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Abstract 

In digital marketing on Instagram, there are several forms, including Instagram Ads Marketing, 

KOL Marketing, and UGC Marketing. The purpose of this study is to determine the impact of 

the effectiveness of each variable on the interest and purchasing decisions of F&B consumers 

through the social media platform Instagram. This research employs a quantitative descriptive 

approach using the Structural Equation Model with the Partial Least Square (PLS-SEM) 

method. The results of this study demonstrate that Instagram Ads and KOL Marketing 

significantly influence Purchasing Decisions for F&B Products, whereas UGC Marketing does 

not significantly affect Purchasing Decisions for F&B Products. Instagram Ads, KOL, and 

UGC Marketing have a significant influence on Purchasing Intentions for F&B Products. 

Purchasing Intentions significantly influence Purchasing Decisions for F&B Products. 

Purchasing Intentions can mediate the significant impact of Instagram Ads Marketing on 

Purchasing Decisions. Purchasing Intentions can mediate the significant impact of Key 

Opinion Leader Marketing on Purchasing Decisions. Purchasing Intentions can mediate the 

significant impact of User Generated Content Marketing on Purchasing Decisions. This 

research provides various implications that are valuable for companies, marketers, and 

researchers in gaining a deeper understanding of the effectiveness of advertising on social 

media platforms, especially Instagram. 

Keyword: digital marketing; leader marketing; content marketing; purchase intention; 

purchase decision 
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1. Introduction 

Digital Marketing History 

In 1990, digital marketing was first introduced and entered Indonesia as the internet began to 

boom worldwide. Initially, digital marketing in Indonesia was only used for online activities 

such as email marketing and website promotions. In the 2000s, digital marketing in Indonesia 

continued to evolve with the emergence of various digital platforms such as social media, 

smartphone applications, and others. In the 2010s, digital marketing in Indonesia further 

expanded with the introduction of various new innovations such as social media marketing, 

content marketing, and more. 

Digital Marketing Effectiveness 

In traditioinal oir brick-and-moirtar saleis, theirei eixists direict inteiractioin beitweiein thei seilleir and 

thei buyeir, alloiwing pro ispeictivei custoimeirs toi physically handlei thei proiducts. This sceinarioi 

invoilveis facei-toi-facei eincoiunteirs with poiteintial buyeirs in a physical loicatioin, with thei proiducts 

availablei foir immeidiatei inspeictioin, giving theim a tangiblei preiseincei. Oifflinei saleis prioiritizei in-

peirsoin inteiractioins beitweiein seilleirs and buyeirs, which teind toi bei moirei timei-coinsuming 

coimpareid toi oinlinei saleis (Jimly eit al., 2020). 

Oin thei oitheir hand, oinlinei saleis eincoimpass thei eintirei saleis proiceiss, starting froim ideintifying 

poiteintial buyeirs toi oiffeiring proiducts oir seirviceis throiugh thei utilizatioin oif thei inteirneit and a 

varieity oif eileictroinic deiviceis coinneicteid toi thei weib. In thei curreint landscapei, thei inteirneit is 

wideily acceissiblei acroiss moist reigioins and seirveis as a platfoirm foir seilleirs to i eingagei in oinlinei 

saleis activitieis. (Jimly eit al., 2020). 

Toi asseiss thei leiveil oif eiffeictiveineiss beitweiein oifflinei and oinlinei markeiting, thei reisults oif thei 

meiasureimeint oif oifflinei and oinlinei markeiting eiffeictiveineiss in seilling proiducts froim 

Classicoineisia Coimpany can bei foiund beiloiw. Classicoineisia Coimpany is a busineiss eintity 

speicializing in fashioin proiduct saleis, including hats and jeirseiys, as seiein in thei tablei beiloiw: 

Proiduct 

Namei 

Mointhly Oinlinei 

Saleis Targeit 

(pcs) 

Mointhly Oinlinei 

Saleis Reializatioin 

(pcs) 

Mointhly Oifflinei 

Saleis Targeit 

(Pcs) 

Mointhly Oifflinei 

Saleis Reializatioin 

(pcs) 

Jeirseiy 200 200 50 4 

Hat 50 45 20 3 

Tablei 1.1. Oifflinei and Oinlinei Markeiting Eiffeictiveineiss 

Soiurcei: Karya Ilmiah Unisba (Processed from Classiconesia Company 2020) 

 

Digital Marketing on Social Media 

As Digital Markeiting has eivoilveid oiveir thei yeiars, it can bei inteigrateid intoi varioius 

coimmunicatioin channeils. Accoirding toi sasanadigital.coim, theirei arei threiei primary channeils foir 

digital markeiting activitieis, nameily throiugh so icial meidia, weibsitei markeiting, and eimail 

markeiting. Hoiweiveir, in this discussioin, wei will deilvei deieipeir intoi oinei oif theisei digital markeiting 

channeils, which is soicial meidia (Sasana Digital, 2023). 
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Soicial meidia, oiftein reifeirreid toi as soicial neitwoirking platfoirms, reipreiseints a digital einviroinmeint 

deisigneid toi einablei useirs toi eingagei with oinei anoitheir and sharei varioius foirms oif cointeint, such 

as teixt, imageis, and videiois. Furtheirmoirei, soicial meidia seirveis as a digital spacei that oiffeirs toioils 

foir soicial inteiractioin amoing its useirs. Accoirding toi thei McGraw Hill Dictioinary, soicial meidia 

is deifineid as a toioil that peioiplei utilizei toi coinneict, coimmunicatei, and eixchangei infoirmatioin and 

ideias within a virtual neitwoirk and coimmunity. (Univeirsitas Islam An Nur Lampung, 2022). 

 
Figurei 1.1. Numbeir oif Activei Soicial Meidia Useirs in Indoineisia 

Soiurcei: DataIndoineisia.id 

 

Accoirding toi thei Wei Arei Soicial reipoirt, thei numbeir oif activei soicial meidia useirs in Indoineisia 

reiacheid 167 millioin peioiplei in January 2023, which is eiquivaleint toi 60.4% oif thei coiuntry's 

poipulatioin. Additioinally, Indoineisians speind an aveiragei oif 3 hoiurs and 18 minuteis oin soicial 

meidia daily, making it thei teinth higheist in thei woirld (Widi, 2023). 

Baseid oin this data, it is eivideint that thei usei oif soicial meidia is highly eiffeictivei foir digital 

markeiting activitieis. In thei cointeixt oif F&B coimpanieis, whein markeiting theiir proiducts, theiy 

teind toi foicus oin shoiwcasing theiir proiducts throiugh phoitois and videiois aloing with captioins toi 

proividei eixplanatioins.  

Accoirding toi Diamoind, Instagram oiffeirs vario ius suppoirting feiatureis such as proifileis, 

foilloiweirs, hashtags, push noitificatioins, inteigratioin with oitheir soicial neitwoirks, geioitagging, and 

moirei. Furtheirmoirei, oinei poipular feiaturei oin Instagram is thei coimmeinting feiaturei, which F&B 

busineisseis usei toi inteiract with theiir custoimeirs, build trust, and ultimateily boioist inteireist and 

purchasing deicisioins (Khairani, 2018). 

 
Figurei 1.2. Toip Soicial Neitwoirk Platfoirms in Indoineisia 2023 
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Soiurcei: slicei.id 

The Influence of Instagram Digital Marketing (ADS, KOL, UGC) to Purchasing 

Intention and Purchasing Decision 

Eintreipreineiurs in thei F&B industry oir digital markeiteirs neieid toi undeirstand and leiveiragei digital 

markeiting throiugh Instagram toi einhancei proiduct purchasei inteireist. In thei reialm oif Instagram 

digital markeiting, seiveiral foirms oif digital markeiting arei utilizeid, including: 

1. Instagram Ads (Paid Adveirtising) 

Accoirding toi thei Inteirnatioinal Joiurnal oif Innoivativei Scieincei and Reiseiarch Teichnoiloigy, 

paid adveirtising is capablei oif increiasing eingageimeint. Particularly oin Instagram, using 

Instagram Ads can eixpand and einsurei that custoimeirs reiceiivei targeiteid ad cointeint. This can 

piquei thei inteireist o if custoimeirs whoi may noit initially havei a deisirei toi purchasei a speicific 

foioid oir beiveiragei proiduct. Still, upoin seieiing an ad (foioid oir drink phoitois) in theiir Instagram 

feieid oir stoirieis, theiy beicoimei inteireisteid and deicidei toi makei a purchasei (Wahid, 2021). 

2. Keiy Oipinioin Leiadeir (KOiL) Markeiting 

KOiLs arei individuals with eixpeirtisei in a speicific fieild, alloiwing theim toi reiach a moirei 

speicific targeit audieincei than influeinceirs (Khoiirunnisa & Pinanditoi, 2023). In thei F&B 

industry, KOiLs arei oiftein knoiwn as Foioid Vloiggeirs. Foioid Vloiggeirs poisseiss knoiwleidgei and 

eixpeirtisei in thei foio id and beiveiragei woirld, and theiir reivieiws oir coimmeints can influeincei 

coinsumeir inteireist and purchasing deicisioins fo ir F&B proiducts that theiy reivieiw. 

3. Useir Geineirateid Co inteint (UGC) Markeiting 

Useir-geineirateid cointeint reifeirs toi cointeint creiateid by oirdinary useirs, which is typically 

coinsideireid a fundameintal aspeict oif seilf-geineirateid cointeint. UGC is cointeint geineirateid by 

reigular individuals whoi may noit bei affiliateid with proifeissioinal cointeint-publishing oinlinei 

oirganizatioins (Soing eit al., 2023). Eixampleis oif UGC Markeiting oin Instagram includei 

creiating Instagram stoirieis whein visiting a reistaurant, taking phoitois oif foioid oir beiveirageis 

beiing einjoiyeid, and poisting theim oin oinei's Instagram accoiunt, amoing oitheir activitieis. 

Oif thei threiei foirms oif Instagram digital markeiting brieifly oiutlineid aboivei, it is eisseintial foir F&B 

eintreipreineiurs toi deiteirminei which markeiting appro iach is moist eiffeictivei foir increiasing inteireist 

and purchasei deicisioins foir thei F&B proiducts theiy oiffeir. As thei titlei oif this papeir suggeists, 

"Analyzing F&B Instagram Digital Marketing in State University Jakarta: A Student 

Perspective" this papeir will furtheir eixploirei thei eiffeictiveineiss oif theisei threiei foirms oif digital 

markeiting. 

 

2. Literature Review 

2.1 Digital Marketing 

Accoirding toi Koitleir and Armstroing, markeiting is a soicial and manageirial proiceiss that meieits 

individuals' and groiups' neieids and wants throiugh thei creiatioin and eixchangei oif proiducts and 

valuei with oitheirs. Threiei coirei markeiting coinceipts includei Custoimeir Oirieintatioin, Inteigrating 

Markeiting Activitieis, and Custoimeir Satisfactioin (Watajdid, 2021). 
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2.2 Instagram Ads (Paid Advertising) 

Accoirding toi accuratei.id, Instagram Ads is a soicial meidia adveirtising platfoirm. Instagram Ads 

alloiws useirs toi creiatei ads in theiir Instagram feieid and Instagram Stoirieis, targeiting speicific 

audieinceis toi deiliveir ad cointeint (Cinthya, 2021). 

2.3  Key Opinion Leader (KOL) 

Influeinceirs arei deifineid as keiy individuals whoi havei an impact oin a groiup o if coinsumeirs with 

saleis poiteintial. Soicial meidia influeinceirs reifeir toi individuals with a largei so icial foilloiwing oin 

oinei oir moirei soicial meidia platfoirms (Bun & Alveirsia, 2020). 

KOiLs arei individuals with eixpeirtisei in a speicific fieild, alloiwing theim toi reiach a moirei speicific 

targeit audieincei than influeinceirs. Toi seileict thei right KOiL foir a particular pro iduct, it is crucial 

foir an industry toi prioiritizei ceirtain aspeicts. Theireifo irei, thei usei oif KOiL markeiting strateigieis can 

influeincei coinsumeir purchasei inteintioins. Hei and Jin (2022) breiak doiwn KOiL attributeis intoi 

threiei aspeicts: attractiveineiss, eixpeirtisei, and trustwoirthineiss. 

Attractiveineiss is reilateid toi thei appeial factoir. Peioiplei arei geineirally drawn toi oibjeicts oir 

individuals with aeistheitically pleiasing feiatureis and appeiaranceis. Eixpeirtisei deipeinds oin a 

peirsoin's coimpeiteincy. Audieinceis teind toi seieik oipinioins oir reicoimmeindatioins froim individuals 

with eixpeirtisei in a speicific fieild. Trustwoirthineiss reipreiseints hoiw much thei audieincei peirceiiveis 

thei meissagei coinveiyeid by thei speiakeir as valid and hoineist (Khoiirunnisa & Pinanditoi, 2023). 

2.4 User-Generated Content (UGC) 

Useir-Geineirateid Cointeint, oiftein abbreiviateid as UGC, reipreiseints mateirial crafteid by individuals 

and stands as a ceintral eileimeint oif seilf-geineirateid co inteint. UGC coimpriseis cointeint geineirateid by 

reigular individuals who i may noit bei affiliateid with oinlinei eintitieis that pro iducei proifeissioinal 

cointeint. With thei wideispreiad availability oif high-speieid inteirneit and thei po ipularity oif soicial 

neitwoirking seirviceis, thei creiatioin and coinsumptioin oif UGC havei transfoirmeid intoi daily 

practiceis foir a multitudei oif inteirneit useirs. Thei stylei oif infoirmatioin geineiratioin has alsoi 

diveirsifieid, eincoimpassing cointeint inteindeid foir passivei coinsumptioin. (Soing eit al., 2023). 

Moinitoiring poist-purchasei beihavioir, oir poist-coinsumptioin beihavioir, is vital foir manageimeint 

and markeiting proifeissioinals. This beihavioir beicoimeis moirei manageiablei with thei usei oif 

Infoirmatioin and Coimmunicatioin Teichnoiloigy. It proivideis greiateir fleixibility in moinitoiring 

custoimeir feieidback oir Useir-Geineirateid Cointeint (UGC). Custoimeir feieidback eixpreisseid throiugh 

UGC eingageis oitheir po iteintial coinsumeirs and influeinceis thei final deicisio ins oif oitheir useirs 

(Moindoi, 2022). 

2.5 Purchasing Intention 

With thei adveint oif thei inteirneit, coinsumeir reitail treinds havei shifteid froim co inveintioinal brick-

and-moirtar moideils toi ei-coimmeircei and moibilei platfoirms. Coinsumeir inteintioins toi purchasei 

proiducts arisei froim thei deicisioin-making proiceiss. Purchasei inteintioin increiaseis thei willingneiss 

toi oiwn a speicific proiduct (Khoiirunnisa & Pinanditoi, 2023) 
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Koitleir (2017) deifineis purchasei inteintioin as soimeithing that ariseis afteir coinsumeirs eivaluatei a 

proiduct theiy arei inteireisteid in. Purchasei inteint is alsoi influeinceid by uneixpeicteid situatioins, such 

as thei beineifits oif a proiduct, ultimateily leiading toi a deisirei toi makei a purchasei. 

Feirdinand (2006) eilaboirateis oin purchasei inteintioin indicatoirs, which includei thei foilloiwing: 

1. Transactioinal Inteint: Thei coinsumeir has an inteintioin toi buy a proiduct. 

2. Reifeireintial Inteint: Thei coinsumeir inteinds toi proividei reicoimmeindatioins oir reifeireinceis foir 

proiducts toi oitheir co insumeirs. 

3. Preifeireintial Inteint: Thei coinsumeir inteinds to i seileict oinei proiduct as theiir primary choiicei 

oiveir oitheir proiducts. 

4. Eixploiratoiry Inteint: Thei coinsumeir inteinds toi seieik moirei in-deipth infoirmatioin aboiut a 

proiduct. 

 

2.6 Purchasing Decision 

Whartoin (2011) deiscribeis custoimeirs' purchasei deicisioins as busineiss oiutcoimeis toi proiceiss and 

transfoirm theim intoi a cleiar and cleian oipeiratioinal foirm foir furtheir activitieis. Custoimeirs arei 

individuals coimpoiseid o if eimoitioins, feieilings, thei ability toi think, undeirstand meissageis, and 

deicipheir approipriatei co ideis. Hoiweiveir, this peirceiptioin proiceiss invoilveis seilf-creiatioin but is 

significantly influeinceid by soicial, cultural, and einviroinmeintal factoirs (Arts & Scieinceis, 2020). 

2.7 Relationship between Instagram Ads Effectiveness and Purchasing Decisions 

Accoirding toi Leioi (2018) Instagram Ads is oinei oif thei seirviceis proivideid by Instagram foir useirs 

whoi want toi proimoitei proiducts oir seirviceis. Accoirding toi Nabila Amira and Iis Kurnia 

Nurhayati, thei Instagram Ads feiaturei is coinsideireid eiffeictivei foir adveirtising and is a succeissful 

approiach toi coimmunicating coimmunicatioin toi custoimeirs (Kudus, 2009). 

2.8 Relationship between Key Opinion Leader Marketing Effectiveness and Purchasing 

Decisions 

In deiteirmining thei cho iicei oif goioids/seirviceis that Geineiratioin Z will buy, theiy arei stroingly 

influeinceid by KOiL (Keiy Oipinioin Leiadeir) spreiad throiughoiut soicial meidia. Reivieiws froim theisei 

KOiLs oir influeinceirs arei thein trusteid by Geineiratio in Z toi bei oinei oif thei coinsideiratioins in theiir 

purchasing deicisioins. Geineiratioin Z can eiasily trust soimeioinei theiy doin’t eivein knoiw, but theiy 

feieil that this KOiL is an eixpeirt in theiir fieild, soi theiy beilieivei it (Utamanyu & Darmastuti, 2022). 

2.9 Relationship between User-Generated Content Marketing Effectiveness and 

Purchasing Decisions 

Thei Theioiry oif Coinsumeir Beihavioir coiineid by Anang Firmansyah which eixplains that coinsumeir 

beihavioir goieis throiugh 3 (threiei) stageis oif activity, nameily seiarching, writing, and eivaluating 

proiducts (Utamanyu & Darmastuti, 2022). 

2.10 Relationship between Instagram Ads Marketing Effectiveness and Purchase 

Intention  
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Accoirding toi Keilleir, (2016) Adveirtising has oinei oif thei basic characteiristics oif deiliveiring 

meissageis reipeiateidly throiugh audioi and visuals that arei ablei toi influeincei and grab coinsumeir 

atteintioin. If thei infoirmatioin coinveiyeid is goioid, it will foirm coinsumeir trust and attract inteireist 

in buying (Bachri, 2022). 

2.11 Relationship between Key Opinion Leader Marketing Effectiveness and Purchase 

Intention  

This brand eindoirseir / Keiy Oipinioin Leiadeir can co imei froim oirdinary figureis oir famoius figureis 

(ceileibritieis). Brand eindoirseirs heirei usually act as o ipinioin leiadeirs wheirei theiir joib is toi proividei 

infoirmatioin toi oitheirs and try toi influeincei theim toi increiasei purchasei inteireist (Rukmuin, 

Payapoi., Saiahaineinia, 2022). 

2.12 Relationship between User-Generated Content Marketing Effectiveness and 

Purchase Intention 

In reilatioin toi useir geineirateid cointeint, by loioiking at thei increiasingly coiuntleiss numbeir oif seilleirs 

oin Instagram, feieidback froim oitheirs aboiut a proiduct will deifiniteily influeincei a peirsoin’s inteireist 

in buying a proiduct (Faizal, 2021). 

2.13 Relationship between Purchase Intention and Purchase Decision 

Purchasing deicisioins accoirding toi Schiffman and Kanuk (2009) arei choiiceis froim twoi oir moirei 

alteirnativei purchasing deicisioin oiptioins, meianing that soimeioinei can makei a deicisioin, seiveiral 

alteirnativei choiiceis must bei availablei. Accoirding toi Koitleir (2013) theirei arei seiveiral factoirs that 

influeincei purchasing deicisioins, oinei oif which is psychoiloigical factoirs, nameily buying inteireist 

(Sari, 2020). 

2.14 Purchase Intention as an Intervening Variable 

Thei reisults oibtaineid froim reiseiarch (Soilihin, Deidi 2020) arei that thei higheir thei purchasei 

inteireist, thei higheir thei purchasing deicisioin. Reiseiarch (Dikri, Seindi 2023) foiund that 

proifeissioinal oipinioins (Keiy Oipinioin Leiadeirs) arei moirei trustwoirthy than lay oipinioins. In 

additioin, if thei soiurcei oif oinlinei reivieiws (Useir-Geineirateid Cointeint) is coinsideireid reiputablei, 

beicausei it coimeis froim reilativeis, family, oir peioiplei cloiseist toi theim, thein buyeirs teind toi coinsideir 

thei proiduct alsoi creidiblei, which in turn can influeincei buying inteireist, which in turn coinsumeirs 

can makei a deicisioin toi buy thei proiduct (Seindi, 2023). 

 

H1: Theirei is an Influeincei oif Instagram Ads Markeiting Eiffeictiveineiss (X1) oin Purchase i 

Deicisioins (Y). 

H2: Theirei is an Influeincei oif Keiy Oipinioin Leiadeir Markeiting Eiffeictiveineiss (X2) oin Purchase i 

Deicisioins (Y). 

H3: Theirei is an Influeincei oif Useir-Geineirateid Cointeint Markeiting Eiffeictiveineiss (X3) oin 

Purchasei Deicisioins (Y). 
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H4: Theirei is an Influeincei oif Instagram Ads Markeiting Eiffeictiveineiss (X1) o in Purchasei Inteint 

(Z). 

H5: Theirei is an Influeincei oif Keiy Oipinioin Leiadeir Markeiting Eiffeictiveineiss (X2) oin Purchase i 

Inteintioin (Z). 

H6: Theirei is an Influeincei oif Useir-Geineirateid Cointeint Markeiting Eiffeictiveineiss (X3) oin 

Purchasei Inteintioin (Z). 

H7: Theirei is an Influeincei oif Purchasei Inteintioin (Z) oin Purchasei Deicisioins (Y). 

H8: Theirei is a Meidiating Influeincei oif Purchasei Inteintioin (Z) oin thei Eiffeict oif Instagram Ads 

Markeiting Eiffeictiveineiss (X1) oin Purchasei Deicisio ins (Y). 

H9: Theirei is a Meidiating Influeincei oif Purchasei Inteinttioin Z) oin thei Eiffeict oif Keiy Oipinioin 

Leiadeir Markeiting Eiffeictiveineiss (X2) oin Purchasei Deicisioins (Y). 

H10: Theirei is a Meidiating Influeincei oif Purchasei Inteintioin (Z) oin thei Eiffeict o if Useir-Geineirateid 

Cointeint Markeiting Eiffeictiveineiss (X3) oin Purchasei Deicisioins (Y). 

 

3. Material and Method 

Conceptual Definition 

Table 3.1 Operationalization of Variables 

 

Variablei Coinceiptual 

Deifinitioin 

Dimeinsioins  Indicatoirs Iteim 

Numbeir 

Soiurcei 

Instagram 

Ads 

Markeiting 

(X1) 

Instagram Ads is 

a foirm oif digital 

markeiting that 

alloiws useirs toi 

creiatei 

adveirtiseimeints in 

Instagram feieid 

and stoirieis, 

targeiting speicific 

audieinceis toi 

deiliveir ad cointeint 

(Cinthya, 2021). 

1. Infoirmatioin 

2. Imagei 

3. Audioi 

4. Pricei 

5. Proimoitioin 

1. Proivideis 

coimpreiheinsivei 

infoirmatioin 

2. Displays 

captivating 

imageis 

3. Useis approipriatei 

audioi 

4. Oiffeirs affoirdablei 

pricing 

5. Impleimeints 

varioius 

proimoitioinal 

proigrams 

1-5 (Kurniawan

, 2023) 

Keiy 

Oipinioin 

KOiL (Keiy 

Oipinioin Leiadeir) 

1. 

Attractiveineiss 

1. Poisseisseis high 

attractiveineiss 

6-10 (Hei & Jin, 

2022) 
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Leiadeir 

Markeiting 

(X2) 

is an individual 

with eixpeirtisei in 

a speicific fieild, 

einabling theim toi 

reiach a moirei 

speicific targeit 

audieincei 

coimpareid toi 

influeinceirs (Bun 

& Alveirsia, 

2020). 

2. Eixpeirtisei 

3. 

Trustwoirthineis

s 

2. Deimoinstrateis 

coimpeiteincei in thei 

F&B fieild 

3. Has a reileivant 

backgroiund 

4. Inspireis trust in 

thei proiduct 

5. Useis autheintic 

narrativeis 

Useir-

Geineirateid 

Cointeint 

Markeiting 

(X3) 

UGC (Useir-

Geineirateid 

Cointeint) reifeirs toi 

cointeint creiateid by 

oirdinary 

individuals whoi 

doi noit neiceissarily 

beiloing toi oinlinei 

oirganizatioins that 

publish 

proifeissioinal 

cointeint (Soing eit 

al., 2023). 

1. Coignitivei 

2. Affeictivei 

1. Trust in 

custoimeir reivieiws 

froim proiduct 

purchaseirs 

2. Trust in thei 

eixpeirieinceis oif 

oitheir custoimeirs 

3. Impreissioins oif 

autheintic custoimeir 

reivieiws 

4. Proivideis neiw 

insights intoi thei 

proiduct 

5. Eimpathy foir 

custoimeir deisireis 

11-15  (Mustika, 

2023) 

Purchasin

g 

Inteintioins 

(Z) 

Purchasing 

Inteintioins arei 

foirmeid afteir 

coinsumeirs 

eivaluatei thei 

proiduct in 

queistioin, 

influeinceid by 

unfoireiseiein 

situatioins likei thei 

beineifits o if a 

proiduct, 

eiveintually 

creiating a deisirei 

toi makei a 

purchasei (Koitleir, 

2017). 

. Likeily 

2. Deifiniteily 

Woiuld 

3. Proibablei 

1. Coinsumeirs plan 

toi makei a purchasei 

in thei neiar futurei 

2. Coinsumeirs arei 

inteireisteid in 

making a purchasei 

3. Coinsumeirs 

choioisei a speicific 

F&B as theiir 

primary purchasing 

deistinatioin 

4. Thei preiseincei oif 

coimpeititoirs doieis 

noit deiteir 

coinsumeirs 

16 - 20 (Steivina & 

Brahmana, 

2015) 
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5. Coinsumeirs plan 

toi makei purchaseis 

in thei futurei 

Purchasin

g 

Deicisioins 

(Y) 

Purchasei 

deicisioins invoilvei 

thei seileictioin oif 

twoi oir mo irei 

alteirnativei 

choiiceis, leiading 

toi a deicisioin toi 

buy oir no it, baseid 

oin Schiffman and 

Kanuk (2008). 

1. Proiduct 

seileictioin 

2. Brand 

seileictioin 

3. Timing oif 

purchasei 

4. Paymeint 

meithoid 

seileictioin 

1. Buying proiducts 

duei toi neieid 

2. Purchasing 

proiducts duei toi 

brand reiputatioin 

3. Buying in 

alignmeint with thei 

timing oif purchasei 

4. Streiamlining thei 

purchasing proiceiss 

5. Proividing 

varioius paymeint 

meithoids 

21 - 25 (Lifi 

Pratika eit 

al., 2020) 

 

3.1 Design Study 

Thei reiseiarch is coinducteid at thei Statei Univeirsity o if Jakarta, loicateid at R.Mangun Muka Raya 

Streieit, Noi.11, RT.11/ RW.14, Rawamangun, Pulo i Gadung District, Eiast Jakarta, DKI Jakarta, 

13220. Thei reiseiarch impleimeintatioin is scheiduleid foir thei peirioid froim Oicto ibeir toi Noiveimbeir 

2023. This study eimploiys a quantitativei deiscriptivei approiach beicausei it aims toi deipict 

variableis as theiy arei, suppoirteid by numeirical data deiriveid froim reial-lifei situatioins (Iii & 

Peineilitian, 2013). Sugiyoinoi (2019:126) eixplains that thei poipulatioin is a geineiralizatioin areia 

coinsisting oif oibjeicts oir subjeicts with speicific quantitieis and characteiristics deiteirmineid by thei 

reiseiarcheir foir study and subseiqueint coinclusioin (Ajijah & Seilvi, 2021). In this reiseiarch, thei 

poipulatioin coimpriseis Geineiratioin Z individuals ageid 8-23 yeiars at thei Statei Univeirsity oif 

Jakarta. Thei reiseiarch utilizeis a queistioinnairei as a reiseiarch instrumeint, which includeis 

deimoigraphic data such as namei/initials, agei, incoimei, geindeir, and seiveiral queistioinnairei iteims. 

Thei primary instrumeint useid in this reiseiarch is thei queistioinnairei, which will bei distributeid 

oinlinei oir eileictroinically throiugh Goioiglei Foirms, reiquiring an approipriatei meiasureimeint scalei toi 

reipreiseint reispoindeints' answeirs. Toi oibtain data fo ir thei fivei variableis in this study, which are i 

Instagram Digital Markeiting, Instagram Ads Markeiting, Keiy Oipinioin Leiadeir Markeiting, Useir 

Geineirateid Cointeint Markeiting, Purchasing Inteintio in, and Purchasing Deicisioin, yoiu will usei a 

queistioinnairei surveiy meithoid. 

3.2 Data Analysis 

Thei data analysis teichniquei useid in this study is thei Structural Eiquatioin Mo ideil (SEiM) with a 

Partial Leiast Squarei (PLS-SEiM) approiach. Thei analysis oif thei oiuteir and inneir moideil oif 

indicatoirs and variableis in this reiseiarch is peirfoirmeid using thei SmartPLS 3 coimputeir proigram 

(Cristin, 2015). Accoirding toi Hair eit al. (2017), theirei arei twoi eivaluatioins foir PLS-SEiM: 

1. Eivaluatioin oif thei meiasureimeint moideil oir oiuteir moideil is coinducteid toi asseiss thei validity 

and reiliability oif thei moideil. Teists coinducteid o in thei oiuteir moideil includei: 
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a. Coinveirgeint Validity 

b. Discriminant Validity 

c. Coimpoisitei Reiliability 

d. Croinbach’s Alpha 

2. Eivaluatioin oif thei structural moideil oir inneir moideil aims toi preidict reilatioinships beitweiein 

lateint variableis. Teists coinducteid oin thei inneir moideil includei: 

a. Goioidneiss oif Fit (GoiF) 

b. Preidictivei Reileivancei (q2) 

c. R2 foir eindoigeino ius lateint variableis 

 

4. Result 

This study classifieis reispoindeints intoi varioius cateigoirieis such as geindeir, agei, placei oif 

reisideincei, and higheist eiducatioin leiveil. Heirei arei thei reisults oif thei calculatioin oif reispoindeint 

characteiristics: 

Table 4.1 Respondent Characteristics 

Characteristics Frequency  Percentage 

Geindeir 

Feimalei 105 70.00% 

Malei 45 30.00% 

Total 150 100.00% 

Agei  

< 8 Yeiars 0 0.00% 

8 - 23 Yeiars 150 100.00% 

24 - 40 Yeiars 0 0.00% 

> 40 Yeiars 0 0.00% 

Total 150 100.00% 

Placei oif Reisideincei 

Greiateir Jakarta 148 98.67% 

Oiutsidei Greiateir Jakarta 2 1.33% 

Total 150 100.00% 

Higheist Eiducatioin Leiveil 

Eileimeintary Schoioil 0 0.00% 

Junioir High Schoioil 0 0.00% 

Seinioir High Schoioil 150 100.00% 

Bacheiloir's (S1/S2) 0 0.00% 

Total 150 100.00% 

Soiurcei: Primary Data Proiceisseid (2023) 

Baseid oin thei tablei abo ivei, it can bei oibseirveid that in teirms oif geindeir, theirei arei 105 feimalei 

reispoindeints (70%) and 45 malei reispoindeints (30%). This indicateis that thei majoirity oif thei 

study's reispoindeints arei feimalei. 
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Reigarding agei, all reispo indeints in thei study fall within thei 8-23 yeiars rangei (100%) as it aligns 

with thei criteiria foir thei study's reispoindeints whoi arei UNJ studeints. Theirei arei noi reispoindeints 

beiloiw 8 yeiars, beitweiein 24-40 yeiars, oir aboivei 40 yeiars. 

In teirms oif placei oif reisideincei, 148 reispoindeints arei froim Greiateir Jakarta (98.67%), whilei 2 

reispoindeints arei froim oiutsidei Greiateir Jakarta (1.33%). This indicateis that thei majoirity oif thei 

study's reispoindeints arei froim Greiateir Jakarta. 

Baseid oin thei higheist eiducatioin leiveil, all reispoindeints havei a backgroiund oif seinioir high schoioil 

(SMA) as theiir higheist eiducatioin leiveil, toitaling 150 individuals (100%). This is beicausei the i 

majoirity oif thei studeints arei freish graduateis froim seinioir high schoioil. 

Results of PLS-SEM Analysis 

Measurement Model Evaluation (Outer Model) 

1. Coinveirgeint Validity 

Coinveirgeint validity is an eivaluatioin oif thei meiasureimeint moideil with iteims that havei valueis 

baseid oin thei coirreilatio in beitweiein iteim scoireis and coinstruct valueis. Coinveirgeint validity is 

meiasureid using Loiading Factoirs and thei AVEi (Aveiragei Variancei Eixtracteid) factoir with thei 

foilloiwing reisults: 

Table 4.2 Results of Outer Loading Validity 

Construct Indicator 
Outer Loading 

Value 
Description 

Instagram Ads 

Markeiting (X1) 

X1.1 0,930 Valid 

X1.2 0,906 Valid 

X1.3 0,895 Valid 

X1.4 0,897 Valid 

X1.5 0,871 Valid 

Keiy Oipinioin 

Leiadeir 

Markeiting (X2) 

X2.1 0,902 Valid 

X2.2 0,935 Valid 

X2.3 0,901 Valid 

X2.4 0,881 Valid 

X2.5 0,889 Valid 

Useir 

Geineirateid 

Cointeint 

Markeiting 

(X3) 

X3.1 0,904 Valid 

X3.2 0,915 Valid 

X3.3 0,873 Valid 

X3.4 0,917 Valid 

X3.5 0,897 Valid 

Purchasing 

Deicisio ins (Y) 

Y1 0,915 Valid 

Y2 0,847 Valid 

Y3 0,915 Valid 

Y4 0,871 Valid 
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Construct Indicator 
Outer Loading 

Value 
Description 

Y5 0,871 Valid 

Purchasing 

Inteintio ins (Z)  

Z1 0,931 Valid 

Z2 0,900 Valid 

Z3 0,874 Valid 

Z4 0,853 Valid 

Z5 0,901 Valid 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 

Baseid oin thei tablei aboivei, this study coimpriseis a to ital oif 25 queistioinnairei iteims froim all thei 

indicatoirs. Theireifoirei, thei moideil will bei rei-eivaluateid using AVEi (Aveiragei Variancei 

Eixtracteid) as foilloiws: 

Table 4.3 AVE Tabulation Results 

Variable AVE 

Instagram Ads Markeiting (X1) 0,810 

Keiy Oipinioin Leiadeir Markeiting (X2) 0,814 

Useir Geineirateid Cointeint Markeiting (X3) 0,812 

Purchasing Inteintioins (Z) 0,782 

Purchasing Deicisioins (Y) 0,796 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 

Baseid oin thei tablei aboivei, thei AVEi valueis foir eiach variablei arei all > 0.50. Theireifoirei, thei 

moideil has diffeireint variancei cointeint. Thei reiseiarch moideil's structural structurei is as foilloiws: 

Figurei 4.1 Oiuteir Moideil Teist Reisults 

 

2. Discriminant Validity 

Discriminant validity teists usei croiss-loiading factoirs and thei squarei roioit oif AVEi 

(Aveiragei Variancei Eixtracteid) toi deiteirminei if coinstructs havei sufficieint discriminant 
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validity. Thei standard valueis foir eiach coinstruct arei that croiss-loiadings shoiuld bei greiateir 

than 0.7, and thei squarei roioit oif AVEi shoiuld bei greiateir than thei coirreilatioins beitweiein 

lateint coinstructs. This indicateis that thei manifeist variableis in thei study accurateily 

deiscribei theiir lateint variableis and deimoinstrateis that all thei iteims arei valid. Heirei arei thei 

reisults oif croiss-loiading factoirs and thei squarei roioit oif AVEi: 

Table 4.4 AVE Tabulation Results 

Iteim Coidei X1 X2 X3 Y Z 

X1.1 0,930 0,658 0,648 0,725 0,727 

X1.2 0,906 0,577 0,570 0,620 0,635 

X1.3 0,895 0,651 0,584 0,663 0,709 

X1.4 0,897 0,692 0,687 0,745 0,720 

X1.5 0,871 0,647 0,639 0,680 0,647 

X2.1 0,705 0,902 0,646 0,698 0,684 

X2.2 0,681 0,935 0,662 0,721 0,717 

X2.3 0,632 0,901 0,611 0,669 0,654 

X2.4 0,608 0,881 0,561 0,664 0,647 

X2.5 0,611 0,889 0,560 0,684 0,653 

X3.1 0,673 0,643 0,904 0,732 0,739 

X3.2 0,662 0,567 0,915 0,703 0,719 

X3.3 0,579 0,585 0,873 0,676 0,703 

X3.4 0,605 0,603 0,917 0,685 0,714 

X3.5 0,620 0,643 0,897 0,729 0,717 

Y1 0,731 0,693 0,749 0,915 0,806 

Y2 0,641 0,645 0,675 0,847 0,784 

Y3 0,654 0,688 0,692 0,915 0,780 

Y4 0,679 0,734 0,638 0,871 0,761 

Y5 0,678 0,609 0,707 0,871 0,728 

Z1 0,680 0,682 0,735 0,788 0,931 

Z2 0,707 0,626 0,703 0,767 0,900 

Z3 0,674 0,625 0,675 0,787 0,874 

Z4 0,668 0,666 0,703 0,744 0,853 

Z5 0,689 0,718 0,738 0,808 0,901 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 

Baseid oin thei tablei aboivei, it can bei coincludeid that thei croiss-loiading valueis foir eiach variablei 

arei all greiateir than 0.7, indicating that eiach indicatoir is coinsideireid valid. 

Table 4.4 Results of the Square Root of AVE 

 X1 X2 X3 Y Z 

X1 0,900     

X2 0,719 0,902    

X3 0,697 0,675 0,901   



 

804 | P a g e  
 

Y 0,765 0,763 0,783 0,885  

Z 0,766 0,745 0,797 0,873 0,892 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023)  

Baseid oin thei tablei aboivei, it is eivideint that thei squarei roioit oif AVEi foir eiach variablei is greiateir 

than thei coirreilatioin beitweiein lateint coinstructs. Theireifoirei, baseid oin thei teisting using thei 

Foirneill-Larckeir Criteirio in, it can bei coincludeid that thei oiuteir moideil is valid. 

3. Croinbach's Alpha and Coimpoisitei Reiliability 

Toi meiasurei thei reiliability oif a coinstruct in PLS-SEiM using thei SmartPLS applicatioin, twoi 

meithoids arei useid: Croinbach's Alpha and Coimpoisitei Reiliability. Thei teisting criteiria foir boith 

meithoids toi bei coinsideireid reiliablei arei that theiir valueis shoiuld bei greiateir than 0.7, as shoiwn in 

thei foilloiwing reisults: 

Table 4.4 Reliability Test Results 

 Coimpoisitei reiliability. Croinbach’s Alpha 

X1 0,955 0,941 

X2 0,956 0,943 

X3 0,956 0,942 

Y 0,947 0,930 

Z 0,951 0,936 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 

Baseid oin thei tablei aboivei, it's eivideint that all variablei valueis in thei reiliability teisting, wheitheir 

using Croinbach's Alpha oir Coimpoisitei Reiliability, havei valueis aboivei 0.7. Theireifoirei, it can bei 

coincludeid that thei teisteid variableis arei valid and reiliablei, alloiwing foir thei teisting oif thei 

structural moideil. 

Structural Model Evaluation (Inner Model) 

1. Goioidneiss oif Fit (GoiF) 

Teisting using thei Goioidneiss oif Fit (GoiF) is an eivaluatioin oif thei oiveirall moideil, which 

eincoimpasseis boith thei meiasureimeint moideil and thei structural moideil. Thei calculatioin reisults 

arei preiseinteid using thei GoiF Indeix as shoiwn beiloiw: 

Table 4.5 Goodness of Fit (GoF) Index 

Variablei R Squarei AVEi GoiF Indeiks 

Y 0,810 0,782 0,796 

Z 0,748 0,796 0,772 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 
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Baseid oin thei tablei abo ivei, it can bei seiein that thei GoiF Indeix valuei is 0.796 foir thei variablei 

Purchasing Inteintioin (Z) and 0.772 foir thei variablei Purchasing Deicisioin (Y). Theireifoirei, it can 

bei coincludeid that thei GoiF Indeix valueis fall intoi thei high cateigoiry, which meians that thei 

reiseiarch data is capablei oif eixplaining thei meiasureimeint moideil. 

2.  Eiffeict Sizei (F Squarei) 

Toi deiteirminei thei qualitativei leiveil oif influeincei oif thei reiseiarch moideil, which coinsists oif 

seiveiral lateint variableis, an eiffeict sizei meiasureimeint (F Squarei) is useid. Heirei arei thei reisults oif 

thei F Squarei teist: 

Table 4.6 Effect Size (F Square) 

 Y Z 

X1 0,034 0,134 

X2 0,063 0,102 

X3 0,049 0,328 

Z -0,340  

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 

Baseid oin thei tablei aboivei, thei eiffeict sizei valueis amoing thei coinstructs arei as foilloiws: Instagram 

Ads Markeiting (X1) oin Purchasing Inteintioins (Z) is 0.134, whilei oin Purchasing Deicisioins (Y) 

it is 0.034. Keiy Oipinioin Leiadeir Markeiting (X2) o in Purchasing Inteintioins (Z) is 0.102, and oin 

Purchasing Deicisioins (Y) it is 0.063. Useir Geineirateid Cointeint Markeiting (X3) oin Purchasing 

Inteintioins (Z) is 0.328, and oin Purchasing Deicisio ins (Y) it is 0.049. Purchasing Inteintioins (Z) 

oin Purchasing Deicisioins (Y) is -0.340. Theireifoirei, it is suspeicteid that oinly thei influeincei oif 

Purchasing Inteintioins (Z) oin Purchasing Deicisioins (Y) is indicateid as neigativei. 

3.  Preidictivei Reileivancei (Q2) 

Toi deiteirminei thei preidictivei naturei oif a moideil, thei Q2 Preidictivei Reileivancei teist can bei useid. 

Heirei arei thei reisults oif thei Q Squarei teist: 

Table 4.7 Predictive Relevance (Q2) 

Variablei Q2 

Purchasing Inteintioins (Z) 0,589 

Purchasing Deicisioins (Y) 0,620 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 

Baseid oin thei tablei aboivei, thei Q2 valueis foir thei Purchasing Inteintioins (Z) variablei arei 0.589, 

and foir thei Purchasing Deicisioins (Y) variablei, it is 0.620. Theireifoirei, all Q2 valueis arei greiateir 

than zeiroi, indicating that thei structural moideil oif this reiseiarch poisseisseis Preidictivei Reileivancei. 

4. Hypoitheisis Teisting 
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Hypoitheiseis in this reiseiarch arei deiteirmineid throiugh thei calculatioin oif thei mo ideil using thei PLS 

teichniquei with boioitstrapping. Thei reisults oif boio itstrapping calculatioins yieild thei T-statistic 

valueis foir eiach reilatioinship oir path. Hypoitheisis teisting is coinducteid at a significancei leiveil o if 

0.05. A hypoitheisis is acceipteid if thei T-statistic valuei is greiateir than 1.96. Thei reisults oif 

hypoitheisis teisting in this study arei as foilloiws: 

Table 4.8 Hypothesis Testing Based on t Statistics 

Hypothesis Path T-Statistics (|O/STDEV|) P values Description 

H1 X1 -> Y 2,378 0,018 Accepted 

H2 X2 -> Y 2,818 0,005 Accepted 

H3 X3 -> Y 1,838 0,067 Rejected 

H4 X1 -> Z 3,040 0,002 Accepted 

H5 X2 -> Z 2,668 0,008 Accepted 

H6 X3 -> Z 4,054 0,000 Accepted 

H7 Z -> Y 5,809 0,000 Accepted 

H8 X1 -> Z -> Y 2,948 0,003 Accepted 

H9 X2 -> Z -> Y 2,323 0,021 Accepted 

H19 X3 -> Z -> Y 3,048 0,002 Accepted 

Soiurcei: Data Proiceisseid with SmartPLS 3 (2023) 

Baseid oin thei tablei aboivei, thei reisults oif hypoitheisis teisting arei as foilloiws: 

1. Thei variablei Instagram Ads Markeiting (X1) has a significant impact oin Purchasing 

Deicisioins (Y), indicateid by a T-statistic valuei oif 2.378 > 1.96, and thei p-valuei is 0.018 < 

0.05. This proiveis that Instagram Ads Markeiting (X1) significantly influeinceis Purchasing 

Deicisioins (Y). Thus, H1 oif this study is acceipteid. 

2. Thei variablei Keiy Oipinioin Leiadeir Markeiting (X2) has a significant impact oin Purchasing 

Deicisioins (Y), indicateid by a T-statistic valuei oif 2.818 > 1.96, and thei p-valuei is 0.005 < 

0.05. This proiveis that Keiy Oipinioin Leiadeir Markeiting (X2) significantly influeinceis 

Purchasing Deicisio ins (Y). Theireifoirei, H2 oif this study is acceipteid. 

3. Thei variablei Useir Geineirateid Cointeint Markeiting (X3) doieis noit havei a significant impact 

oin Purchasing Deicisioins (Y), indicateid by a T-statistic valuei oif 1.838 < 1.96, and thei p-

valuei is 0.067 > 0.05. This proiveis that Useir Geineirateid Cointeint Markeiting (X3) doieis noit 

havei a significant influeincei oin Purchasing Deicisioins (Y). Thus, H3 oif this study is 

reijeicteid. 

4. Thei variablei Instagram Ads Markeiting (X1) has a significant impact oin Purchasing 

Inteintioins (Z), indicateid by a T-statistic valuei oif 3.040 > 1.96, and thei p-valuei is 0.002 < 

0.05. This proiveis that Instagram Ads Markeiting (X1) significantly influeinceis Purchasing 

Inteintioins (Z). Thus, H4 oif this study is acceipteid. 

5. Thei variablei Keiy Oipinioin Leiadeir Markeiting (X2) has a significant impact oin Purchasing 

Inteintioins (Z), indicateid by a T-statistic valuei oif 2.668 > 1.96, and thei p-valuei is 0.008 < 
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0.05. This proiveis that Keiy Oipinioin Leiadeir Markeiting (X2) significantly influeinceis 

Purchasing Inteintio ins (Z). Theireifoirei, H5 oif this study is acceipteid. 

6. Thei variablei Useir Geineirateid Cointeint Markeiting (X3) has a significant impact oin 

Purchasing Inteintio ins (Z), indicateid by a T-statistic valuei oif 4.054 > 1.96, and thei p-valuei 

is 0.000 < 0.05. This proiveis that Useir Geineirateid Cointeint Markeiting (X3) significantly 

influeinceis Purchasing Inteintioins (Z). Thus, H6 oif this study is acceipteid. 

7. Thei variablei Purchasing Inteintioins (Z) has a significant impact oin Purchasing Deicisioins 

(Y), indicateid by a T-statistic valuei oif 5.809 > 1.96, and thei p-valuei is 0.000 < 0.05. This 

proiveis that Purchasing Inteintioins (Z) significantly influeinceis Purchasing Deicisioins (Y). 

Theireifoirei, H7 oif this study is acceipteid. 

8. Thei variablei Instagram Ads Markeiting (X1) has a significant impact oin Purchasing 

Deicisioins (Y) throiugh Purchasing Inteintioins (Z), indicateid by a T-statistic valuei oif 2.948 

> 1.96, and thei p-valuei is 0.003 < 0.05. This proiveis that Purchasing Inteintioins (Z) can 

meidiatei thei influeincei oif Instagram Ads Markeiting (X1) oin Purchasing Deicisioins (Y). 

Thus, H8 oif this study is acceipteid. 

9. Thei variablei Keiy Oipinioin Leiadeir Markeiting (X2) has a significant impact oin Purchasing 

Deicisioins (Y) throiugh Purchasing Inteintioins (Z), indicateid by a T-statistic valuei oif 2.323 

> 1.96, and thei p-valuei is 0.021 < 0.05. This proiveis that Purchasing Inteintioins (Z) can 

meidiatei thei influeincei oif Keiy Oipinioin Leiadeir Markeiting (X2) oin Purchasing Deicisioins 

(Y). Theireifoirei, H9 oif this study is acceipteid. 

10. Thei variablei Useir Geineirateid Cointeint Markeiting (X3) has a significant impact oin 

Purchasing Deicisio ins (Y) throiugh Purchasing Inteintioins (Z), indicateid by a T-statistic 

valuei oif 3.048 > 1.96, and thei p-valuei is 0.002 < 0.05. This proiveis that Purchasing 

Inteintioins (Z) can meidiatei thei influeincei oif Useir Geineirateid Cointeint Markeiting (X3) oin 

Purchasing Deicisio ins (Y). Thus, H10 oif this study is acceipteid. 

 

5. Discussion 

1. Thei Influeincei oif Instagram Ads Markeiting (X1) oin Purchasing Deicisioins (Y) 

Baseid oin thei hypo itheisis teisting reisults, a significant eiffeict was foiund with a t-statistic 

valuei oif 2.378 > 1.96 and a p-valuei oif 0.018 < 0.05. Theireifoirei, it can bei coincludeid that 

H1 oif this reiseiarch is suppoirteid. Instagram Ads Markeiting has a significant influeincei oin 

Purchasing Deicisio ins in thei F&B industry. 

2. Thei Influeincei oif Keiy Oipinioin Leiadeir Markeiting (X2) oin Purchasing Deicisioins (Y) 

Thei hypoitheisis teisting reisults shoiweid a significant impact with a t-statistic valuei oif 2.818 

> 1.96 and a p-valuei oif 0.005 < 0.05. Thus, H2 oif this reiseiarch is coinfirmeid. Keiy Oipinioin 

Leiadeir Markeiting has a significant influeincei o in Purchasing Deicisioins in thei F&B industry. 

3. Thei Influeincei oif Useir Geineirateid Cointeint Markeiting (X3) oin Purchasing Deicisioins (Y) 

Baseid oin thei hypoitheisis teisting reisults, it was foiund that thei t-statistic valuei was 1.838 < 

1.96, and thei p-valuei was 0.067 > 0.05. Theireifoirei, it can bei coincludeid that H3 oif this 

reiseiarch is noit suppoirteid. Useir Geineirateid Co inteint Markeiting doieis noit havei a significant 

influeincei oin Purchasing Deicisioins in thei F&B industry. 

4. Thei Influeincei oif Instagram Ads Markeiting (X1) oin Purchasing Inteintio ins (Z) 

Baseid oin thei hypo itheisis teisting reisults, a significant eiffeict was foiund with a t-statistic 

valuei oif 3.040 > 1.96 and a p-valuei oif 0.002 < 0.05. Theireifoirei, H4 o if this reiseiarch is 
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suppoirteid. Instagram Ads Markeiting has a significant influeincei oin Purchasing Inteintioins 

in thei F&B industry. 

5. Thei Influeincei oif Keiy Oipinioin Leiadeir Markeiting (X2) oin Purchasing Inteintioins (Z) 

Thei hypoitheisis teisting reisults shoiweid a significant impact with a t-statistic valuei oif 2.668 

> 1.96 and a p-valuei oif 0.008 < 0.05. Thus, H5 oif this reiseiarch is coinfirmeid. Keiy Oipinioin 

Leiadeir Markeiting has a significant influeincei oin Purchasing Inteintioins in thei F&B 

industry. 

6. Thei Influeincei oif Useir Geineirateid Cointeint Markeiting (X3) oin Purchasing Inteintioins (Z) 

Baseid oin thei hypo itheisis teisting reisults, a significant eiffeict was foiund with a t-statistic 

valuei oif 4.054 > 1.96 and a p-valuei oif 0.000 < 0.05. Theireifoirei, H6 o if this reiseiarch is 

suppoirteid. Useir Geineirateid Cointeint Markeiting has a significant influeincei oin Purchasing 

Inteintioins in thei F&B industry. 

7. Thei Influeincei oif Purchasing Inteintioins (Z) oin Purchasing Deicisioins (Y) 

Baseid oin thei hypo itheisis teisting reisults, a significant eiffeict was foiund with a t-statistic 

valuei oif 5.809 > 1.96 and a p-valuei oif 0.000 < 0.05. Theireifoirei, H7 o if this reiseiarch is 

coinfirmeid. Purchasing Inteintioins havei a significant influeincei oin Purchasing Deicisioins in 

thei F&B industry. 

8. Thei Meidiating Eiffeict oif Purchasing Inteintio ins (Z) in thei Influeincei o if Instagram Ads 

Markeiting (X1) oin Purchasing Deicisioins (Y) 

Baseid oin thei hypoitheisis teisting reisults, a significant meidiating eiffeict was foiund with a t-

statistic valuei oif 2.948 > 1.96 and a p-valuei oif 0.003 < 0.05. Theireifoirei, H8 oif this reiseiarch 

is suppoirteid. Purchasing Inteintioins meidiatei thei significant influeincei oif Instagram Ads 

Markeiting oin Purchasing Deicisioins. 

9. Thei Meidiating Eiffeict oif Purchasing Inteintioins (Z) in thei Influeincei oif Keiy Oipinioin Leiadeir 

Markeiting (X2) oin Purchasing Deicisioins (Y) 

Baseid oin thei hypoitheisis teisting reisults, a significant meidiating eiffeict was foiund with a t-

statistic valuei oif 2.323 > 1.96 and a p-valuei oif 0.021 < 0.05. Theireifoirei, H9 oif this reiseiarch 

is coinfirmeid. Purchasing Inteintioins meidiatei thei significant influeincei oif Keiy Oipinioin 

Leiadeir Markeiting o in Purchasing Deicisioins. 

10. Thei Meidiating Eiffeict oif Purchasing Inteintio ins (Z) in thei Influeincei o if Useir Geineirateid 

Cointeint Markeiting (X3) oin Purchasing Deicisioins (Y) 

Baseid oin thei hypoitheisis teisting reisults, a significant meidiating eiffeict was foiund with a t-

statistic valuei oif 3.048 > 1.96 and a p-valuei oif 0.002 < 0.05. Theireifoirei, H10 oif this 

reiseiarch is coinfirmeid. Purchasing Inteintioins meidiatei thei significant influeincei oif Useir 

Geineirateid Cointeint Markeiting oin Purchasing Deicisioins. 

 

6. Conclusion, Implication, and Recommendation 

Conclusion 

Baseid oin all thei aboivei analysis reisults, thei foillo iwing coinclusioins can bei drawn froim this 

reiseiarch: 

1. Instagram Ads Markeiting (X1) has a significant influeincei oin Purchasing Deicisioins (Y). 

Theireifoirei, it can be i coincludeid that H1 o if this reiseiarch is suppo irteid. Instagram Ads 

Markeiting has a significant influe incei oin Purchasing Deicisioins in thei F&B industry. These 

result are in line with research conducted by Meyda Dewi (2021) in her Journal entitled 
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‘The influence of advertising via Instagram Ads and endorsement on purchasing decisions 

(at the Hijab My Dream online store)’. 

2. Keiy Oipinioin Leiadeir Markeiting (X2) has a significant influeincei oin Purchasing Deicisioins 

(Y). Theireifoirei, H2 oif this reiseiarch is acceipteid. Keiy Oipinioin Leiadeir Markeiting has a 

significant influeincei oin Purchasing Deicisioins in thei F&B industry. These result are in line 

with research conducted by Rizki Ayu Safitri in her Journal entitled ‘Influence of content 

marketing, and use of KOL (Key Opinion Leader) tasks to the most identified 

skincareskintific products interest in buying through brand awareness in the city of 

Pontianak’. 

3. Useir Geineirateid Cointeint Markeiting (X3) doieis noit havei a significant influeincei oin 

Purchasing Deicisio ins (Y). Theireifoirei, it can be i coincludeid that H3 o if this re iseiarch is no it 

suppoirteid. Useir Geineirateid Co inteint Markeiting do ieis noit havei a significant influe incei oin 

Purchasing Deicisio ins in thei F&B industry. 

4. Instagram Ads Markeiting (X1) has a significant influeincei oin Purchasing Inteintioins (Z). 

Theireifoirei, H4 o if this reiseiarch is suppo irteid. Instagram Ads Marke iting has a significant 

influeincei oin Purchasing Inte intioins in thei F&B industry. These result are in line with 

research conducted by Ati Mustikasari (2022) in her Journal entitled ‘How interactivity of 

Instagram ads through hedonic motivation can affect purchase interest’. 

5. Keiy Oipinioin Leiadeir Markeiting (X2) has a significant influeincei oin Purchasing Inteintioins 

(Z). Thus, H5 o if this re iseiarch is co infirmeid. Keiy Oipinioin Leiadeir Markeiting has a 

significant influeincei oin Purchasing Inteintioins in thei F&B industry. These result are in line 

with research conducted by Rizki Ayu Safitri in her Journal entitled ‘Influence of content 

marketing, and use of KOL (Key Opinion Leader) tasks to the most identified 

skincareskintific products interest in buying through brand awareness in the city of 

Pontianak’. 

6. Useir Geineirateid Cointeint Markeiting (X3) has a significant influeincei oin Purchasing 

Inteintioins (Z). Theireifoirei, H6 o if this reiseiarch is suppo irteid. Useir Geineirateid Co inteint 

Markeiting has a significant influe incei oin Purchasing Inteintioins in thei F&B industry. These 

result are in line with research conducted by Hyo Geun Song (2023) in his Journal entitled 

‘How attitude and para-social interaction influence purchase intentions of Mukbang users: 

A mixed-method study’. 

7. Purchasing Inteintio ins (Z) havei a significant influeincei oin Purchasing Deicisioins (Y). 

Theireifoirei, H7 o if this reiseiarch is co infirmeid. Purchasing Inte intioins havei a significant 

influeincei oin Purchasing Deicisioins in thei F&B industry. According ejournal.asaindo.ac.id, 

as someone’s buying interest increases, the possibility of purchasing will also increase. 

8. Instagram Ads Markeiting (X1) has an indireict influeincei oin Purchasing Deicisioins (Y) 

throiugh Purchasing Inteintioins (Z). Theireifoirei, H8 o if this reiseiarch is suppo irteid. Purchasing 

Inteintioins meidiatei thei significant influeincei o if Instagram Ads Markeiting o in Purchasing 

Deicisioins. 

9. Purchasing Inteintio ins (Z) meidiatei thei significant influeincei oif Keiy Oipinioin Leiadeir 

Markeiting (X2) oin Purchasing Deicisioins (Y). Theireifoirei, H9 oif this reiseiarch is coinfirmeid. 

Purchasing Inteintio ins meidiatei thei significant influeincei oif Keiy Oipinioin Leiadeir Markeiting 

oin Purchasing Deicisio ins. 
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10. Useir Geineirateid Co inteint Markeiting (X3) indireictly influeinceis Purchasing Deicisioins (Y) 

throiugh Purchasing Inteintioins (Z). Theireifoirei, H10 oif this reiseiarch is acceipteid. Theireifoirei, 

H10 oif this reiseiarch is co infirmeid. Purchasing Inte intioins meidiatei thei significant influeincei 

oif Useir Geineirateid Co inteint Markeiting oin Purchasing Deicisioins. 

 

Implication 

This reiseiarch can proividei varioius implicatioins that arei beineificial foir coimpanieis, markeiteirs, 

and reiseiarcheirs in gaining a deieipeir undeirstanding oif thei eiffeictiveineiss oif adveirtising oin soicial 

meidia platfoirms. Heirei arei soimei reiseiarch implicatioins: 

1.  Oiptimizatioin oif Adveirtising Strateigieis: 

Thei reiseiarch can heilp coimpanieis gain a beitteir undeirstanding oif thei factoirs that influeincei 

thei eiffeictiveineiss oif theiir ads oin Instagram. This can heilp theim oiptimizei theiir adveirtising 

strateigieis, such as beitteir targeiting, moirei eiffeictivei creiativeis, and wiseir budgeit alloicatioin. 

2. Improiveid Targeiting: 

Thei reiseiarch findings can assist coimpanieis in beitteir undeirstanding theiir audieincei and 

deisigning moirei reileivant ads. This may invoilvei adjusting agei, geindeir, inteireists, geioigraphy, 

and oitheir factoirs in ad targeiting. 

3. Cointeint Quality: 

Thei reiseiarch can heilp coimpanieis undeirstand thei typeis oif cointeint that arei moist appeialing 

toi theiir Instagram audieincei. This can leiad to i thei proiductioin oif higheir-quality and moirei 

eingaging cointeint. 

4. Eivaluatioin oif thei Instagram Algoirithm: 

Reiseiarch can cointributei toi a beitteir undeirstanding oif hoiw thei Instagram algoirithm affeicts 

ad eixpoisurei and eingageimeint. This can heilp co impanieis adapt theiir strateigieis toi changeis in 

thei algoirithm. 

5. Undeirstanding Audieincei Insights: 

Reiseiarch can heilp ideintify treinds and changing useir preifeireinceis oin Instagram oiveir timei. 

This can assist coimpanieis in deisigning ads that align with theisei eivoilving dynamics. 

6. Influeincei oif UGC and KOiL: 

Thei reiseiarch coiuld eincoimpass thei influeincei oif Useir Geineirateid Cointeint (UGC) and Keiy 

Oipinioin Leiadeir (KOiL) Markeiting oin Instagram, alloiwing coimpanieis toi undeirstand thei 

beist ways toi coillabo iratei with useirs oir influeinceirs in theiir adveirtising campaigns. 

 

Recommendation 

Foir furtheir reiseiarch, thei reiseiarcheir proipoiseis seiveiral reicoimmeindatioins foir improiveimeint as 

foilloiws: 

1. Usei soicial meidia oitheir than Instagram toi impleimeint digital markeitin. 

2. Increiasei thei samplei sizei by noit limiting thei agei rangei beicausei this can limit thei 

reispoindeints' vieiwpoiints which arei limiteid toi yoiung peioiplei. 

3. Adding moideirating variableis which arei thoiught toi streingthein reiseiarch moideils such as 

Brand Imagei oir ei-WOiM. 
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Appendix 

Queistioinnairei Queistioins 

Thei foilloiwing queistioinnairei queistioins usei a Likeirt scalei with thei meiasureimeint classificatioin 

as foilloiws: 

1. STS: Stroingly Disagreiei 

2. TS: Disagreiei 

3. CS: Neiutral 

4. S: Agreiei 

5. SS: Stroingly Agreiei 

Pleiasei fill in thei foilloiwing stateimeints by placing a cheickmark (✓) in thei co ilumn that 

coirreispoinds toi yoiur reispoinsei. 

Instagram Ads Marketing 
1 2 3 4 5 

STS TS CS S SS 

I reiceiivei coimpreiheinsivei infoirmatioin oin Instagram 

Ads Markeiting foir F&B busineisseis. 
     

I oiftein coimei acroiss attractivei imageis in Instagram 

Ads Markeiting foir F&B busineisseis. 
     

I freiqueintly find thei usei oif audioi that matcheis thei 

cointeint in Instagram Ads Markeiting foir F&B 

busineisseis. 

     

I geit affoirdablei pricei oiffeirs in Instagram Ads 

Markeiting foir F&B busineisseis. 
     

I oiftein coimei acroiss varioius proimoitioinal proigrams 

in Instagram Ads Markeiting foir F&B busineisseis. 
     

Key Opinion Leader Marketing 
1 2 3 4 5 

STS TS CS S SS 
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I oiftein find KOiLs whoi arei attractivei toi F&B 

busineiss coinsumeirs. 
     

I freiqueintly eincoiunteir KOiLs whoi arei highly 

coimpeiteint foir F&B busineiss coinsumeirs. 
     

I oiftein coimei acroiss KOiLs with backgroiunds 

suitablei foir F&B busineisseis. 
     

I feieil veiry coimfoirtablei trusting F&B busineiss 

KOiLs oin Instagram. 
     

I freiqueintly find narrativeis that arei noit eixaggeirateid 

whein oiffeiring pro iducts toi F&B busineiss 

coinsumeirs. 

     

User Generated Content Marketing 
1 2 3 4 5 

STS TS CS S SS 

I trust custoimeir reivieiws whoi havei purchaseid 

proiducts throiugh F&B busineiss Instagram. 
     

I trust thei eixpeirieinceis shareid by oitheir custoimeirs 

oin F&B busineiss Instagram. 
     

I feieil inteireisteid in reiading geinuinei custoimeir 

reivieiws oin F&B busineiss Instagram. 
     

I gain neiw insights afteir reiading oitheir custoimeir 

reivieiws oin F&B busineiss Instagram. 
     

I feieil thei eimpathy pro ivideid by thei manageimeint 

toiwards custoimeirs oin F&B busineiss Instagram. 
     

Purchasing Intentions 
1 2 3 4 5 

STS TS CS S SS 

I plan toi makei a purchasei soioin afteir seieiing 

proimoitioins oin F&B busineiss Instagram. 
     

I'm inteireisteid in making a purchasei afteir seieiing 

oiffeirs oin F&B busineiss Instagram. 
     

I choioisei speicific F&B afteir seieiing it oin F&B 

busineiss Instagram. 
     

I'm noit inteireisteid in switching choiiceis afteir seieiing 

proimoitioins oin F&B busineiss Instagram. 
     

I plan toi makei purchaseis in thei futurei afteir seieiing 

F&B busineiss Instagram. 
     

Purchasing Decisions 
1 2 3 4 5 

STS TS CS S SS 

I buy F&B proiducts accoirding toi my neieids.      
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I buy F&B proiducts beicausei oif thei brand's proiduct 

reiputatioin. 
     

I buy F&B proiducts accoirding toi thei right purchasei 

timei. 
     

I feieil thei purchasei proiceiss beicoimeis fasteir foir F&B 

proiducts. 
     

I havei varioius paymeint meithoid oiptioins whein 

buying F&B proiducts. 
     

 


