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Effect of E-Marketing on Purchase Decision
Musicool Product of PT. Pertamina (Persero)

RU Il Palembang

Ferdi Kurniawan, Zakaria Wahab, Marlina Widiyanti, Muchsin Saggaff Shihab

Abstract: The purpose of this study is to analyze the effect of
e-marketing through online media pada akun Instagram
@musicoolpertamina, mobile applications Musicool Promo
Official, websites www.musicool promo.com, and youtube account
pertamina used by PT. Pertamina (Persero) to market or
promoation its product, namely musicool. The data collected in this
study were questionnaire data made using Google Form with 5
statement / indicator for variable convenience (X 1), 6 statement /
indicator for variable content (X 2), 5 statement / indicator for
variable response (X 3), 6 statement / indicator for variable
security (X 4), 7 statement / indicator for variable trsut (X 5) and
10 statement / indicator for variable purchase decision (Y) and
then distributed to one hundred respondents who is domiciled in
Palembang, Indonesia via direct messages, e-mails and short
messages (whatsapp). Multiple linear regression with SPSS
software version 26 was used to analyze the collected data. The
results showed positives and significant effects between the
variable of convenience (X1) on purchasing decisions, variable of
content (X2) on purchasing decisions, variable of responses (X3)
on purchasing decisions, variable of security (X4) on purchasing
decisions and variable of trust (X5) on purchasing decisions (Y) in
e-marketing Musicool Product of PT. Pertamina (Persero) RU 111
in Palembang.
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I. INTRODUCTION

A ccording to A Sussanto (2014), a purchase decisionisa

process in which certain stages are involved in purchasing a
product, while according to Kotler and Amstrong (2018) in
the evaluation stage, consumers form preferences between
brandsin aseries of choicesand may alsoform the intention
to buy the most brands. Preferred Rizana, Zakaria and
Marlina (2020) explain that decisions of purchasingis an
action taken by a consumer to purchase a product or
service. The process of selecting one of the problem solving
solutions with real follow-up is one of the definitions of
decision making. After the decision is made, the consumer
re-evaluates the options, so that in the end they can decide
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what to do next.

According to Immanuel (2019) purchasing decisions in
e-marketing are influenced by causal factors, content,
response, security and trust.

II. LITERATURE REVIEW

A. Definition of E-Marketing

Ryan et a. (2009) explain that all efforts made to market
products or services through electronic media or the Internet
are Internet Marketing (English: Internet marketing,
e-marketing, or online-marketing). It was further explained
that the letter '€’ in the word e-marketing has an electronic
meaning. This means that marketing activities are carried out
electronically through the internet network. With internet
technology, many new terms use the prefix e, such as: e-mail,
e-business, e-gov, e-society, €etc.

B. Definition of Purchase Decision

Kotler & Armstrong (2004) said that a stage of the
decision process where consumers actually make a product
purchase is a purchase decision. Prior to a transaction, there
are processes that occur and accompany every purchase,
namely considerations. Meanwhile, according to Swastha
(2002) a purchase decision is a series of stages experienced
by consumers to experience a decision to buy a product.

Conceptual Framework

Juliandi & Irfan (2013) stated that the conceptual
framework is a scientific explanation of the propositions
between the linkages or the relationships between research
variables. It is important to put forward the link or
relationship between these variables as a basis for
formulating research. To clarify the relationship between the
variables described, it can be seen in the conceptual
framework in Figure 1 asfollows:

/_ E-Marketing (X} \\
| Convemence (X1) J\ H:
| Content (X2) t Purchase Decision (Y) J
Immanuel (2020)
| Response (X3) |" Hs
[Security (X4) Ha
‘ Trust (X5) H
\ Immanuel (2020) /

Source : Developed for this research, 2020
Figure 1. Conceptual Framework

Published By:

Blue Eyes Intelligence Engineering
and Sciences Publication

© Copyright: All rights reserved.

Exploring Innovation


http://www.ijmh.org/
https://www.openaccess.nl/en/open-publications
http://creativecommons.org/licenses/by-nc-nd/4.0/
https://crossmark.crossref.org/dialog/?doi=10.35940/ijmh.E1213.015521&domain=www.ijmh.org

Effect of E-Marketing on Purchase Decision Musicool Product of PT. Pertamina (Persero) RU 111
Palembang

Research Hypothesis

H1 : Convenience of varigbles in e-marketing hasa
positive effect on purchasing decisions for Musicool PT
products. Pertamina (Persero)

H2 : Content of variables in e-marketing has a positive
effect on purchasing decisions for Musicool PT products.
Pertamina (Persero)

H3 : Response of variables in e-marketing has a positive
effect on purchasing decisions for Musicool PT products.
Pertamina (Persero)

H4 : Security of variables in e-marketing has a positive
effect on purchasing decisions for Musicool PT products.
Pertamina (Persero)

H5: Trust of variablesin e-marketing has apositive effect
on purchasing decisions for Musicool PT products.
Pertamina (Persero)

I11. RESEARCH METHODS

A. Method

The scope of this research discusses the effect of the
application of e-marketing on purchasing decisions of PT.
Pertamina (Persero) Musicool products. Consumers who
want to be studied are consumers who have used
PT.Pertamina (Persero) 's Musicool product platform media.

B. Typesof research

Based on the type, there are two types of data collected
from this study, namely primary data and secondary data.
Primary data is data obtained from questionnaires
distributed to consumers using Musicool products, while
secondary datais data obtained from documents, research
reports and internet websites that support primary data.

C. Population and Sample

In this study the population is musicool consumers who
livein Palembang and follow Pertamina's e-marketing media
platform such as on the Instagram @M usicoolpertamina
social media, amounting to 985 followers, and on the youtube
account @pertamina, which amounted to 44.3 thousand
subscribers.

From this population, a number of samples were
determined that focused on Instagram account followers for
Musicool products and YouTube subscribers for Musicool
products who livein Palembang.

D. Method of collecting data

Collecting datain this study using observation techniques,
namely observing directly the phenomena associated with
e-marketing (Instagram, YouTube, mobile application and
the Musicool website) and purchasing decisions using
Musicool inPaembang to complete the primary data
obtained through questionnaires. Questionnaires, namely
data collection methods carried out by providing alist of
statements or questions (questionaire) to respondents with
an answer choice guide. Statements or questions related
to the relationship of E-marketing and purchasing decisions
using Musicool in Palembang are used as a guide to the
answers to the questionnaire in this study.

E. Data analysistechnique

In order to provide an overview and answer the problem
formulation, quantitative descriptive analysiswasused asa
data analysis technique in this study. Multiple linear
Retrieval Number:100.1/ijmh.E1213015521
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regresson analysis used as a data analysis technique to
answer the problems raised in this study

F. Validity test

To measure the validity of the instrument items from the 5
variables in this study, namely the Ease (X1) variable, the
Content variable (X2), the Response variable (X3), the
Security Variable (X4) and the Trust variable (X5) and the
purchase decision variable (Y) were carried out. instrument
trial of 30 people.

G. Reliability test

Reliability is defined as the level of confidence in the
measurement results. The size of the reliability level is
empirically indicated by a number, known as the reliability
coefficient. The statistical test that can be used in determining
the level of internal reliability of a measuring instrument is
the Cronbach Alphatest using the SPSS (Statistical Program
for Socia Science) version 26.00 or the latest version. In
testing the reliability of the five variables in this study,
namely the variable Security, Trust, Response, Ease, Content
and Purchasing Decision variables that need to be considered
isthe value of Reliability Coefficients (Cronbach's Alpha). If
the Cronbach's Alpha value is greater than 0.60 (Alpha>
0.6), then the measured variableisreliable (Sugiyono, 2012).
Research Data Analysis

To prove whether there is a causal relationship between
independent variables and related variables, the analysis tool
to predict the value of the effect or more independent
variables on one dependent variable is multiple linear
regression. The multiple linear regression equation is
formulated as follows:

KB=o+B1 KM+ B2KT+p3RP+psKA+PBsKP+e

Y = PurchaseDecision (KB)

X1 = Convenience (KM)

X2 = Content (KT)

X3 = Response (RP)

X4 = Security (KA)

X5 =Trust (KP)

o = Constant

by,..., ba = independent variable regression coefficient
e = Standard Error

H. Classic assumption test

There are several tests of basic assumptionsin the multiple
linear regression model equation, this aims to assess a model
with the intention of finding out whether the regression
equation specified is a model that can produce unusual
estimates.

I. Normality test

According to Winarno (2015) the normality test aims to
prove whether in the regresson model confounding or
residual variables have a normal distribution. Decision
making depends on the value of the Kolmogorov Smirnov
test.

Decisions can be made if the Kolmogrov test is not
significant (less than two), so the datais normally distributed
or if the probability is greater than 0.05, the data is normally
distributed.
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J. Multicollinearity test

The purpose of the multicollinearity testisto determine
whether there is a significant relationship between the
independent variables. How to detect multicollinearity is
done by regressing the independent variable against other
independent variables in the model. Multicollinearity testing
is very dependent on the value of R-Square, F-count and
standard error. If there is no problem with multicollinearity,
then HO: R-square <R-square value of the main moddl. If
there is a problem with multicollinearity then H1: R-square
value> main model R-sgquare value.

K. Heter oscedasticity test

The heteroscedasticity test aims to determine whether
there is a problem with heteroscedasticity by using the white
heteroscedasticity test. If there is no heteroscedasticity, then
HO: the value of the obs chi-square statistic <the value of the
chi-square table with a certain degree of confidence (a). If
there is heteroscedasticity, then H1: the value of obs
chi-square statistic> the value of the chi-square table with a
certain degree of confidence (o)
L. F Test (ANOVA): Model Fit Test

The purpose of the F test (ANOVA) is to prove whether
the independent variables included in the model have an
influence  on the dependent variable together
(smultaneously).
1) The hypothesisin thistest is:
Ho: B = 0. which means variable X has no effect on variable
Y
Ha: B=0. which means variable X has an effect on variable Y
2) Thetest statistic to be used is the F-test of the F-Snedecor
distribution throughthe ANOVA list (analysis of variance).
3) Thetest criteriaare:
- accept Ho, if F-count is smaller than Frubet (F-tinug™ Frakak1).
- Ho reject, if F-count is greater than F-use (F-tiung™ Fregieict)-

M. T test: Partial Test

The purpose of the T test is to prove whether the
independent variables included in the model have an
influence on the dependent variable individually (partially).
1) The hypothesisin thistest is:
Ho: £i <0. That is, there is no effect of the ith variable on the
dependent variable.
Ha fi> 0. This means that the ith variable affects the
dependent variable.
2) Thetest statistic to be used is the t-test with the formula:

B,

t_ e S

‘ SE(B)

3) The test criterion is Ho reject, if p-vaue <o or t-count>
t-table, where t-table = t1-a / 2; n-k-1. If Ho is rejected, it
means that there is a significant influence between the ith
variable on the dependent variable.

N. Coefficient of Determination (R2)

The coefficient of determination or determination of the
value of R? is needed to determine the extent to which the
independent variable can explain the dependent variable. The
valuesrange from 0 to 1. If the value of R2ishigher or closer
to number 1, the greater the independent variable (X) so that
it can explain the dependent variable (). The purpose of the
analysis of the value of R-Square or (R?) is to determine the
extent to which the independent variable (X) can explain the
relationship between changesin the dependent variable (Y).
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The number of independent variables affects the properties of
the R-Square. The relationship isone-way, that is, if there are
more independent variables, the greater the R-Square value.

IV. RESULT AND DISCUSSION

A. Research Instrument Test Result

The validity test is determined by comparing the Pearson
Product Moment correlation value contained in the results of
data processing. This test is assisted by the SPSS program
which isseeninthe CITS (Corrected Item-Total Correlation)
column with a value of r on the PMM (Pearson Product
Poment) table. The critical value of correlation (r-table) with
n of 30 respondents at the significance level (a) 5% is 0.361
in the pearson product moment r table. The decision making
criteria:

« If (r-count) is greater than (r-table) 0.361, it isdeclared valid
« If (r-count) is smaller than (r-table) 0.361, it is declared
invalid

Tablel. Results of the Research Instrument Variable

Validity Test
Indicator Item | r-count r-table Remarks
Convenience (X1) 1 0,826 0,361 Valid
2 0,78 0,361 Valid
3 0,694 0,361 Valid
4 0,742 0,361 Valid
5 0,839 0,361 Valid
Content (X2) 1 0,814 0,361 Valid
2 0,806 0,361 Valid
3 0,871 0,361 Valid
4 0,789 0,361 Valid
5 0,821 0,361 Valid
6 0,885 0,361 Valid
Response (X3) 1 0,803 0,361 Valid
2 0,813 0,361 Valid
3 0,861 0,361 Valid
4 0,825 0,361 Valid
5 0,831 0,361 Valid
Security (X4) 1 0,874 0,361 Vvalid
2 0,748 0,361 Valid
3 0,836 0,361 Valid
4 0,865 0,361 Valid
5 0,844 0,361 Valid
6 0,876 0,361 Valid
Trust (X5) 1 0,838 0,361 Valid
2 0,891 0,361 Valid
3 0,884 0,361 Valid
4 0,884 0,361 Valid
5 0,869 0,361 Valid
6 0,897 0,361 Valid
7 0,809 0,361 Valid
Pur chase Decision (Y) 1 0,885 0,361 Vvalid
2 0,89 0,361 Valid
3 0,869 0,361 Valid
4 0,861 0,361 Valid
5 0,903 0,361 Valid
6 0,845 0,361 Valid
7 0,795 0,361 Valid
8 0,843 0,361 Valid
9 0,82 0,361 Valid
10 0,739 0,361 Valid

Data Sources: Processed from the Questionnaire, 2020
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Table | shows that the indicators (items) used in this
research variable can be declared valid and can be used as
itemsin data collection because the indicators (items) in each
of the variables are security, trust, response, convenience and
content (independent variables) while the decision purchase
(dependent variable) has a result of r-count greater than the
r-table 0.361.

Réeliability Test

Reliability test aims to show how relatively consistent a
measurement result is. Good categories of statements and
guestions are statements and questions that are clear,
easily understood by correspondents, and have the same
meaning even though they are submitted to different
correspondents at different times. Reliability test using
Cronbach's Alpha. An instrument issaid to be reliableif the
Cronbach's Alpha is greater than 0.60. There are five
variables in the instrument reiability test, namely
convenience (X1), content (X2), response (X3), security
(X4), trust (X5) which are independent variables, while
purchasing decisions (Y) are the dependent variable.
Decision-making criteriac If the value of Redlibility
Coefficients (Cronbach's Alpha) is greater than 0.60
(Alpha> 0.6), then the measured variable can be said to be
reliable.

Tablell. Reliability Test Results

| ndicator Cronbach’s Cutt Nof | Nof Remarks
Alpha Off Case | Item

Convenience (X1) 0,94089 > 0,60 30 5 Reliable
Content (X2) 0,95009 > 0,60 30 6 Reliable
Response (X3) 0,95685 > 060 | 30 5 Reliable
Security (X4) 0,95819 > 0,60 30 6 Reliable
Trust (X5) 0,97226 > 0,60 30 7 Reliable
(P\‘(J;Chase Decison | 4651414 | >060| 30 | 10 | Reliale

Data Sources: Processed from the Questionnaire, 2020

Based on the results of the reliability test of the
research variable instrument in Table 4.2, the results of the
reliability test of theindependent variable ease (X1),
content (X2), response (X3), security (X4), trust (X5)
indicate that the data obtained is reliable because of the
value Cronbach's Alpha namely 0.94089, 0.95009, 0.95685,
0.95819, 0.97226 while the reliability test results of the
dependent variable purchasing decision (Y) show that the
data obtained is reliable because the Cronbach's Alpha value
is1.01414.

Normality test

In order to determine whether the data obtained is running
normally or not, a data normality test is performed. The
normality test of the sample usesthe Komogrov-Smirnov test
by setting the degree of confidence (&) of 5% (Prayitno, 2013:
71). The resultsof thenormality test are shown inthetable
as follows:

Tablelll. Normality Test Results

Kolmogrov-
Test of Normality Sig. SMIrnov | Remarks
Cutt Off
Convenience (X1) 0,106 | > 0,05 Normal
Content (X2) 0,246 | > 0,05 Normal
Response (X3) 0,678 | > 0,05 Normal
Security (X4) 0,333 | > 0,05 Normal
Trust (X5) 0,235 | > 0,05 Normal
Purchase Decision (Y) 0,111 | > 0,05 Normal

Retrieval Number:100.1/ijmh.E1213015521
DOI:10.35940/ijmh.E1213.015521
Journal Website: www.ijmh.org

Data Sources: Processed from the Questionnaire, 2020
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The graph above explains that the data is running
normally. Thisisevidenced by the distribution of dataaround
the diagonal line and following the direction of the
diagonal line. So it can be concluded that the regression
meets the assumption of normality

Multicollinearity Test

The higher the tolerance value, the lower the degree of
collinearity that occurs, whilefor VIF, the lower the VIF, the
lower the degree of collinearity that occurs. The limit of the
maximum value of VIF which is usually used to justify the
presence of collinearity is 10. The definition of the
multicollinearity assumption is a condition in which there
is an amost perfect linear relationship between the
independent variables in the model.

TablelV. MulticolinearityTest Results

Cut
No Variabel VIF t Remarks
Off
Convenience < Multicollinearity does
1 (X1 3.966 10 not occur
2 Content 6463 | <| 10 Multicollinearity does
(X2) not occur
3 Response 5301 | <| 10 Multicollinearity does
(X3) not occur
Security < Multicollinearity does
4 (X4) 6.125 10 not occur
< Multicollinearity does
5 | Trust (X5) 4738 10 ot oceur

Data Sources: Processed from the Questionnaire, 2020

Table4.13 shows that the VIF value isless than 10, this
explains that there is no multicollinearity between the
independent variables

Heter oscedasticity Test

By looking at the SPSS output on the scatter diagram,
heteroscedasticity problems can be detected. The results of
the heteroscedasticity test are illustrated in the following

graph.
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Scatterplot

Dependent Variable: Keputusan Pembelian
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According to the results of the heteroscedasticity test in the
image above shows that there is no heteroscedasticity in the
test of this study, thisis due to the distribution of data on the
test resultsthat do not form a certain line/ unclear pattern and
well-known points above and below zero onthe Y line.

Multiple Linear Regression Analysis

TableV. Hasil Uji AnalisisRegresi Linier Berganda

Coefficients®
Unstandardized | Standardized
Model Coefficiesr;tds Coefficients t Sig.
B Errdr Beta

1] (Constant) 6.497 1.715 3.789 | .000
Convenience .239 .715 .296 | 3.368 | .001
Content 277 .087 293 | 3.162 | .002
Response .225 .077 250 | 2.916 | .004
Security 417 .349 .220 | 2.815 | .037
Trust 704 .270 423 | 2.608 | .011

a. Dependent Variable: Purchase Decision

Data Sources: Processed from the Questionnaire, 2020

According to the test results of multiple linear regression
analysis in table v shows the results of a positive constant
value of 6,497, which meansthat there is a positive influence
between variable X1 with avalue of 0.239, variable X2 with
avalue of 0.277, variable X3 with a value of 0.225, variable
X4 with avalue of 0.417, variable X5 with a value 0.704 to
variable Y. Thus, variable Y (purchase decision) is strongly
influenced by the variables of convenience, content,
response, security and trust.

Correlation Coefficient
Determination (R?)

(R) and Coefficient of

TableVI. Result of Correlation Coefficient (R) and
Coefficient of Determination (R?)

Model Summary®
. Std. Error
M odel R R Square stl(;]ja?de of the
Estimate
1| 0.6912 0.478 0.450 451.449

Data Sources: Processed from the Questionnaire, 2020

Based on the results of the Correlation Coefficient Test (R)
and the Coefficient of Determination (R2) in the table above
shows that there is influence of the convenience, content,
response, security and trust variables on purchasing decisions
is0.691 or 69.1%. The amount of the R square (R2) number
is 0.478 or 47.8%. This figure is used to see how the
convenience, content, response, security and trust possessed
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by the online media platform for Musicool products PT.
Pertamina.

This figure means how the variables of convenience,
content, response, security and trust provide the good
feedback and are needed to explain the purchase decision on
the Musicool product media platform and collectively it is
47.8% while the remaining 52.2% is influenced by factors.
other.

Model Feasibility Test (F Test)

TableVII. Model Feasibility Test Results (F Test)

ANOVA?
Mean
Sum of .
Model Squares df ngar F Sig.
Regressi 1.752.17 5 350.43 | 17.19 000°
on 9 6 5
1| Residual 19157? Z 20.381
3.667.96 | 9
Tota ol 9

Data Sources: Processed from the Questionnaire, 2020

According to theresults of the F test in table V11 above, the
calculated F value is 17,195 which indicates that it is greater
than the F value of table 2.47 which means that the increased
variables, content, response, and trust together have a
significant influence on the purchasing decision variable.
This result is aso with a significant value of the F test of
0.000 or sig 0.000 <0.05 which indicatesthat thevariables
(X1), content (X2), response (X3), security (X4) and trust
(X5) are together. significant effect on purchase decisions
(Y).

Significant Test for Individual Parameters (t test)

TableVIII.t Test Results

Coefficients®
Unstandardized Standardized
Modé Coefficients Coefficients t Sig.
B Esrtrdc;r Beta
1| (constant) 6.497 1715 3.789 | .0000
Convenience .239 .715 .296 | 3.368 .001
Content 277 .087 293 | 3.162 .002
Response .225 .077 250 | 2.916 .004
Security A17 .349 220 | 2.815 .037
Trust 704 .270 423 | 2.608 .011
a. Dependent Variable: Purchase Decision

Data Sources. Processed from the Questionnaire, 2020
Based on the calculation of the test results for the

significance of individual parameters (t test) in Table VIII it

can be described asfollows :

1) Convenience variable (X1) has a B (beta) effect of 0,239
with a sig. value of 0,001 which is a little than 0,05.
Which means that the variable X1 has a significant
effect onvariable Y
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2) Product content variable (X2 hasaB (beta) effect of 0,277
with a sig. value of 0,002 which is a little 0,05. Which
means that the variable X2 has a significant effect on
variable Y

Response variable (X3 has aB (beta) effect of 0,225 with
a significance value of 0,004 which is a little 0,005.
Which means that the variable X 3 has a significant effect
onvariable Y

Safety variable (X4) hasaB (beta) effect of 0,417 with a
significance value of 0,037 which isalittle 0,05. Which
means that the variable X4 has a significant effect on
variable Y.

Trust variable (X5), has a B (beta) effect of 0,704 with a
significance value of 0,011 which is a little than 0,05.
Which means that the variable X5 has a significant effect
onvariableY

3)

4)

5)

V. RESEARCH RESULTSFOR EACH VARIABLE

A. Effect of Easein E-Marketing on Purchasing
Decisions

Ease variable has a positive & significant effect on
purchasing decision. From the results of the study, the
coefficient for the convenience variable is 0.239 with a
significant value of 0, the value will be significant at the sig.
value 0,05 because itissmaller than 0.05. Thus, convenience
has a positive and significant effect on purchasing decisions.

Based on research and questionnaire results from severda
respondents, it was found that consumers already felt that the
ease of e-marketing media platform for Musicool products
has been very good. Consumers feel that the media
platform in e-marketing of Musicool products is easy to
operate and easy to find information about products, and easy
to transact.

This research is in accordance with the results of research
(Immanuel, 2020); (Mailal et a., 2020); (Randy et al., 2019);
(Nursakinah et al., 2019); (Indah, 2019); (Nawangsari et al.,
2018); (Wawan et a., 2016); (Yoon, 2015); (Denni et a.,
2015) which supports that the convenience variable has a
positive effect on purchasing decisions.

B. Effect of Content in E-Marketing on Purchasing
Decisions

Content variable hasa positive & significant effect on
purchasing decision. From the research results, the
coefficient for the content variableis 0.277 with a significant
value of 0.002 the value will be significant at the sig. value
0,05 because it is smaller than 0.05. Thus, content has a
positive and significant effect on purchasing decision.

Based on research and questionnaire results from severd
respondents, it was found that consumers aready felt that the
content in the e-marketing media platform Musicool products
has been very good. Consumers feel that the content
presented is very interactive and easy to understand.

This research is in accordance with the results of research
(Immanuel, 2020); (Christian et al., 2019); (Sudarsono et al.,
2019); which supportsthat content variableshave a positive
effect on purchasing decisions.

C. Effect of Responsein E-Marketing on Purchasing
Decisions

Response variable has a positive & significant effect on
purchasing decisions. From the research results, the
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coefficient for the response variable is 0,225 with a
significant value of 0.004 the value will be significant at the
sig. value 0,05 because it is smaller than 0.05. Thus, that the
response has a positive and significant effect on
purchasing decisions.

Based on research and questionnaire results from several
respondents, it was found that consumers already felt that the
response to the e-marketing media platform for Musicool
products hasbeen very good. Consumers feel that adminon
e-marketing of Musicool products has responded well to
Consumers.

This research is in accordance with the results of research
(Immanuel, 2020) which supports that content variables
have a positive effect on purchasing decisions.

D. Effect of Security in E-Marketing on Purchasing
Decisions

Security variable has a positive & significant effect on
purchasing decisions. From the research results, the
coefficient for the security variable is 0,417 with a
significant value of 0.0037 the value will be significant at the
sig. value 0,05 because it is smaller than 0.05. Thus, that the
response has a positive and significant effect on
purchasing decisions.

Based on research and questionnaire results from several
respondents, it was found that consumers already felt that the
security in the e-marketing media platform for Musicool
products has been very good. Consumers fedl that if they
use Musicool's product media platform in e-marketing, their
privacy data will be protected and not misused, for example,
such as email, password etc.

This research is in accordance with the results of research
(Immanuel, 2020); (ITham et al., 2016); (Michael, Eva,
2016); (Indra, 2018); which supports that content variables
have a positive effect on purchasing decisions.

The Effect of Trust in E-Marketing on Purchasing
Decisions

Trust variable has a positive & significant effect on
purchasing decisions. From the research results, the
coefficient for the security variable is 0,704 with a
significant value of 0.011 the value will be significant at the
sig. value 0,05 because it is smaller than 0.05. Thus, that the
response has a positive and significant effect on
purchasing decisions. Based on research and questionnaire
resultsfrom several respondents, it was found that consumers
already felt that trust in the e-marketing media platform
Musicool products has been very good. Consumers feel that
the media platform, technicians, agents, workshops of
Musicool products can be trusted. This research is in
accordance with the results of research from (Immanuel,
2020); (Febriana, 2020); (Andy et al., 2020); (Mailal et al.,
2020); (Abbas et al., 2019); (Indah, 2019); (Widarto, 2018);
(Dadang, 2018); (Elisabeth et al., 2018); (Nawangsaaari,
2018); (Bayu, 2017); (Jasmine, 2017); (Michal, 2016);
(Muslikh, 2017); (Ilham et al., 2016); (Setyo et al., 2017);
(Penia et al., 2019); (Wawan, 2016); (Yoon, 2015); (Denni et
al., 2015); which supports that the trust variable has a
positive effect on purchasing decisions.
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E. Recapitulation of Research Results

Table I X. Recapitulation of Research Results

Hypothesis Resear ch Result
HO : Convenience of
Pugzze decisions was H1 : Convenience has apositive &
9 - - significant effect on purchasing
Ha: Convenience of decis
- lecisions
purchase decisions
accepted
HO : Content of purchase . -
decisions was rejected _H2_._Content has a positive &
- significant effect on purchasing
Ha: Content of purchase decis
- lecisions
decisions accepted

HO : Response of purchase

decisions was rejected H3 : Response has apositive &

Ha: Response of purchase significant effect on purchasing

decisions accepted decisions
HO : Security of purchase . -
decisions was rejected _H4_._Secur|ty has a positive &
- - significant effect on purchasing
Ha: Security of purchase .
- decisions
decisions accepted

HO : Trust of purchase

decisions was rejected H5: Trust hasapostive & significant

Ha: Trust of purchase
decisions accepted

effect on purchasing decisions

Data Sources: Processed from the Questionnaire, 2020

VI. CONCLUSIONSAND SUGGESTIONS

A. Conclusion
Based on the results of the analysis and discussion in the

p

1.

revious chapter, this research can be concluded as follows:
Ease of variables in e-marketing has a positive and
significant effect on purchasing decisions Musicool PT.
Pertamina (Persero)

Content variables in e-marketing has a positive and
significant effect on purchasing decisions for Musicool
PT products. Pertamina (Persero)

The response variable in e-marketing hasa positive and
significant effect on purchasing decisions for Musicool
PT. Pertamina (Persero)

Security variables in e-marketing in e-marketing has a
positive and significant effect on purchasing decisions
for Musicool PT products. Pertamina (Persero)

Trust variable in e-marketing in e-marketing has a
positive and significant effect on purchasing decisions
for Musicool PT products. Pertamina (Persero)

B. Suggestions

As for the suggestions that researchers can submit to the
company PT. Pertamina (Persero) and further researchers
related to e-marketing, namely as follows::

1

a

2

. For PT. Pertamina
The trust given by Pertamina's marketing team is good for
consumers, but Musicool technicians, agents and product
workshops also need to improve the process of sending
products that have been ordered by consumers so that
they are fast on time so that consumers don't take long to
enjoy the results of service.
The content provided by Pertaminas marketing is good
for consumers, but in the future Pertamina can make
video content that has a short duration but the information
provided is very clear.
. For Further Researchers

a Inthis study, there are limitations, namely the researcher

only uses the variables of security, trust, response,
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convenience, content and purchase decisions. It is
expected that further researchers can add many other
variables such as celebrity endorse, WOM, loyalty,
company image, customer loyalty and others.
Suggestions for further researchers, itis expected to
increase the number of research samples, expand the
research sample and increase the time period for
conducting research.
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