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 ABSTRACT 

This research aims to determine the effect of promotions via social 

media on purchasing decisions with trust as a moderating variable. The 

sampling technique used in this research is nonprobability sampling 

with a total of 120 respondents. Research location, namely Meteor Cell 

in Malang City. The data collection techniques are documentation, 

questionnaires and observation, the information used is secondary and 

primary. And the data is processed through SmartPLS 4 software. The 

results of this research show that, 1). Promotion via social media has a 

positive and significant effect on purchasing decisions at Meteor Cell, 

Malang City. 2). Trust has a positive and significant effect on purchasing 

decisions at Meteor Cell, Malang City. 3). Trust is able to act as a strong 

mediator in the influence of promotion via social media on purchasing 

decisions at Meteor Cell, Malang City. 

 

 

1. INTRODUCTION 

Along with the development of increasingly sophisticated technology, now adays it is 

no longer strange to use the internet to market a product. An effort made to market 

products or services using internet media can also be called e-marketing. E-marketing is 

the marketing side of e-commerce, which consists of the work of companies to 

communicate, promote, and sell goods and services via the internet. E-commerce is a 

sales system that developed after the discovery of the Internet. A marketing or sales 

system like this can reach the entire world at the same time without having to set up 

branch offices in all countries. Apart from that, it can also be done 24 hours without 

stopping. By simply using a computer unit connected to the Internet, companies can 

market their products (Widiyanasari & Rahayu, 2021). 

Marketing with promotional strategies via the internet, especially social media 

(social networks), can increase sales widely and does not require expensive marketing 

costs. Consumers will also find it easier to find information about the products they want 

to buy because they don't need to meet face to face. (Singgih, 2014). 
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Seeing the large number of social media users in Indonesia via smartphones, this 

could be a good business opportunity, one of which is in the field of communication 

equipment products or cellphones. Buyers can find out about the products sold at Meteor 

Cell through information on their Facebook, Instagram, Twitter accounts and from offline 

stores. (Rasyid et al., 2018). 

HP and other products sold by Meteor Cell are also starting to be marketed via social 

media so that consumers have reached the entire Greater Malang area, even the entire 

East Java region. The use of the internet today is not only as a communication medium, 

but is also used as a marketing medium by business people. Today's people's lifestyles 

are starting to change to become more modern and follow trends because lifestyles, 

culture, thought patterns, needs and desires are also changing. Therefore, many business 

people use internet media to market products via internet or online media because they 

also follow technological developments and the practical and modern lifestyle of the 

wider community. 

This marketing method that uses sophisticated information and communication 

technology is what many marketers use to market their products. This internet media, 

which is more effective and efficient and easier to increase relationships, is what business 

people use to support their business. Apart from that, the internet can help company 

performance become more effective and efficient, so that by increasing a company's 

performance it is hoped that it can increase and reduce errors caused by human factors. 

It cannot be denied that social networks that are currently often used to market products 

include Instagram and Shopee (Husen et al., 2018). 

Consumer trust is a form of confidence that consumers have in the business, 

products, services or services offered by the company. These beliefs include the function, 

benefits, and quality of the product or service itself. Apart from that, there are also 

definitions of consumer trust from several sources which can help provide more 

understanding. One of them is the definition of consumer trust according to Sumarwan 

(2011), namely consumer trust is the knowledge that consumers have regarding an 

object related to its various attributes and benefits. Here what is meant by objects can be 

in the form of products, people, companies. Then, attributes are characteristics or 

features that an object may or may not have. Meanwhile, benefits are clearly positive 

results that can be provided to consumers. 

Companies must consistently place consumers as the most important part in running 

their business. Because, the more consistent your company is with the personality of the 

products or services it has, the services provided to consumers, the company's basic 

products and services, the more loyal consumers will be. Not only that, but the image of 

your business will also grow. 

Based on the background described above, the three variables analyzed, namely 

promotion via social media, trust and purchasing decisions, are associated with Meteor 

Cell Malang City. Apart from testing the direct influence, this research also tests the 

mediating role of trust in the influence of promotions via social media on purchasing 

decisions. 
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2. LITERATURE REVIEW 

1) Promotion Via Social Media 

Social media promotion is an attempt to use social media to persuade those who 

have a beneficial organization, product, and/or solution. Community online 

marketing is promotion that uses social systems, weblog promotion, and others. 

According to Lazer and Kelly, define social promotion as "Related to the 

application of promoting information, ideas, and methods to advance social and 

economic goals. Social media promotion is not just about reaching the front page 

of a site or other social information web page. It is a strategic and methodical 

process to build the company's impact, reputation and items in the area of 

potential clients, visitors or supporters (Sajid, 2016). 

2) Trust 

Consumer trust is consumer knowledge regarding the belief that a product has 

various attributes, and the benefits of these various attributes (Sumarwan, 

2011). 

3) Purchase Decision 

Ananda Dwithar Yuniar et al, (2021) in the Book Chapter Digital Literacy: Trends, 

Challenges and Opportunities, defines purchasing decisions as a series of choices 

that consumers make before buying a product or using the services offered by a 

company. 

 

3. RESEARCH METHODS 

This type of research is explanatory (explanatory research). According to Sugiyono 

(2010) method explanatory research is a research method that explains the causal 

relationship between the variables studied and the influence in question explaining the 

position of the variables and the influence between one variable and another variable in 

research by conducting hypothesis testing. Research location, namely Meteor Cell in Malang 

City. The population used in this research was 120 consumers who purchased at Meteor 

Cell, Malang City. In this research, one way to determine the sample is to useNonprobability 

Sampling (Sugiyono, 2008:122). The data collection techniques are documentation, 

questionnaires and observation, the information used is secondary and primary. The 

conceptual model in this research is as follows: 

 
Figure 1. Conceptual model 
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Hypothesis 

1. Hypothesis 1: It is suspected that promotion via social media has a significant effect 

on purchasing decisions of Meteor Cell consumers in Malang City. 

2. Hypothesis 2: It is suspected that trust has a significant influence on the purchasing 

decisions of Meteor Cell consumers in Malang City. 

3. Hypothesis 3: It is suspected that trust can be a strong moderator of the influence of 

promotion via social media on purchasing decisions of Meteor Cell consumers in 

Malang City. 

 

4. RESULTS AND DISCUSSION 

Results 

Cronbach’s Alpha 

Cronbach's Alpha is a value of at least 0.7, while ideally it is 0.8 or 0.9. The following 

table displays the Cronbach's Alpha values obtained from the calculation results. 

Table 1. Cronbach's Alpha value 

No Variable Cronbach’s Alpha P Values 

1 Purchase Decision 0,868 0,000 

2 Trust 0,805 0,000 

3 Promotion via Social Media 0,758 0,000 

Source: Data processed with SmartPLS, 2023. 

Table 1 shows that the Cronbach's Alpha values for the three research variables are 

all greater than 0.7. Thus, it can be said that the research instrument is reliable. 

Composite Reliability 

Table 2. Nilai Composite Reliability 

No Variable 
Composite 

Reliability 
P Values 

1 Purchase Decision 0,893 0,000 

2 Trust 0,848 0,000 

3 Promotion via Social Media 0,823 0,000 

Source: Data processed with SmartPLS, 2020. 

Apart from Cronbach's Alpha to test reliability, Composite Reliability can also be 

used to test reliability. The interpretation value is the same as the quantity used to 

measure Cronbach's Alpha, namely the minimum value is 0.7 while the ideal value is 0.8. 

Table 5, shows that the Composite Reliability values for the three research variables are 

all greater than 0.7. Thus, it can be said that the research instrument is reliable. 

4.2.3 AVE  

There are two types of validity in PLS, namely convergent validity and 

discriminant validity. However, what is used in this research is convergent validity, which 

means that a set of indicators represents one latent variable and is the underlying 

variable. 

There are two measures that can be used to test convergent validity, namely outer 

loading and AVE (Average Variance Extracted). Expected AVE value > 0.5 or alpha 
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probability value smaller than 0.05 (optional or). This value illustrates adequate 

convergent validity, which means that one latent variable is able to explain more than 

half of the variance of its indicators on average. Table 3. below displays the AVE value 

obtained from the calculation results. 

Table 3. AVE value 

No Variable AVE P Values 

1 Purchase Decision 0,515 0,000 

2 Trust 0,522 0,000 

3 Promotion via Social Media 0,546 0,000 

Source: Data processed with PLS, 2020. 

Table 6 shows the AVE values of the three research variables, which indeed appear 

to be smaller than 0.5. However, the P Values (probability values) are smaller than 0.05. 

According to Eko Hertanto (2019), selecting an original sample that exceeds the value of 

0.5 or basing it on an alpha probability value of less than five percent is optional, meaning 

you can base it on either value. Because the alpha probability values of the three research 

variables are all less than 0.05, it can be said that the research instrument is valid 

(convergent validity). 

 

Outer Loading 

In addition to using the AVE value, the value Outer Loading It can also be used as 

a reference for testing the validity of research instruments. In fact, this has become the 

main reference for researchers in assessing the validity of research instruments, in this 

case convergent validity. Considerations for useouter loading is because each latent 

variable must be able to explain at least 50% of the variance of the respective indicator. 

Therefore, the absolute correlation between the latent variable and its indicators is 

expected to be greater than 0.7 (the absolute value of the outer standard loadings or 

called outer loadings), or by looking at the significance of the probability value smaller 

than 0.05. 

Table 4. Outer Loading Promotion via Social Media 

No Code Item 
Outer 

Loading Probability Is. 

1 X1.1.1 
Meteor Cell took the initiative to build 

relationships with consumers by sending 

information about new products 

0.885 0,000 Valid 

2 X1.1.2 
Meteor Cell builds a network through fan 

pages on Facebook, Twitter and Instagram 
0.940 0,000 Valid 

3 X1.1..3 
Meteor Cell builds horizontal relationships 

with consumers through friend-like 

service. 

0.938 0,000 Valid 

4 X1.1.4 
Meteor Cell Intens responds to consumer 

questions/complaints via Facebook, 

Twitter and Instagram 

0.852 0,000 Valid 
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No Code Item 
Outer 

Loading Probability Is. 

5 X1.1.5 
Meteor Cell provides quizzes, interactive 

games via Facebook, Twitter and 

Instagram 

0.910 0,000 Valid 

6 X1.1.6 
Meteor Cell always asks about consumer 

satisfaction after consumer purchases. 
0.743 0,000 Valid 

7 X1.1.7 
Information about Meteor Cell can be 

obtained on Facebook, Twitter and 

Instagram 

0.817 0,000 Valid 

8 X1.1.8 
Posts on Facebook, Twitter and Instagram 

provide complete information about the 

products available at Meteor Cell 

0.890 0,000 Valid 

9 X1.1.9 

Meteor Cell's promotional format via 

Facebook, Twitter and Instagram is 

informative, easy to understand and can 

explain the product well. 

0.782 0,000 Valid 

Source: Data processed with SmartPLS, 2023 

Table 5. Outer Loading Trust 

No Code Item 
Outer 

Loading 
Proba-bility Is. 

1 Z1.1.1 
Meteor Cell employees serve swiftly 

and quickly 
0.794 0,000 Valid 

2 Z1.1.2 Meteor Cell employees serve on time 0.894 0,000 Valid 

3 Z1.1.3 
Meteor Cell employees serve 

professionally 
0.871 0,000 Valid 

4 Z1.2.1 Meteor Cell employees serve honestly 0.886 0,000 Valid 

5 Z1.2.2 Meteor Cell employees serve fairly 0.850 0,000 Valid 

6 Z1,2.2  
Meteor Cell always maintains its 

reputation 
0.878 0,000 Valid 

7 Z1.3.1 
Meteor Cell employees help 

consumers choose products 

according to their budget 

0.853 0,000 Valid 

8 Z1.3.2 
Meteor Cell employees serve 

wholeheartedly 
0.806 0,000 Valid 

9 Z1.3.3 
Meteor Cell employees serve in a 

friendly and polite manner 
0.815 0,000 Valid 

10 Z1.4.1 
Meteor Cell cares about consumer 

complaints after purchase 
0.788 0,000 Valid 

11 Z1.4.2 
Meteor Cell is transparent about the 

product information it sells 
0.845 0,000 Valid 

12 Z1.4.3 
Meteor Cell masters the ins and outs 

of the products it sells 
0.819 0,000 Valid 

Source: Data processed with SmartPLS, 2023 
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Table 6.  Outer Loading Purchase Decision 

No Code Item 
Outer 

Loading 
Proba-bility Is 

1 Y1.1.1 
Information on products sold at 

Meteor Cell is available both through 

brochures and via the internet 

0.878 0,000 Valid 

2 Y1.1.2 
Find out about Meteor Cell from FB, 

IG, and Twitter 
0.894 0,000 Valid 

3 Y1.1.3 
The information provided by Meteor 

Cell is honest and accurate 
0.921 0,000 Valid 

4 Y1.2.1 
Various brands of cellphones are 

available at MC 
0.898 0,000 Valid 

5 Y1.2.2 MC sells the brand of product I want 0.841 0,000 Valid 

6 Y1.2.3 
The products sold by MC are original 

products 
0.911 0,000 Valid 

7 Y1.3.1 Buy because you want to 0.893 0,000 Valid 

8 Y1.3.2 
Buy products at MC because of 

necessity 
0.842 0,000 Valid 

9 Y1.3.3 
The products sold at MC are 

according to what you want and need 
0.762 0,000 Valid 

10 Y1.4.1 
Bought a product at MC on a 

neighbor's recommendation 
0.773 0,000 Valid 

11 Y1.4.2 
Bought a product at MC on the 

recommendation of a work friend 
0.857 0,000 Valid 

12 Y1.4.3 
Buy products at MC based on 

recommendations from people who 

have already purchased at MC 

0.742 0,000 Valid 

Source: Data processed with SmartPLS, 2023 

The three outer loading tables above show the outer loading values for the 

promotion variables via social media, trust and purchasing decisions. generally greater 

than 0.7, and all of them are at a probability value of 0.000 which is smaller than 0.05. 

Thus, the research instrument meets the elements of convergent validity. 

 

Inner Model 

The inner model is the relationship between latent variables and other latent 

variables. The Inner Model obtained from the results of data processing with SmartPLS is 

shown in the following picture: 
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Structural Model (Inner Model) 

 

Figure 2. Structural Model (Inner Model) 

Source: Data processed with PLS, 2023 

R-square 

There are several measurements in the inner model, including R-square. The 

following is the R Square value obtained from the results of data processing with PLS, as 

follows: 

Table 7. R-Square Value 

Variable R Square 

Purchase Decision 0,536  

Source: Data processed with PLS, 2023. 

As explained in the previous chapter, this research analyzes three variables, 

namely promotion via social media (X), trust (Z), and purchasing decisions (Y). 

Table 10 shows the R-square value of 0.536 (rounded to 0.54 or 54%). The R-

square value shows that 54% of the purchasing decision variable (Y) is influenced by 

promotion via social media (X). Meanwhile, the remaining 46% is influenced by other 

variables outside the variables studied. 

Predictive Relevance (Q2) 

According to Jaya and Sumertajaya (2008) in (Ghozali, 2014), Goodness of Fit 

Model measured using R-square dependent latent variable with the same interpretation 

as regression Q-Square predictive relevance for structural models, measuring how well 

conservation values are generated by the model and also its parameter estimates. 

Quantity Q2 has values in the range 0 < Q2 < 1, where the closer to 1 means the model is 
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better. Quantity Q2 This is equivalent to the total coefficient of determination in path 

analysis (path analysis). 

Based on Table 4.9, the calculations are predictive relevance is as follows. 

Q value2 = 1 – (1– R2)  

Q value2 = 1 – (1 – 0,54)  

Q value2 = 1 – 46% 

Q value2 = 0.54 or 54% 

Information: 

Q2 : MarkPredictive Relevance 

R2 : MarkR-Square Purchase Decision variables 

From the results of these calculations, the Q value is known2 of 0.54, meaning that 

the amount of diversity in research data that can be explained by the designed structural 

model is 54%, while the remaining 46% is explained by other factors outside the model. 

Based on these results, it can be said that the structural model in this research is good 

becausePredictive Relevance more than 50%. 

 

Resulting Structural Equations 

The significance of the estimated parameters provides very useful information 

about the relationship between the research variables. In PLS, statistical testing of each 

hypothesized relationship is carried out using simulation. In this case the method is 

usedbootstrap to the sample. Testing withbootstrap It is also intended to minimize the 

problem of non-normality of research data. The value needed to create a structural 

equation is the Path Coefficient (agreement with the regression coefficient in SPSS). The 

Path Coefficient value obtained from the test results with bootstrapping (SmartPLS) are 

as follows: 

Table 8. Path Coefficient (Path Coefficient) Original Sample 

No Variable Relationships Path Coefficient 

Original Sample 

1 Promotion via Social Media → Purchase Decision 0,236 

2 Trust → Purchase Decision 0,344 

3 Moderating effect 0,165 

Source: Data processed with SmartPLS, 2023 

The structural equation obtained is: 

Y = 0,236 X  

Y = 0.344 Z 

 

Hypothesis Testing 

The significance of the estimated parameters provides very useful information 

regarding the relationship between research variables. The basis used in testing the 

hypothesis is the value contained inoutput result for inner weight. Hypothesis testing can 

be done in two ways (optional), namely: (1) Comparing the significance value of t 

obtained with an Alpha value of 0.05; and (2) is comparing the t-statistical value or t-
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value obtained from the PLS calculation results with the t-table. The T-table can be 

obtained from 100 respondents and in the end the t-table is 1.960. 

Hypothesis 1 and hypothesis 2 were tested by looking at the direct influence 

between variables. Meanwhile, hypothesis 3 was tested by looking at the significance of 

the moderating role of the trust variable on the influence of promotion via social media 

on purchasing decisions. The following table lists the t significance values of each variable 

relationship, both directly (path coefficients) and the moderating role of trust. 

Table 9. Hypothesis testing 

No Variable Relationships 
Path 

Coefficient 

T Statistics 

(t-count) 

Signifi- 

cover t 
Decision 

1 
Promotion via Social Media → 

Purchase Decision 
0,236 2,314 0,021 

Hypothesis 1 

is accepted 

2 Trust → Purchase Decision 0,344 2,747 0,000 
Hypothesis 2 

is accepted 

3 The Moderating Role of Trust 0,165 2,325 0,020 
Hypothesis 3 

is accepted 

Source: Data processed with SmartPLS, 2022. 

Hypothesis Test 1 

H1: Promotion via social media has a significant influence on the purchasing decisions of 

Meteor Cell consumers in Malang City. 

Hypothesis 1 suspects that promotion via social media has a significant effect on 

purchasing decisions (positive influence). The results of data processing obtained a 

path coefficient value of 0.236 and a T statistic of 2.314, greater than the T table 

(1.960) and a p-value of 0.021 or p < 0.05. These results indicate that H1 accepted, 

which means promotion via social media has a significant influence on the 

purchasing decisions of Meteor Cell consumers in Malang City. 

Hypothesis Test 2 

H2: Trust has a significant influence on the purchasing decisions of Meteor Cell 

consumers in Malang City. 

Hypothesis 2 suspects that trust has a significant effect on purchasing decisions 

(positive influence). The results of data processing obtained a path coefficient value 

of 0.344 and a T statistic of 2.747, greater than the T table (1.960) and a p-value of 

0.000 or p < 0.05. These results indicate that H2 accepted, which means that trust has 

a significant influence on the purchasing decisions of Meteor Cell consumers in 

Malang City. 

Hypothesis Test 3 

H3: Trust is able to be a strong moderator of the influence of promotions via social media 

on purchasing decisions of Meteor Cell consumers in Malang City. 

Hypothesis 3 suspects that trust can play a strong role in the influence of promotions 

via social media on purchasing decisions. The results of data processing obtained a 

moderation coefficient value of 0.165 and a T statistic of 2.325, greater than the T 

table (1.960) and a p-value of 0.020 or p < 0.05. These results indicate that H3 

accepted, which means that trust can be a strong moderator of the influence of 
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promotion via social media on purchasing decisions of Meteor Cell consumers in 

Malang City. 

 

Discussion 

This research explains the relationship model between promotion via social media 

and purchasing decisions which is associated with trust as a moderating variable at 

Meteor Cell Malang. Based on the results of the analysis and hypothesis testing that has 

been carried out, the next step is a discussion of the results of the analysis. The discussion 

carried out, firstly, discussed the test results of the indicators for each research variable, 

which consisted of promotion via social media, purchasing decisions, and trust. Second, 

discussion of the results of hypothesis testing using theories or previous empirical 

research results, whether the theory or empirical research results support or contradict 

the results of hypothesis testing or the results obtained by this research. 

Discussion of Hypothesis Test Results 1 

The results of testing hypothesis 1 show that there is an influence of promotion via 

social media on buying decision. The results of the path coefficient analysis are positive, 

as an indication that the influence of the two is in the same direction, and is quite strong 

(significant). This means that there is a positive and significant influence of promotion 

via social media on purchasing decisions at Meteor Cell Malang City. 

The results of this research support various previous empirical studies which are the 

reference for this research, including Ritonga & Rahmani (2022), Harahap & Ariyanti 

(2019), Yudhistira & Patrikha (2021), Wijaya, et al. (2022), Diyatma (2017), Setyorini & 

Rahmawan (2021), Ningsi & Sri Ekowati. (2021), Eko Putra. (2020), Welsa (2023), all of 

whom found a positive and significant influence between social media promotions and 

purchasing decisions. 

This empirical finding is also supported by the results of descriptive statistical 

analysis of promotion via social media which received a very high response (score 4.25), 

including, Meteor Cell built a network through fan pages on Facebook, Twitter and 

Instagram on the Personal Relevance indicator. Then, Meteor Cell built a network through 

fan pages on Facebook, Twitter and Instagram using the Interactivity indicator. 

Furthermore, posts via Facebook, Twitter and Instagram provide complete information 

about the products available at Meteor Cell in the message indicator. 

Meanwhile, the item that received a low response on the promotion variable via 

social media was Meteor Cell building horizontal relationships with consumers through 

service like a friend on the Personal Relevance indicator. Then, Meteor Cell took the 

initiative to build relationships with consumers by sending new product information on 

the Interactivity indicator. Furthermore, information about Meteor Cell can be obtained 

on Facebook, Twitter and Instagram on the message indicator. 

Discussion of Hypothesis Test Results 2 

The results of testing hypothesis 2 show that there is an influence of trust on buying 

decision. The results of the path coefficient analysis are positive, as an indication that the 

influence of the two is in the same direction, and is quite strong (significant). This means 
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that there is a positive and significant influence on trust purchasing decisions at Meteor 

Cell Malang City. 

The results of this research support various previous empirical studies which are the 

reference for this research, including Ritonga & Rahmani (2022), Harahap & Ariyanti 

(2019), Yudhistira & Patrikha (2021), Wijaya, et al. (2022), Diyatma (2017), Setyorini & 

Rahmawan (2021), Ningsi & Sri Ekowati. (2021), Eko Putra. (2020), Welsa (2023), all of 

whom found a positive and significant influence between trust and purchasing decisions. 

This empirical finding is also supported by the results of descriptive statistical 

analysis of the trust variable which received a very high response (score 4.24), including, 

Meteor Cell employees serve on time on the Reliability indicator. Then, Meteor Cell 

employees serve honestly according to honesty indicators. Furthermore, Meteor Cell 

employees serve wholeheartedly with indicators of care. Furthermore, Meteor Cell 

masters the ins and outs of the products it sells on credibility indicators. 

Meanwhile, those who received low responses were Meteor Cell employees serving 

professionally on Reliability indicators. Then, Meteor Cell employees serve fairly on 

honesty indicators. Furthermore, Meteor Cell employees help consumers choose 

products according to their budget based on awareness indicators. Furthermore, Meteor 

Cell cares about post-purchase consumer complaints on credibility indicators. 

Discussion of Hypothesis Test Results 3 

The results of testing hypothesis 3 show the strong mediating role of trust in the 

influence of promotion via social media on purchasing decisions at Metor Cell Malang City 

The results of this research support various previous empirical studies which are 

references for this research, including Ritonga & Rahmani (2022) and Welsa (2023), 

which have found a mediating role in the influence of promotion via social media on 

purchase decision. 

This empirical finding is also supported by the results of descriptive statistical 

analysis of purchasing decision variables which received very high responses (score 

4.23), including, Knowing Meteor Cell from FB, IG, and Twitter on the Knowing product 

information indicator. Then, the product that MC sells is an original product on the Like 

the brand indicator. Then, buy because you want it according to the want and need 

indicator. Next, buy products at MC based on recommendations from people who have 

already purchased at MC based on the Recommendations indicator from other people. 

Meanwhile, what received a low response was that product information sold at 

Meteor Cell was available either through brochures or via the internet on the Know 

product information indicator. Then, various brands of cellphones are available in MC on 

the Like brands indicator. Then, the products sold at MC match what is wanted and 

needed in the Want and Need indicators. Next, buy products at MC on the 

recommendation of co-workers on the Recommendations indicator from other people. 

5. CONCLUSION 

Based on the problem formulation, research objectives, research hypothesis, data 

analysis, and discussion explained in the previous chapter, the researcher's conclusions 

are as follows: 
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1. Promotion via social media has a positive and significant effect on purchasing 

decisions at Meteor Cell, Malang City. This can be understood because promotion via 

social media received a very high response, which was supported by Meteor Cell 

building a network through fan pages on Facebook, Twitter and Instagram on the 

Personal Relevance indicator. Then, Meteor Cell built a network through fan pages 

on Facebook, Twitter and Instagram using the Interactivity indicator. Furthermore, 

posts via Facebook, Twitter and Instagram provide complete information about the 

products available at Meteor Cell in the message indicator. 

2. Trust has a positive and significant effect on purchasing decisions at Meteor Cell, 

Malang City. This is understandable because Trust gets a very high response, which 

is supported by Meteor Cell employees serving timely indicators of Reliability. Then, 

Meteor Cell employees serve honestly according to honesty indicators. Furthermore, 

Meteor Cell employees serve wholeheartedly with indicators of care. Furthermore, 

Meteor Cell masters the ins and outs of the products it sells on credibility indicators. 

3. Trust is able to act as a strong mediator in the influence of promotion via social media 

on purchasing decisions at Meteor Cell, Malang City. This can be understood because 

the Purchase Decision received a very high response, which was supported by 

Knowing Meteor Cell from FB, IG, and Twitter in the Knowing product information 

indicator. Then, the product that MC sells is an original product on the Like the brand 

indicator. Then, buy because you want it according to the want and need indicator. 

Next, buy products at MC based on recommendations from people who have already 

purchased at MC based on the Recommendations indicator from other people. 
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