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Abstract  
This study aims to determine the influence of social media, Customer Trust, Advertising and Price 

Perception on Asus Laptop Purchasing Decisions in Jakarta City. The sample in the study was 85 

respondents in DKI Jakarta. In this study, the sampling technique used was Accidental Sampling, 

and the data in the study were collected using a survey method with a questionnaire instrument. 

The data analysis method used was descriptive statistical analysis the research method used in the 

study was multiple linear regression analysis. The results of the study showed that (1) social media 

had a simultaneous effect on purchasing decisions, (2) Customer Trust had a simultaneous effect 

on purchasing decisions, (3) Advertising had a simultaneous effect on purchasing decisions, (4) 

Price Perception had a simultaneous effect on purchasing decisions (5) social media, Customer 

Trust, Advertising and Price Perception had a simultaneous effect on purchasing decisions. The 

managerial implications of this study indicate that companies need to optimize their digital 

marketing strategies by increasing their presence on social media, building customer trust through 

transparency and responsive interaction, and designing attractive advertisements that are in 

accordance with the preferences of the target market. 
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1. Introduction  
In the millennial era, business competition is getting tighter, and humans are required to be more 
active. Humans must also do the same thing in meeting their communication needs, one of which 
is the use of laptops in everyday life. Based on a survey conducted by datareportal.com Digital 
2023 Indonesia, the number of laptop users was 61.7% in 2023. In current conditions, laptops are 
a favorite of the public because they are considered the most effective and efficient way to do some 
work.  
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Business competition in the current era of globalization is getting tighter, not only providing 
opportunities but also challenges for companies. The challenges faced by companies are none other 
than achieving competitive advantage to compete to gain market share and maintain market share. 
Companies compete in terms of marketing their products and promoting their products in the 
minds of consumers. Based on a survey conducted by databooks.metadata.co.id in 2023, Asus was 
ranked first with a percentage of 23.3 percent, followed by Acer with a percentage of 23 percent. 
The difference between Asus and Acer, which is only 0.3%, shows how fierce the competition in 
the laptop market in Indonesia is. 
 

Globalization has encouraged the birth of increasingly high competition among operating business 
organizations. Currently, the competitive environment not only describes the object of the 
competitive map of business organizations but is also a place where "wars" between business 
organizations take place. In this developing modern era, social media is not only used as a 
communication medium but also as a promotional medium because it offers many advantages 
(Rahadi & Abdillah, 2018).  
 

(Putra & Budiman, 2024) said that social media is the most powerful media to be used as a 
promotional media, even though social media is also used as an interactive marketing tool, service, 
and building relationships with customers and potential customers. Studied the relationship 
between advertising on social media and purchasing interest, and the results of the study showed 
that there was a significant positive relationship between advertising on social media and consumer 
purchasing interest. 
 

The dimension of trust in relation to online shops is closely related to consumer confidence in 
intermediaries and online vendors. Trust in online stores is the willingness to accept weaknesses in 
online transactions based on positive expectations about the future behavior of the online store. 
Concluded that the higher the degree of consumer trust, the higher the level of consumer purchase 
intention. Enough trust is needed when placing online orders and when customers submit financial 
information and other personal data in making financial transactions (Chandra & Mansur, 2024). 
 

Consumers consider advertising as a window of information as a guide in choosing a product. In 
the producer environment, advertising is a promotional medium about the quality and 
characteristics of products to the public, both parents and children (Komara & Fathurahman, 
2024). As prospective consumers, of course, clear information is needed about the advertised 
product. Through clear information, prospective consumers will certainly decide. Perception is the 
process used by individuals to select, organize, and interpret information input to create a 
meaningful picture of the world. Customer expectations are formed from their own experiences 
with similar situations and recommendations from friends or institutions (mass media, experts, 
government, consumer institutions and others) (Assidiki & Budiman, 2023).  
 

The research gap in this study is the lack of research that simultaneously examines the influence of 
social media, customer trust, advertising, and price perception on Asus laptop purchasing decisions 
in Jakarta, given the tight competition in this industry. What is new in this study is the use of a 
combination of these variables in one regression model to analyze their influence simultaneously 

and partially on purchasing decisions. The purpose of this study is to determine the extent to which 
social media, customer trust, advertising, and price perception influence Asu's purchasing 
decisions. Its contribution is to provide insight for companies in developing more effective digital 
marketing strategies, increasing customer trust, and optimizing prices and advertising to increase 
competitiveness in the Indonesian laptop market. 
 

2. Literature Review and Hypothesis  
Literature Review 

Marketing 
Terrific Hypothesis in this think about employments showcasing hypothesis. Promoting could be 
a prepare by which companies make esteem for clients and construct solid client connections to 
capture esteem from clients in return. In carrying out showcasing exercises, companies must 
require the correct showcasing procedure so that all company objectives can be accomplished 
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optimally. Marketing methodology not only plays a part in empowering deals but is additionally 
able to extend client fulfillment. Hence, companies must give fulfillment to clients to urge a great 
impression or positive reaction from clients. The company must be completely dependable for the 
fulfillment of the items and administrations advertised and the creation of a comfortable store air 
for clients. Showcasing looks for to draw in clients by promising superior value, holding ancient 
customers, and building long-term connections by giving fulfillment. Companies must truly center 
on the showcase to be fruitful. This concept points to supply fulfillment with desires and wants of 
clients.  
 

Purchase Decision 
"The buy choice is one of the most components of buyer behavior. Client Buy Choices are the 
stages utilized by customers when buying products and services". Information handling is the 
method by which jolts such as marketing information are gotten, deciphered, put away in memory 
and after that recovered to connect promoting and other outside impacts with the shopper decision-
making handle (Farah et al., 2024). Another definition is that "Buy choices are a problem-solving 
approach to human exercises to purchase merchandise or administrations to fulfill their wants and 
needs". In the mean time, "buy choices are activities by shoppers to need to purchase or not for a 
item."  
 

Social Media 
Characterize social media as a device or strategy utilized by buyers to share data within the shape 
of content, pictures, sound, and video with other individuals and companies or bad habit versa. 
Agreeing to Radjapati (2018), "Social media could be a media comprising of three parts, 
specifically: 
Information infrastructure and devices utilized to deliver and disperse media substance within the 
frame of individual messages, news, thoughts, and social items in computerized shape (Anggraini, 
2024). At that point, those who deliver and expend media substance in digital form are people, 
organizations, and businesses. "expressed that" social media could be a media utilized by customers 
to share content, pictures, sound, and video data with other individuals and companies and bad 
habit versa." The common characteristic of each social media is the openness of exchange between 
clients. Social media can be changed over time and improved by its makers, or on certain 
destinations, it can be changed by a community. In expansion, social media too gives and shapes 
other ways of communicating. 
 

Customer Trust 
Client Believe is the customer's conviction that a specific person has judgment, is dependable, 
which the individual who is trusted will fulfill all commitments in carrying out exchanges as 
anticipated. Believe includes the willingness of people to act with the conviction that accomplices 
can give what is anticipated. The person's words, promises, or explanations can be appeared to 
create believe. Eagerness based on believe will proceed to be the readiness to pay more, make 
rehash buys, and have a tall commitment and taste for the product/service. Client believes in a 
item can be shaped by giving or conveying the item agreeing to the determinations advertised on 
the company's site. The need of shopper believe within the site/website makes Clients anxious to 

form purchases online. When Clients get merchandise or administrations that coordinate the 
company's advertisements on the site, it'll cultivate client believe within the company. In expansion 
to believe, it too incorporates inspiration to create or total online buy exchanges (Komara & 
Erwand, 2023). Client Believe can too be shaped by the genuineness of marketers or producers in 
passing on the characteristics of the items sold in detail to buyers. Giving ensures from the company 
or guarantees from marketers to customers after buy will contribute to building Client Believe.  
 

Advertising 
Publicizing may be a subset of the special blend, which is one of the 4 p's within the showcasing 
blend, namely product, price, put and advancement. Publicizing may be a implies of 
communication almost items that are conveyed through different media at the initiator's cost so 
that individuals are fascinated by concurring and taking after. Promoting is a critical limited time 
component utilized by companies to dispatch powerful communication to focused on buyers and 
the open, with the point of impacting activities by making mindfulness and wanted behavior. In 
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other words, advertising is all shapes of paid non-personal accomplishments and advancement of 
thoughts, merchandise or administrations by a clear support. Promotion is additionally a frame of 
mass communication, where promotions happen not through a face-to-face prepare like 
interpersonal communication (Ramadhan et al., 2024). Notices are done through a medium, as 
specified over  
 

Price Perception 
Cost in shopper discernment is something that's given or yielded to get a item Zeithaml. Cost 
recognition is the inclination of buyers to utilize cost in surveying the appropriateness of item 
benefits. The cost of costly, cheap or direct products for everybody isn't the same since it depends 
on the individual's discernment, which is affected by the environment and the individual's 
conditions. Estimating must decide the cost to begin with. In certain circumstances, shoppers are 
exceptionally touchy to cost, so generally tall costs compared to competitors can dispose of items 
from buyer thought. The cost paid by the buyer incorporates the benefit given by the vender and it 
is evident that the vender too needs a few benefit from the cost (Utami et al., 2024).  
 

Hypothesis 

The influence of social media and purchasing decisions 
Characterize social media as a apparatus or strategy utilized by buyers to share data within the 
frame of content, pictures, sound, and video with other individuals and companies or bad habit 
versa. The pointers utilized in this think about are connections, communication, post-purchase 
intelligent, and data designs. The comes about of past thinks about on the impact of social media 
on obtaining choices conducted by Riskyady and Sulistyowati (2021), Putri (2018) and Indriyani 
and Suri (2020) appeared that social media incorporates a positive and critical impact on obtaining 
choices, said that social media as it were influences obtaining choices, there are no positive and 
noteworthy comes about. By alluding to the hypothesis and bolstered by past investigate, the taking 
after speculation can be defined: 

H1: Social media has a positive and significant effect on Purchasing Decisions. 
 

The Influence of Customer Trust and Purchasing Decisions 
Shopper believe is the consumer's conviction that a specific person has keenness, is dependable, 
and the individual they believe will fulfill all commitments in carrying out exchanges as anticipated. 
Believe includes the eagerness of people to act with the conviction that accomplices can give what 
is anticipated. The words, guarantees, or articulations of the person can be appeared to make a 
believe. Eagerness based on believe will proceed to be the readiness to pay more, make rehash buys, 
and have a tall commitment and feeling. The comes about of past thinks about on client believe in 
obtaining choices conducted by Sobandi and Somantri (2020) and Anjani, Wimba and Yoga (2021) 
appeared that client believe includes a positive and critical impact on obtaining choices, whereas 
within the ponders of Zulfa and Hidayati (2018), expressed that client believe as it were influences 
acquiring choices, there are no positive and critical comes about. Alluding to the hypothesis and 
backed by past inquire about, the taking after speculation can be defined: 

H2: Consumer Trust has a positive and significant effect on Purchasing Decisions. 
 

The Influence of Advertising and Purchasing Decisions 

Promoting is an data media that's made in such a way as to draw in the intrigued of the gathering 
of people, is unique, has certain characteristics and is enticing so that shoppers or the group of 
onlookers are deliberately empowered to act concurring to what the promoter needs. The comes 
about of past inquire about on promoting on obtaining choices conducted by Setiawan and Rabuani 
(2019) and Andriani (2017) showed that promoting includes a positive and critical impact on 
purchasing choices, whereas Haryani's investigate (2019) was expressed that promoting includes a 
positive and critical impact on obtaining choices. Alluding to the hypothesis and upheld by past 
investigate, the taking after theory can be defined: 

H3: Advertising has a positive and significant effect on Purchasing Decisions. 
 

The influence of Price perception and purchasing decisions 
"Recognition is the method used by people to choose, organize, and translate data input to take a 
significant picture of the world. Client desires are shaped from their possess encounters with 
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comparable circumstances, suggestions from companions or teach (mass media, specialists, 
government, customer educate and others)". The comes about of past thinks about on cost 
discernment on obtaining choices conducted by Abdilla and Husni (2018), appeared that cost 
recognition includes a positive and critical impact on obtaining choices. Alluding to the hypothesis 
and backed by past investigate, the taking after theory can be defined: 

H4 = Price Perception has a positive and significant effect on Purchasing Decisions. 
 

The influence of social media, customer trust, advertising and price perception on purchasing 

decisions 
Characterize social media as a apparatus or strategy utilized by customers to share data within the 
frame of content, pictures, sound, and video to other individuals and companies or bad habit versa. 
The markers utilized in this think about are connections, communication, post-purchase intelligent, 
and data groups. Buyer believe is the consumer's conviction that a particular person has astuteness, 
can be trusted, which the individual who is trusted will fulfill all commitments in carrying out 
exchanges as anticipated. Believe includes the eagerness of people to act with the conviction that 

partners can give what is anticipated. The person's words, guarantees, or explanations can be 
appeared to make a believe. Readiness based on believe will proceed to be the eagerness to pay 
more, make rehash buys, and have a tall commitment and taste. Promotions are data media that 
are made in such a way as to draw in the intrigued of the group of onlookers, are unique, have 
certain characteristics and are enticing so that buyers or the group of onlookers are deliberately 
energized to act agreeing to what the sponsor needs (Jefkins, 2021). The comes about of past 
considers conducted by Abdilla and Husni (2018), Setiawan and Rabuani (2019), Sobandi and 
Somantri (2020) and Riskyady and Sulistyowati (2021) appeared reliable comes about, to be 
specific social media, Client Believe, Promoting and cost recognition have a positive and critical 
impact on obtaining choices.  

H5: The Influence of social media, Customer Trust, Advertising and Price Perception has a 

positive and significant effect on purchasing decisions. 
 

Research Concept Framework  

The conceptual framework below illustrates the relationship between social media, customer trust, 
advertising, and price perception on purchasing decisions. Social media plays a role in influencing 
consumer preferences and interests through widespread information and interactions that occur on 
digital platforms. Customer trust is an important factor in purchasing decisions, where the higher 
the level of trust in a brand, the more likely customers are to make a purchase. Advertising serves 
as a means of communication that builds awareness and influences consumer perceptions of a 
product. Meanwhile, price perception determines the extent to which customers assess the price of 
a product according to the benefits obtained. These four factors simultaneously contribute to 
purchasing decisions, which can ultimately create a feedback loop for future marketing strategies. 
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3. Data and Method  
Type of Research 
The method used in this study is a quantitative method with explanatory research techniques. The 
research design is with primary data from a closed questionnaire. States that the purpose of this 
study is to determine the effect of social media variables, customer trust variables, advertising 
variables and price perception variables on purchasing decision variables. The data used is primary 
data; namely,; namely, the source of research data is obtained directly from the source (not through 
intermediary media). Researchers specifically collect primary data to answer research questions, 
such as from primary data such as questionnaires and surveys. 
 

Population and Sample 
The populace in this think about were respondents matured at slightest 17 a long time, Asus Tablet 
clients within the Jakarta region who had utilized Asus portable workstations for ≥ 6 months since 
the populace in this consider was not known for certain. Test estimations were taken utilizing the 
Hair Equation since the populace measure was not however known for certain. The fitting test 

estimate ranges from 100-200 respondents, and the number of pointers duplicated (5 to 10). With 
this equation, the test calculation in this ponder is with the number of pointers, while in this 
consideration, the markers utilized are 17 markers. So, based on the Hair Equation, the taking after 
calculations can be made: The number of markers in this survey is 17 and increased by 5. 
Consequently, the calculation that has been done is that the least number of tests in this think about 
is 85 respondents. The analyst utilized inadvertent examining where the analyst disseminated the 
survey online through social media and anyone who seem meet the desired criteria, counting: (1) 
Least age 17 a long time (2) Domiciled in Jakarta (3) Have bought an Asus tablet utilizing an Asus 
portable workstation for ≥ 6 months.  
 

Types and Sources of Data 
The data collection method is the method and strategy used by the study to obtain data that is in 
accordance with the research design. Related to the context of this study, a quantitative data 
collection method was used. The data to be used in this study are primary data and secondary data. 

Primary data is original data collected by the researcher himself to answer his research problems 
specifically, and secondary data is data sourced from records in the company and other sources. 
 

Data Collection Techniques 

The study strategy could be a quantitative inquire about method used to get information that 
happened within the past or display, approximately convictions, suppositions, characteristics, and 
behavior of variable connections and to test a few theories around sociological and mental factors 
from tests taken from a certain populace, information collection methods with perceptions 
(interviews or surveys) that are not in-depth, and investigate comes about tend to be created. A 
survey instrument assists with the survey strategy utilized. A survey could be a information 
collection procedure carried out by giving a set of questions or composed articulations to 
respondents to reply. The sorts of questions within the survey are partitioned into two, to be 
specific, open and closed. In this ponder, the comes about utilized a Likert scale. The Likert scale 

is utilized to degree the states of mind, conclusions and discernments of a person or gather of 
individuals approximately social wonders. With a Likert scale, the factors to be measured are 
portrayed in markers on Page 4 of the factors. 
 

Multiple Regression Analysis 
According to (Sujarweni, 2015), "Multiple linear regression analysis is used to determine the effect 
of motivation and training on poverty levels. In addition, regression analysis is also used to test the 
truth of the hypothesis proposed in this study. This analysis is used by involving dependent 
variables (Purchase Decisions) and independent variables (social media, Customer Trust, 
Advertising and Price Perception). The regression equation is as follows: 
 

Y = a + b1SM + b2CT + b3ADV + b4PP + e  (1) 
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Data Analysis Method 

The method used in this study was Statistical, which is a set of methods needed to analyze research 
data for data interpretation and draw reasonable conclusions using computer technology such as 
SPSS (Statistical Package for the Social Sciences). Before the data is collected and analyzed, the 
research tool or questionnaire can be tested. 

 

4. Results  
Normality Test 
The normality test aims to test whether the residual value generated from the regression is normally 
distributed or not. A good regression model has values that are normally distributed. The normality 
test method used in this study is by using the Kolmogorov-Smirnov (K-S) nonparametric statistical 
test. Normality or not of the data distribution is seen from the significance of the variable, if sig> 
0.05 then it indicates that the data distribution is normal, as can be seen in the following figure: 
 
 

 
 
 
 
 
 
 
 
 
 

 
Figure 2. Normality Test 

 

In the normality of data with a normal P-P Plot, as in Figure 2 above, the data points are spread 
around the diagonal line, and the distribution of data points in the same direction follows the 
diagonal line. This means that the data in this study meets the assumption of normality. 
 

Multicollinearity Test 
The multicollinearity test is carried out by testing whether there is a correlation between the 
independent variables in the regression, with this for independent variables that have a correlated 
relationship. The method used is to calculate tolerance and VIF. From the calculation results, the 
Tolerance value is obtained for each stage of the study; the researcher states as follows: 

 

Table 1. Multicollinearity Test Table 

Variables Tolerance VIF 

Social media 0,463 2.159 

Customer Trust 0,340 2.941 

Advertising 0,623 1.605 

Price Perception 0.492 2.032 

Source: Data processing results (2023) 

 
Based on Table 1 above, the variables social media, Customer Trust, Advertising and Price 
Perception have a Tolerance value ≠ of 0 and a VIF below <10. This indicates that the data in this 
study does not experience multicollinearity symptoms or does not have a relationship between 
independent variables and other independent variables. 
 

Heteroscedasticity Test 
This test aims to check whether the distribution of purchasing decision data is random for the values 
of the variable's social media, Customer Trust, Advertising and Price Perception. For this test, a 
scatterplot diagram is made between the predicted value and the residual. The results of the 
heteroscedasticity test can be seen in the following figure: 
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Figure 3. Heteroscedasticity Test 

 

Figure 3 above shows that the data is scattered around the number 0 (0 on the Y axis) and does not 
form a particular pattern or line trend. Thus, the data does not experience symptoms of 
heteroscedasticity and meets the requirements for regression analysis. 
 

Simultaneous test results 
Simultaneous testing (f test) is used to determine the effect of all independent variables (free), 
namely social media, Customer Trust, Advertising and Price Perception, on Purchasing Decisions. 
The number of respondents is 85 (n = 85), and the variables for conducting the study are 4 (k = 4), 
with a significant level of 0.05. 
 

Table 2. F Test 

Information F Sig. 

Regression 2.849 0,000 

Source: Data processing results (2023) 

 
Based on the results, F-count> F-table or 27.811> 20.25 with a significance of 0.000 <0.05. From 
these results, it can be concluded that Social Media, Customer Trust, Advertising and Price 
Perception together have a positive and significant effect on the Decision to Purchase Asus Laptops 
in Jakarta City. This answers hypothesis 5, which states that there is an influence of social media, 
Customer Trust, Advertising and Price Perception on Purchasing Decisions. So, hypothesis 5 is 
accepted. 
 

Hypothesis test results 
Partial hypothesis testing is carried out to determine the effect of each independent variable, namely 
that social media, Customer Trust, Advertising and Price Perception that occur in the purchase of 
Asus Laptop products influence purchasing decisions. If the significant value is> 5% (0.05), then 
the hypothesis is accepted. In addition, it can also be seen from the comparison between t-count 
and t-table; if the count value> table, then the hypothesis can be accepted. 

 

Table 3. T-Test Table 

No Variables T Sig. 

1 Social media 3.289 0,003 

2 Customer Trust 3.372 0,003 

3 Advertising 3.209 0,002 

4 Price Perception 5.443 0,001 

Source: Data processing results (2023) 

 
The t-test comes about appear that all free factors in this think about, specifically social media, 
client believe, publicizing, and cost recognition, have a noteworthy impact on the obtaining choice 
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of Asus tablets in Jakarta. Usually shown by the t-count esteem of each variable, which is more 
noteworthy than the t-table, and the centrality esteem is littler than 0.05. The cost recognition 
variable has the most grounded impact, with a t-value of 5.443 and a significance of 0.001, 
demonstrating that cost discernment could be a overwhelming figure in affecting acquiring choices. 
In the mean time, social media, client believe, and promoting too have a critical impact with t-
values of 3.289, 3.372, and 3.209, separately and noteworthiness of 0.003, 0.003, and 0.002. Hence, 
these comes about affirm that these variables somewhat have a positive and critical impact on 
shopper obtaining choices.  

 

Determination Coefficient 
The determination coefficient analysis serves to describe how much influence there is between 
independent (free) variables and the dependent (bound) variables. The value of this determination 
coefficient is determined by the Adjusted R Square (Adjusted R2) value. The results of the 
simultaneous determination coefficient test in this study can be seen as follows: 
 

Table 4. Table of Determination Coefficient Test Results 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 0,904a 0,818 0,814 0,92062 

Source: Data processing results (2023) 

 
Based on the results of the data testing in Table 4 above, the coefficient of determination (Adjusted 
R2 Square) is 0.814 or in percentage 81.4%. This shows that social media, Customer Trust, 
Advertising and Price Perception that occur in the purchase of Asus Laptop products influence 
purchasing decisions by 81.4%. In comparison, the remaining 18.6% is the influence of other 
variables or other factors. 

 
5. Discussion  
Social media has a positive and significant effect on Purchasing Decisions. 
The t-count esteem is gotten with a critical esteem, whereas the t-table esteem is gotten from the 
table. Hence, t-count> t-table and the level of importance implies that Ho is rejected and Ha is 
acknowledged, or from the comes about of the calculation and information preparing, a sign esteem 
is gotten, which suggests it is littler than the genuine level. So, there's a positive and critical impact 
between social media and acquiring choices. So, speculation 1 is acknowledged. This finding is in 
line with inquire about conducted by Kurniawan and Albari (2023), which states that social media 
plays a critical part in customer acquiring choices. This impact can be clarified through the concept 
of computerized interaction that increases brand mindfulness and shopper engagement (Stephen, 
2016). Within the setting of computerized showcasing, social media permits companies to 
construct closer connections with customers, in this manner expanding believe and acquiring 
propensities (Dhewi & Kurnianto, 2023).  
 

Customer Trust has a positive and significant effect on Purchasing Decisions. 

The t-count esteem is gotten with a critical esteem, whereas the t-table esteem is gotten from the 
table. Hence, t-count>t-table and the level of importance, at that point Ho is rejected, and Ha is 
acknowledged, or from the comes about of the calculation and information preparing, a sign esteem 
is gotten, which implies it is littler than the real level. So partially there's a positive and critical 
impact between Client Believe and purchasing choices. So, theory 2 is acknowledged. Typically, 
reliable with investigation conducted by Febriana and Purwanto (2023), which appears that the 
higher the customer's belief in a brand or item, the more likely they are to form a buy. Client belief 
is shaped from positive experiences, clarity of item data, and tributes from other clients. This figure 
is exceptionally pertinent in online exchanges, where belief could be a major component in 
obtaining decision-making. 
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Advertising has a positive and significant effect on Purchasing Decisions. 
The t-count esteem is gotten with a critical esteem whereas the t-table esteem is gotten from the 
table of. Hence, t-count> t-table and the level of centrality, at that point Ho is rejected, and Ha is 
acknowledged, or from the comes about of the calculation and information preparing, a sign esteem 
is gotten, which suggests it is littler than the genuine level. So, there's a positive and noteworthy 
impact between Publicizing and acquiring choices. So, theory 3 is acknowledged. The comes about 
of this think about are agreeing to the inquire. Publicizing capacities as a key communication 
apparatus that not as it were increments brand mindfulness but too impacts customer inclinations. 
A ponder conducted by Setiawan and Rabuani (2019) moreover appears that successful promoting 
can make positive recognitions of a item and empower buy eagerly. 
 

Price Perception has a positive and significant effect on Purchasing Decisions. 

The t-count esteem is gotten with a critical esteem, whereas the t-table esteem is gotten from the 
table. Hence, t-count> t-table and the level of noteworthiness implies that Ho is rejected, and Ha 

is acknowledged, or from the comes about of the calculation and information handling, a sign 
esteem is gotten, which suggests it is littler than the genuine level. So, there's a positive and 
noteworthy impact between Cost Recognition and acquiring choices. So, speculation 4 is 
acknowledged. The comes about of this ponder are in line with previous research. Cost recognition 
was found to be the foremost overwhelming figure in impacting acquiring choices. Buyers tend to 
compare costs with the benefits gotten some time recently. Costs that are considered comparable 
to item quality will increment client fulfillment and increment the probability of rehash buys. 

 
6. Conclusion  
Based on the comes about of this consider it points to test the impact of social media, Client Believe, 
Promoting and Cost Recognition factors on Acquiring Choices mostly and at the same time. The 
conclusion of this consider is: Mostly, the Social Media variable incorporates a positive and critical 
impact on the Asus Product Purchase Choice. In part, the Client Believe variable incorporates a 
positive and noteworthy impact on the Asus Item Buy Choice. In part, the Publicizing variable 
contains a positive and critical impact on the Asus Item Buy Choice. Mostly, the Cost Discernment 
variable encompasses a positive and noteworthy impact on the Asus Item Buy Choice. At the same 
time or together, the social media, Client Believe, Promoting and Cost Discernment factors of Asus 
items have a critical impact on Obtaining Choices. 
 
The managerial implications of this study indicate that companies need to optimize their digital 
marketing strategies by increasing their presence and interaction on social media to build customer 
trust. This trust can be strengthened through transparency of information, customer reviews, and 
quick responses to questions or complaints. In addition, advertising effectiveness must be increased 
by adjusting content that is interesting and relevant to the target market. Companies must also 
consider price perception by offering competitive prices and providing clear added value for 
consumers. By managing these factors holistically, companies can improve customer purchasing 
decisions and strengthen brand loyalty. 

 

 Recommendation  
Based on the investigate comes about, companies ought to optimize advanced showcasing 
techniques by expanding their nearness and interaction on social media to construct client believe. 
This believe can be fortified through straightforwardness of data, client audits, and speedy reactions 
to questions or complaints. In addition, advertising viability must be expanded by altering 
substance that's curiously and pertinent to the target showcase. Cost recognition must moreover be 
considered by advertising competitive costs and clear included esteem for customers. With all 
encompassing administration of these components, companies can move forward client obtaining 
choices and reinforce brand devotion. 
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