
THE INFLUENCE OF SOCIAL MEDIA
ADVERTISEMENT AND CUSTOMER PERCEPTION
TOWARD SALES ON SAMSUNG SMARTPHONES

UNDERGRADUATE THESIS

Submitted to Fulfill Part of the Requirements for

Obtaining a Degree in Economics and Business

Management Business Course

Arranged by :
Vera Irmawati
14220077

UNIVERSITY OF MERDEKA MALANG
ECONOMIC AND BUSINESS

2018



ii



iii



iv



v

CURRICULUM VITATE

Name : Vera Irmawati

Registration Number : 14220077

University : University of Merdeka Malang

Faculty : Economic and Business

Program Study : Management

Place, Date of Birth : Banda Aceh, December 13th 1995

Adress : DSN. Beluk, RT.3 RW.2, Jombok, Kesamben,
Jombang. East Java

Parent’s Name (Father) : Abidin

(Mother) : Nur Azilah

Education :

2002 – 2008 : SD N 27 Ulak Karang.

2008 – 2011 : SMP N 12 Padang

2011 – 2014 : SMA PGRI 1 Padang

2014 - 2018 : S1 Management Faculty of Economic and

Business at University of Merdeka Malang



vi



vii



viii

TABLE OF CONTENT

COVER.................................................................................................................... 1

THESIS APPROVAL PAGE.................................................................................... ii

TESSIS ATTESTATION PAGE.............................................................................. iii

LATTER OF STATEMENT..................................................................................... iv

CURRICULUM VITAE............................................................................................. v

ACKNOWLEDGEMENT......................................................................................... vi

TABLE OF CONTENT .......................................................................................... viii

LIST OF TABLE .......................................................................................................x

LIST OF FIGURE....................................................................................................xi

LIST OF APPENDIX.............................................................................................. xii

ABSTRACT........................................................................................................... xiii

CHAPTER I: INTRODUCTION............................................................................... 1

A. Research Background ........................................................................1

B. Research Question .............................................................................6

C. Research Purpose ............................................................................. 6

D. Research Benefits ..............................................................................6

CHAPTER II: LITERATURE REVIEW.................................................................... 8

A. Theoretical Basic ................................................................................8

1. Social Media .................................................................................. 8

2. Advertisement ................................................................................9

3. Social Media Advertisement ........................................................10

4. Customer Perception ...................................................................11

5. Sales ............................................................................................12

B. Result of Previous Research........................................................... 13

C. Research Framework .......................................................................18

D. Hypothesis ........................................................................................19

CHAPTER III: RESEARCH METHOD.................................................................. 20



ix

A. Identification of Variable ...................................................................20

B. Operational Definition of Variable .................................................... 21

B. Scope of Study .................................................................................22

C. Research Location ........................................................................... 22

D. Population and Sample ....................................................................23

E. Source of Data ................................................................................. 23

1. Data Collection .............................................................................23

2. Questionnaire ...............................................................................24

G. Data Analysis ................................................................................... 24

CHAPTER IV: RESULT AND CONCLUSION OF THE RESEARCH................. 27

A. Company History ..............................................................................27

B. Research Result ...............................................................................31

1. Characteristic of Respondent ..................................................... 31

2. Validity Test ..................................................................................31

3. Reliability Test ..............................................................................34

4. Descriptive Analysis .....................................................................34

5. Multiple Regression Analysis .......................................................39

6. T-Test ........................................................................................... 40

7. F-Test ........................................................................................... 41

8. Determination Coefficient ............................................................ 42

B. Discussion of Test Result ................................................................ 42

CHAPTER V: CONCLUSION AND SUGGESTIONS...........................................44

A. Conclusion ........................................................................................44

B. Suggestions ......................................................................................44

REFERENCES......................................................................................................46

APPENDIX .............................................................................................................49



x

LIST OF TABEL

Table 1. Result of Previous Research.................................................................. 13

Table 2. Identification of Variable ..........................................................................20

Table 3. Respondent Characteristics Based on Gender ......................................31

Table 4. Validity Test X1 ....................................................................................... 31

Table 5. Validity Test X2 ....................................................................................... 32

Table 6. Validity Test Y ......................................................................................... 33

Table 7. Reliability Test .........................................................................................33

Table 8. Distribution Frequency X1 .......................................................................34

Table 9. Distribution Frequency X2 .......................................................................36

Table 10. Distribution Frequency Y .......................................................................37

Table 11. Coefficients Table ................................................................................. 39

Table 12. Anova Table .......................................................................................... 41

Table 13. R-Square Table .....................................................................................41



xi

LIST OF FIGURE

Figure 1. Indonesia Top 5 Smartphone Companies ...............................................2

Figure 2. Internet Usage Statistics ..........................................................................3

Figure 3. Penetration of leading social networks in Indonesia ............................... 4

Figure 4. Research Framework .............................................................................19

Figure 5. Organizational Structure of Samsung Electronics Co. Ltd ....................30

file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx


xii

LIST OF APPENDIX

.

Appendix 1. Questionnaire ....................................................................................49

Appendix 2. Tabulation Data .................................................................................52

Appendix 3. SPSS Output .....................................................................................55

Appendix 4. Report of Thesis Guidance ............................................................... 63

Appendix 5. Report of Language Guidance ..........................................................64

Appendix 6. Report of Thesis Revision .................................................................65

file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx
file:///E:/SKRIPSI/Format.docx


xiii

ABSTRACT

Communication is one of the things that humans need. Communication is used to
convey information from one individual to another. At first, information is conveyed
directly from word of mouth and with print media such as newspapers, pamphlets, or
brochures; unfortunately, this method takes so much time to share information in a wide
range of areas. However, after the discovery of electricity and electronic devices such as
radio and television, the news is easily shared worldwide but at a higher cost. Not
everyone can afford it.

Because of rapid technological developments such as smartphones, many social
media applications are now being developed as a medium for conveying information,
such as Facebook, Instagram, and Tiktok. Social media is the most widely used
advertising platform by small businesses to large corporations with lower cost and even
free of charge, and everybody can use this platform to share information or even market
their product.

This digital era makes it easier for prospective customers to get information about
new products from Samsung anytime and anywhere. The purpose of studying Social
media advertisement and customer perception is to identify whether these two factors
affect sales of Samsung smartphones.

The data used in this study were obtained by distributing questionnaires to 60
respondents who met the requirements of having bought or used a Samsung smartphone
and who were currently studying at the University of Merdeka Malang. The results of this
study prove that social media advertising and customer perception affect sales partially
and simultaneously.

Keyword : Social media advertisement, Customer perspective, Sales
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