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Abstract

This study attemp to explore television advertising effect towards customer purchasing decision.
In particular, the author devide television advertising into four sub-variable, which are
advertising message, advertising audio, advertising ilustration-and figure on advertising. This
study conduct by taking four hundred responses of respondents. Quantitative research was used
in this study. This study used non-probability sampling method with incidental sampling method
for the sampling analysis. The population used in this research is limited in Indonesia population
only in which the total population is around 255 million people. The data was analyzed using
simple linear regression. Result revealed that television advertising have an effect towards
customer purchase decision. It is recommended that company should improve the publication in
order to attract more trust from the customer which lead into the increase of sales.

Keyword: television advertrsrng, customer purchase decrsron advertrsrng message, advertising
audio, figure on advertising. n _

1. Introduction ’,/'

Industrial sector is the major sector in economy of Indonesia. This sector is the largest
contributor in the formation of the Gross Domestic Product (GDP) of Indonesia over the last
ten years. The composition of the population of Indonesia is dominated by the consumption of
food consumption. It makes the competition in the food industry more tighter than before. PT.
‘Indofood CBP_Sukses Makmur Tbk. is one of the food manufacture company which compete
in the food industry with one of their product which is Sarimi Instant Noodle. Sarimi Instant
Noodle struggling to surV|ve in the food mdustry e\/ent ough they still promote the product in
television advertising. The objective of this study is to give company a suggestion to overcome
the problem and aIso this study were design to compare he theory and the|reality exist.

Quantltatlve research was used in this study. Four hundred _respondents are giving their
response through twenty one questions in questionnaire to represent the other user. Television
advertising used as the x variable ‘and custothpurchase decision used as thely variable. The
data was ar\%r: zed usTg multlple regressmn analy3|s and the sampllnT teThnrque used is

incidental sampling method. -

“The paper is organized as follows. It opens with a bnef general drscussmn of how food
industry has grown which make PT. Indofood CBP Sukses Makmur Tbk. product (Sarrml
instant noodle) struggling to survive in the market. Furthermore, a brief general discussion
about television advertising in Indonesia. The conceptual model and hypotheses are presented.
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The methodology is next described followed by the analysis and empirical findings. The paper
then outlines the conclusons and suggestion.

2. Literature Review
2.1 Advertising

According to Lee & Johnson (2007) advertisement is a commercial and non-personal
communication about an |organization and their products that transmitted to target market
through mass media such as television, radio, newspaper magazine, direct mail, billboard or
public transportation. ,

2.2 Television Media

\.

According to Suwasono (2002), the television is a very effective medium to
communicate realisically. Television media allows marketers to aim marketshare or targeting
audience widely with differenct segmentation.

2.3 Customer Decision Makrng Process

Kotler (2012), suggest a five steps process of makrng purchasing decrsron by customer,
which are the stage of problem recognition phase, information search phase, the evaluation
phase, the decision phase and the post-purchase behavior phase.

2.3.1 Problem Recognition

Kotler (2012) states that the purchase process begins when the buyer recognizes a
problem or a need. A problem that to be solbed and done. Needs that can be caused by internal
or external stin strmulr Stimulation iin the form of physical force (internal) occurs when a person
senses |anuenced by circumstances such as thrlst coId heat hunger and sp-on;-until it reaches
a certain point and becomes an impulse. - : -

2.3.2 Informatron Search

v

Kotler (2012) states that the customer that the needs has aroused erI search more
information.| Information search devided into two levels, namely, mformatron retrieval
situations an% ctive search. The resources of mformatroneevrded into [four group, ' which are
personal sources, comnTercraI sources,, publrc sources experrence sourcesj ‘

2.3.3 Evaluation of Alternatives

According to Evans and Berman in Moniharapon (1998), the customer should establish
various criteria as the wish to be able to make a decision that is felt most useful to solve
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problems. Although, at this stage the customer has had enough information to select alternatives
to the product or commodity data that has been previously selected, customer still have to be
careful in evaluating the alternatives based on the quality, color, style, durability, security,
status, warranty, and price.

2.3.4 Purchase Decision |~ —— — o

Customers form a preference for brankdé"'.in a collection option evaluation stage.
Customer intend to buy the most preferred product. Furthermore, Kotler (2012) made five sub-
purchasing decision through- brand-decisions, supplier_decisions, quantity decisions, time

decisions, and methods of decision making.

2.3.5 Post Purchase Behavior

According to Kotler (2012), customer satisfaction is a function of how close the

expectations of buyers on a product to the perceived performance of the product itself, customer

form their expectations based on the message received from the seller, friends, and other
sources of information. Sa‘t.isfaction and dngatisfaction of ihe customers tbwards some product
affect subsequent behavior','-- that is if the cuéfome*— is satisfied, showed a higher likelihood to
buy the product, while dissét-igfied customers act, otherwise, they mag/ dispose or return the

product. AN S

2.4 Research framework

This study used two variables. Sarimi television advertising as the independent variable
.and-customer-purchasing decision as the dependent variable.
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2.5 Hypothesis
Sekaran and Bougie (2010) states that a hypothesis can be defined as a tentative, yet
testable, statement, which predicts what you expect to find in your empirical data. Based on
the research framework, the hypothesis will be described below:
Ho . Sarimi Television Advertising had no etfect towards purchasing
decision process.

H: . Sarimi Television Advertising has an effect towards purchasin
decision process. :

3. Methodology

3.1 Research Type | |
Quantitative research methodology is applied in this research. Zikmund, et al (2010)

defines quantitative business research as business research that address research objective

through empirical assessments that involve numerical measurement and analysis approaches.

Quantitative research direct a considerable amount of activity toward measuring concept with
scales that either directly or indirectly provides_nume_ric value. The numeric values can then be

used in statistical computations and hypothesis testing.

3.2 Operational Variable

Sekaran (2010) state that independent variables are one that influences the dependent
Variable in either a positive or negative way. Independent variables in this research is television
a?ertlsmmlch have four sub-variable namely advertlsmg message advertrsrng audlo
advertising |Iustrat|on f||gure on advertlsmg

e of primary interest to

According to Sekaran (2010) dependent varrabl# is the variab
the researcher Through the analysrs of the dependent varrable it |s posr Ie to frnd answer or
solutron to the problem Dependent variable in this research is customer purchase decrsron

process.

3.3 Measurement Scale .

The sclae used in this study is ordinal scale. Ordinal scale is a ranking scale in which

number are assigned to objects to indicate the reltive extent to which the objects possess some
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characteristic. Thus, it is posible to determine whether an object has more or less of a
characteristic that some other object. (Malhotra, 2010)

In this study, the measurement scale used is a Likert scale. Likert scale is a measurement
scale with five response categories ranging from “strongly disagree” to “strongly agree”, which
requires the repondents to indicate a degree of agreement ot disagreement with each of a series

of statements related to the stimulus object (Malhotra, 2012).

3.4 Population and Sampling

Population in this research is Indonesra citizen WhICh are the customer of Sarimi instant
noodle product. Non probavility samplrng is used in this study, which is incidental sampling
technique. Indidental sampling is suitable to be used in this research because of the number of

the population that is to big. Furthermore, with incendental sampling technique, anyone that

accidentally meet the requirement are capable to be the respondent.

3.5 Data Analysis Technique

In this research simple‘linear regression model is used as/deta analysis technique. A
good regression model should be free from the problem of deV|at|on from the classical
assumption in the regression model. Furthermore Descrlptlve analysis is used to analyze the
data by describing or explaining an event (Rakhmat, 2009). Multiple Successive interval (MSI)
::umt:the ordinal data into interval data in this research.

s

4. Discussion 7

. This Study used orie variable ' as the "‘-indeperi‘de_nt-veri_able hich are televising

advertising and one variableas the dependent variable which is customer pJurchase decision

process. [ =)

\ \ / / /- N / / | |
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Table 1
Coefficient Determination

Model Summary®

" R Square

,9222 ,850

a. Predictors: (Constant), Total_X

b. Dependent Variable: Total_Y

From the results s
that 85% of purchase dec
which is 15% of purchas

included in this research.

Model

Regression

Residual

Total

Sum of Squares

18899,079

3356,885

22255,964

a. Dependent Variable: Total_Y

b. Predictors: (Constant), X4, X2, X3, X1

Adjusted R

Square

,850

Std. Error of the

Estimate

2,88189

. Table2
Statlstlc F Test Result

ANOVA2

df

395

399

Mean Square

4724,770

8,498

Durbin-Watson

2,070

hows that the adjusted R square in this research is 0.850. it means
sion process are affected by television advertising. While the rest,

ing decision process are affected by others variable that are not

F Sig.

555,957 ,000°P

_F table for the number of samples with one independent variable Lnd the level of o =

0,05 is-2,39. From the table above can be seen the value of F arithmeticamodnted to 555,967

which is smaller than a level that was set 0 05. FTom both of these then based on testing cr|ter|a

much larger than the magnitude F table 2 39. The calculated F. SlgdlflcaLce Lalue was 0,000

can be concluded that Ho rejected and H1 accepted Based on that, Sarimi’s Telewsmn

Advertising has a significant effect towards Purchasing Decision Process.
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Table 3
Determination of Regression Model

Coefficients?

Model ' Unstandardized Standardize t Sig.
Coefficients d

Coefficients

B Std. Error Beta
(Constant
2,541 ,553 4,596 ,000
1 )
Total X 811 017 926 48975 000

a. Dependent Variable: Total_Y

Regression model |that can be explained from the results in the form of regression
equation as follows: Y = 2,541 + 0,811X + e . That concludes, if the varlable of television

advertising increased by each unit, it will mcrease the purchase decision by 0,811.

5. Conclusion

Based on the dicussion results, th'e"t'e'l'evision'ad'\'/'ertising of Sarimi instant noodle have
an effect to the customer purchasing decision with a moderate classified television advertising.
jl-mroduct itself did not match with the customer needs. Likewise, the Sarimi instant
\noodle product information is hard to find. The value of R-square: (RZ) in the table is-850, and
based on the considerations, it can be concluded that it has a significance level of the influence
of the independent variable which s television adveqrsrng on cust‘]am r purchase decision
process the value above |llustrate that the customer purchase deC|5|on var able IS affected 85%

bythe televrsron advertrsrng and the rest 15% is influenced by other varrables out of this study
. 7I |

References =~ | ‘ o O Q U a= ‘ D

Shimp, T. A. (2003). Advertising Promotion & Supplement Aspect of Integrated Markeﬁy
Communications 5/E.

Morrisan. (2010). Periklanan: Komunikasi Pemasaran Terpadu. Jakarta: Kencana Prenada.



ISSN : 2355-9357 e-Proceeding of Management : Vol.3, No.3 December 2016 | Page 3491

Lee, Monle & Johnson, Carla. (2007). Prinsip-Prinsip Pokok Periklanan Dalam Perpektif
Global. Jakarta: Kencana

Durianto, dkk. (2003) Invasi Pasar dengan Iklan yang Efektif: Strategi, Program, dan Tehnik
Pengukuran. Jakarta: Gramedia Pustaka Utama.

Kotler, P., & Armstrong, G. (2008). PrlnC|pIes oT\Mérketlng 12/E. New Jersey:  Prentice

Hall.
Kotler, P., & Armstrong, G. (2012). Pri_r]ciple of Marketing-£4/E. New Jersey:  Prentice
Hall. ~

N
Kotler, P., Bowen, T. J., & Makens, C. J. (2006). Marketing For Hospitality And Tourism.

New Jersey: Pearson Prentice.
Kotler, P., & Keller, K. L. (2009). Marketlng Managementrl?,/E New Jersey: Pearson
Education.
Kotler, P., & Keller, K. L.|(2012). Marketing Management-14/E. New Jersey: Pearson

Education.

Kennedy, John E & R. Dalmawan Soemaragara. (2006) Marketing Communication. PT.

Bhuana limu Populer Jakarta. \‘\ /

Duncan, Tom. (2008). Prlnciples of Advertlsmg & IMC 2/E. Slngapore= McGraW Hill

AN
AN ,./

International.
H. era
Lamb, Charles W, Hair, Joseph ng I\/IcDanleI Carl. (2001) Pemasaran 5/E.

/

Jakarta: Salemba Empat. ~ -

Engel, J.F., R.D. Blackwell & P.W. Miniard. (1995) Perilaku Konsumen. Jakarta. Binarupa

[,._Aksara,.\ o

‘Sekaran, UT&—’BOML(ZOIC). Research Methoﬁor Business. West Sussex: . ngn wiley
& sons, 6 D \\ // / ‘f_/ . N\ R

Stanton, W. J.LI/EtzéI—M.JJ.,é(\NaIker, B.J. 20013. Ma keti+g, (14th #ds. . New |York:
McGraw-Hill. N \ A\

ZlkmUHd”Wllllam—G (20105 Business F%eséarcr1\Method\8fE Canacﬁ;l South-  ‘western,—

/I /

~Cengage learning. () o N L
NTIVEeISITU
\:/ ) {_,. ) \'\; j Q </ o _ :) _




