying decision. These two
variables must support each other because they does not have significant effect on consumer buying decision
partially.

CONCLUSION AND RECOMMENDATION

Conclusion
After examining the findings and discussing the result, the conclusions based on this research can be

formulated as follows:

1. The independent variable which are Advertising and Sales Promotion simultaneously affect Consumer
Buying Decision as the dependent variable.

2. Advertising as one of independent variables does not partially affects Consumer Buying Decision
significantly.

3. Sales Promotion as one of independent variables does not partially affects Consumer Buying Decision
significantly.

Recommendation
Based on the analysis and conclusions from overall result in this research regarding effect of
Advertising and Social Media on purchase decision. The researcher makes the following recommendations for
Indovision TV:
1. Indovision should make the sales promotion even more because the demand of Cable TV is really high
now, Indovision can add more TV Channel that other cable TV did not have.
2. Indovison should have a national or international artist on their Advertising so it can be more attractive.
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