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Qngelig 2, Communication is an activity carried out by two or more people,
T T . . . . .
o > & usually the things to do when communicating are exchanging ideas,
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~gaining knowledge and getting information. Now communication is
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0 S ) not just to get information, now with communication you can do
= = 3 business with someone such as doing marketing communications to
%uéiisher: % promote the products offered. In conveying a message about a
ol PEM Institutgisnis product there must be a trust that must be given to consumers.
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Sales Promotion, Purchase Decision, Hooman.id
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§ %omm ication is a bridge that can connect one person to another and with communication
Q

Sve can ¢anvey messages properly and correctly. Communication is a symbolic process where
%eople cam regulate their environment, (1) can build relationships with fellow human beings, (2)

thgough information exchange activities, (3) to be able to evoke attitudes and behavior of
Sthers, aad (4) have efforts to change attitudes and behavior levels (Cangara 2002:19).
_%iiommu ation also plays a big role in life, such as, we can establish relationships with other
people tabuild relationships in business.

Economic developments are increasingly developing, there are many economic activities
carried qut by the community, such as opening small or large businesses both offline and online.
In econ@ic activities there are promotional activities, promotion is an activity that has
element$Fof a marketing mix that has the main focus on informing, persuading, and as a
reminde%in‘ consumers about the company's brands and products (Tjiptono 2015: 387).

o

To prﬁ‘note sales, it is also diverse and unique, such as holding a buy one get one free
promotiaﬁ buying more will get other products, cashback promos that can attract consumers'
attentiorgo doing charity activities. To be able to do promotions, it is not easy to consider many
things insits
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In promotional activities not only provide free prices to consumers, but in promotional
activitie@ere is an activity carried out by the company without being known or realized by
consumers, namely so that the products offered can be widely known and the products are easy
focfind ngt only that in product promotion also so that the company that carries out the
;?@motiog_can be known by the wider community.

2 SThe n%dia used for sales promotions are also varied, such as placing advertisements on
ge“gevisionanewspapers, magazines, O0OH, and radio. Promotional running ads can also be done
‘Syputilizing social media such as Facebook, Instagram and Twitter. The thing to do to find out
:yv‘Eicf;i;so&jll media is widely used is to conduct a survey or observation of the potential target
Emg'rlét anitd then do promotions with social media.
g %Ing;aréam is a group of applications based on the internet and web 2.0 technology that
@v@ thé_fexchange and creation of user-generated content (Kaplan & Haelein 2001: 26). At the
%@i@ingof the presence of Instagram, we thought that we could only post photos and videos,
T@uﬂ; mowagays we can use Instagram not only to post photos and videos. We can use Instagram
sa Igl'aceﬁo do business and promote products, such as a local brand with an Instagram account
?f_io@fnalg.jd, the researcher argues that hooman.id can take advantage of Instagram's presence
ell,zhamely by doing business and doing sales promotions, not just doing business. business
}érodg_ct promotion only, but Hooman.id also makes donations and conducts campaigns to
vent viblence against animals, such as the unfortunate case that befell Canon.
Adocal brand with the name hooman.id, Hooman.id is a local brand that sells various
ducts @ch as t-shirts, bags and many more, if we buy one of these products we have saved an
mal, later hooman.id will focus the sales proceeds to be donated to shelters.
“It can be said that if Hooman.id uses CSR as a strategy to promote its products so that many
and ©an lead to purchasing decisions of prospective consumers, the definition of CSR
_:ad‘)ordin%to Kotler and Nancy is an attitude and commitment of a company (organization) in
'g)rgier to simprove community welfare which is channeled through business practices and
Zapntribution of company resources.
g §Hoomz§1.id carries out various sales promotions such as giving discounts, free shipping,
giging gi@ to customers, giving promo prices at certain times (on August 17) and making
donations-By buying a product from Hooman.id, it means that we have saved one animal, this is
f_qrg}e of Hooman.id's strategies to promote its products so that many people buy their products.
3 “Hooman.id's goal in carrying out such a strategy is to prevent violence against animals and
@vjnt the-welfare of animals, later the proceeds from product sales will be donated.
o *fDHoonan.id's way of doing sales promotions is by utilizing social media Instagram, Hooman.id
31% madgéfgood use of Instagram's presence where they create interesting Instagram stories and
Fegds so gat many people visit their Instagram accounts to make purchasing decisions.
% ~To promote its products, Hooman.id does not run it alone. Hooman.id invites influencers,
bégause mey have a strong influence, and have a large number of followers from various ages,
{?éﬁders,grofessions, education and many more. It is hoped that the involvement of influencers
<an inflyghce Hooman.id's sales promotions and can lead to purchasing decisions. Purchasing
“decisiongyare decisions that come from consumers where in purchasing decisions there are
several things that influence it such as economy, technology, politics, culture, and 7P (physical
evidence, product, price, place, promotion, people, and process) so that this can form a consumer
attitude be able to process all information and be able to draw conclusions to make
purchasifig decisions for a product to be purchased, Alma (2011).

It is afso hoped that the presence of hooman.id can be effective in preventing violence in
animals and can improve purchasing decisions, so that the proceeds from product sales will later
be donat&d to shelters and can help animal welfare.
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Communication is a process carried out by one person or more than one person where these
people e@ange information with one another and in this activity there is a deep understanding,
D Lawrem_‘te Kincaid (1981).

o Inder§tanding communication in terminology, communication is a process to connect or
ﬂfﬁl‘lver acstatement or information from one person to another as a consequence of a social
Snteraction in society.

‘“HarlodsD. Laswell (in Uchana, 1993: 301), in the communication process can answer the
@sﬁon ho says what, in wich channel to whom and with what effect". Here is what it means:
j@hx(wﬁ‘_.at) is who is the communicator.

> ﬁy‘gvhag(what is said) is the content of the message that must be carried out.

v@ncléhannel (channel used) is a media channel used for the communication process.

3 ﬁ) whmﬂ (to whom) is the commumcant

U_Ed_mﬁ
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Eln&unmng the hooman.id business, apart from using marketing communications in

gngrketlng,_thelr products on Instagram. Marketing communication is an activity in marketing

arid uses Eommunication techniques in it and has the aim of providing information to the public

gﬁﬁh@he C_j;mpany s main goal, namely an increase in income due to the use of services or

%pli?cchasirg products offered (Kennedy and Soemanarga, 2006).

= gKotler =and Armstrong, 2008: 116, revealed that there are five tools that can be used to

§o:r,1duct sales promotions, which consist of:

a %.dvertlsmg (advertising)

_%1503 form gfpresentatlon that is not done by people and in the form of promotion of ideas, goods

rservices by a designated sponsor.

b. §ales promotion

uAli actlv1§r carried out with the main goal of increasing purchases or increasing sales of a
roduct of'service.

°c. ?ubhc Relations

@gintaining good and harmonious relationship with the community to get the desired publicity,

7his is done to maintain the company's image and one way to deal with rumors, incidents and

Suexpected news.

d’tﬂ)hc reatlons itself has the main goal of promoting and maintaining the company's image.

\31 Persofial selling

EIt 3s a @y to increase sales and can directly establish relationships or interactions with

qusuméﬁ in personal selling, product presentations are also carried out and answer directly if

?:cgmsumg have questions and receive messages.

e g)lrectgarketing

ﬂ%)? usingzhail, telephone and non-personal contact tools to communicate and get answers or

-jresponsg_directly from potential customers.

ueﬁug1uad@>1 Y

Salespromotion is a marketing communication activity carried out to persuade or influence
directly By using various incentives so that the desire to buy the products offered arises. Sales
promotigns have several objectives, such as attracting new customers, persuading buyers,
encouraging buyers to buy and using the products offered to carry out more promotions
comparedito competitors. is to position the product, a company can be said to be successful if the
product §ing promoted can become a brand of mine by consumers.

The=model used for sales promotion is to use AIDA (Attention, Interest, Desire, Action), in
this mmﬁ it is expected to attract attention, increase buying interest, arouse until an action

OocCcurs.
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To carry out sales promotions, various ways are carried out by the company so that the
products@ld or offered can reach consumers. As one of the ways that many companies do is to
change product promotions into digital marketing, many companies use social media as a
E];n'ggiium fo carry out sales promotions by creating interesting content with sales promotion
nplg’ments dhat can attract consumers to buy products, it is believed by the existence of digital

gn%rketin‘%can increase the desire to buy among consumers and can easily introduce products to
cconsumers.

g ZMomissan (2012:25) said that sales promotion can be divided into two parts, which consist
=

[

-Sales prémotion oriented to consumers (consumer-oriented sales promotion).

fortn ofzpromotion that is sent to end users of goods or services in which there are coupons,

@du;rtt sgmples, discounts, raffle prizes, contests and much more. This activity can attract the

“attention 9f consumers and will create a sense of wanting to buy and own the products offered,

Ehsis prom@tion can be done to boost the company's sales for a short period of time.

gj.ﬁrage-oﬁiented sales promotion aimed at marketing intermediaries.

él‘@e gurpg’se of the parties who become marketing intermediaries are retailers, wholesalers to

giigtr@utcgs, to carry out sales promotions by involving marketing intermediaries. ) .

gpo}?;hp;titi,g_n in sales and trade shows, all of which are done to provide supplies and promote

Prodcts.S

glie #mainsmeans used to conduct sales promotion according to Kotler and Armstrong (2008:

8206) are @ follows:

-a. Price patk (price reduction deal)

gl’rg)vide xcounts for consumers where consumers can save on prices to buy products, usually

%hg price is listed on the product packaging, low-priced packaging is packaging that can be sold

“atdow prices.

'g).: rizes (€ontext, sweepstakes, games)

ZT'liis section is the part that can attract the attention of consumers to buy the products offered,

@%ally cansumers are required to follow the procedure to get the prize. Like buying certain

?B’ducts,gou will get prizes and much more.

Ec.@oss promotion

@@moting products that are not competitors.

.Displays and demonstrations

“Pemonsteating or displaying a point of sale or a purchase.

“e.Price rgduction

\gﬂgre ar€iliscounts given to consumers and become a consumer magnet.

5 €

- &

uY

2 §Prodlms are goods or objects offered by the company to the public in the hope that people

{;S/vgl buy qu use the product. In the product there is a "trust”" because the public has trusted the

Jproduct gttd the company has given trust through the products purchased by the public.

“The defimition of a product according to Kotler and Armstrong (2008:266) is something that is
offered %prospective buyers so that potential buyers feel interested and want to have it to
satisfy and fulfill their needs.

Componats that complete a product, consisting of packaging, brand, color, price, and quality.
(=]
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Purchasing decisions are decisions that come from consumers where in purchasing decisions
there ar&Several things that influence it such as economy, technology, politics, culture, and 7P
(physica§vidence, product, price, place, promotion, people, and process) so that this can form a
consumeieattitude to be able to process all information and be able to draw conclusions to make
purchasifig decisions for a product to be purchased, Alma (2011).
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To decide on a purchase, consumers usually go through several stages first, namely (Kotler,
2016):
a. Probleny Recognition: the buying process begins when the buyer becomes aware of a problem
Elpr'gneed that is triggered by internal or external stimuli. With internal stimulation, one of a
érson's normal needs-hunger, thirst, sex-rises to a maximum level and becomes a pleasure; or
Déeds may arise as a result of external stimuli. A person might admire a neighbor's new car or
Se% a teleérision commercial for a vacation to Hawaii, which sparks thoughts about a possible

cHase=
1igmf@rmﬁion Search: as it turns out, consumers often seek a limited amount of information. We
Eca% ﬁ;,'stinéuish between two levels of engagement with search. The lower search state is called
“Ckéénm@tte ion. At this level a person simply becomes more receptive to information about a
i@dgtt. &_i the next level, one can enter an active information search,
okifig for reading material, calling friends, doing online activities, and visiting stores to learn
“abouEtheproduct.
. (%Iv%iuaﬁon of Alternatives: Some basic concepts that will help us understand the evaluation
Process: girst, consumers are trying to satisfy a need. Second, consumers seek certain benefits
jrén@ro%;ct solutions. Third, consumers see each product as a group of attributes with varying
—abilities to, deliver the benefits necessary to satisfy this need.
@.@u@cha@e Decision: in the evaluation stage, consumers form preferences between brands in a
%@i@ SeE Consumers may also form an intention to buy the most preferred brand. In carrying
Sput the purchase intent, consumers can form five sub-decisions on brand (brand A), dealer
%ngcﬁannel g) quantity (one computer), time (weekend) and payment method (credit card).
. Post-purchase Behavior: after purchase, consumers may experience conflict due to seeing
—_— Q. ., X - . . .
~certain wiorrying features or hearing favorable things about other brands and being wary of
_?infbrmatigi that supports their decision.
'gl"l'ge following are some consumer behaviors that can be influenced by:
. gulturalFfactors; consists of three factors, namely: 1. culture, is the most basic determinant of
;ﬁ%ire and behavior, 2. sub-culture, in which sub-culture has a smaller sub-culture so that it can
rovide many characteristics of socialization for its members, 3. Social class, often occurs in
Sre@tivelyghomogeneous and permanent societies and has a hierarchical structure and its
?r_ng-mbers share the same values, interests, and behavior.
D.7social factors; 1. Reference groups, namely groups that can be persuasive directly and
ﬁhjirectl hrough a person's attitude, 2. family, 3. Roles and status, roles are actions taken by
~someone vho is expected to produce a status.
%. gersorm factors , in personal factors consist of age and stages in the life cycle ; which includes
avork to ae economic environment; lifestyle and personality and self-concept.
gi.iPsycHUlogical factors, consisting of five factors, namely: the existence of motivation,
fp@ceptig, learning, beliefs and attitudes.
° g
EOCoﬂnsumgs are divided into 3 types of purchases according to Schiffman and Kanuk (2004:513),
“which consist of:
1. Trial Ptrchases
Consumers who buy a product for the first time do not immediately buy it with a large size but
buy it with a small size, this goal is carried out by consumers to find out and evaluate whether
the expefimental product has the quality possessed by the product. In situations like this,
manufac§rers can provide free trials for consumers who will try their products for the first
time, consumers can get discounts on products for first-time purchases.
2. RepeafRurchases
A brand§ brand that launches a new product and consumers buy the latest product, the main
reason y consumers return to buy the product is because consumers feel a sense of
satisfacti@n after buying and using it. From these repeat purchases, it will bring consumers to
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become loyal to the product, it can be said that this is the main goal so that producers can
mamtam@ stability of their target market.
3. Long TgEm Commitment Purchase
Before the consumer decides to make the product he buys a long term commitment purchase,
thg consumer evaluates the product until it
gn%rymg'& compare with other similar products, if the consumer has a little sense of confidence,
%he consumer will try to buy it again and if the consumer feels very confident, then the consumer
Edeg:lcgés apd makes the product a long term commitment purchase and uses the product for a
q:f peﬁod of time. long.

X

naun eAue
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mﬂmty is an association of individuals from various populations and interact with each
mt@e@to 1aﬂuence or be persuasive between individuals. Simply put, a community is a group of
Andividual$ who have the same hobbies or interests and have the same goals.

%é’condméto Jasmadi (2008: 15) the community has four main characteristics, which consist of:
. ?ﬂiage mgmbers in the community.

@[@nbe‘#s of the community can influence each other for other community members.

.Have 1n&gratlon and meet the needs of members.

ﬁ‘hgre i§an emotional bond between community members.
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nstag@m was founded by Kevin Systrom in early 2010 to be precise in January, Instagram is
cial m:edla that

Focus on postmg photos and videos. And now Instagram has grown rapidly along with the rapid
fdéVeloprrént of the times and technology, now Instagram is equipped with advanced features
‘such as the Instagram story feature where users can post within 24 hours, there are filters that
gngke it easy to take photos or video and much more.

GN&N Inst%gram is not only a social media for its own sake, Instagram can now be used for
:blﬂsmess Qurposes and interests to spread goodness. Instagram is an application that uses an
angernet web 2.0 base that allows the exchange and creation of user-generated content (Kaplan
f&:hlaelem 2001: 26).
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The oaect of this research is the promotion of sales of Hooman.id products on Instagram for
ear. FOL. 1 year to be exactin 2021, Hooman.id has done a lot of sales promotions through the
ngtagrag page. Such as giving discounts through e-commers, participating in events at
ecommefs, holdlng bazaars in several cities, holding giveaways, issuing the latest products to
§kmg paign movements for animal welfare.

U ZIn thlgstudy, researchers use quantitative with explanatory surveys, according to Sugiono
5[2318 13) quantitative is a method that uses concrete or definite data and in quantitative
“methodsgiends to use numbers that have been measured using statistics which are test tools to
calculatetit and the results the end of the quantitative method is the conclusion.

The research variable is the object of a study that is the center of attention in a study taken
from the=quote Suharsimi Arikunto (1988; 99). For this research variable, the researcher uses
the indepéndent variable and the dependent variable.

1. Variahle X Sales Promotion.

The independent variable (independent variable) is a variable that can affect other variables due
to chan that occur in other variables, while the dependent variable is a variable that is
influencéd by other variables. In this study, which has a role as an independent variable
(indepengent variable) is sales promotion.

2. Variatﬁ Y Purchase Decision

;
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Variable Y is the dependent variable, where this variable can change due to the influence of the
indepem@t variable, namely the X variable. In this study, the role of the dependent variable or
Y is the purchasing decision among the Indonesian Chihuahua Community.
o o The Bumber of active members in the Indonesian Chihuahua Community is 200 members.
nﬁtﬁ the number of respondents that the author uses is 67 respondents who will later fill out the
ge%earch%’s questionnaire.
S @ale / female, age 15-40 years.
& Is aﬁleng)er of the Indonesian Chihuahua Community.
- Ignofyinéfor following Hooman.id social media accounts.
E %Tl’é researcher used a non-probability technique with purposive sampling , Sugiono (2018 : 84) Non-
gpr‘@b%)ilié sampling technique is a sampling technique that does not provide equal
?@)ogtungies for each selected population to be a sample. according to Sugiono (2018: 85) said
“that purpgsive sampling is a sampling technique that has considerations.
.oValidity Test
%’Vegtidiﬁy—; test is a test used to measure data or questionnaires, validity test is used to
@d%erng.ne whether the data is valid or invalid. Data or questionnaires can be said to be valid
Eifkahe %uestionnaires and questions can or are able to reveal something that is being
“Investigated by the questionnaire (Ghozali, 2011).
Refjability Test
The reliability test is a test that is used as a benchmark for questionnaires and
indicafors of a variable. A questionnaire can be said to be reliable if the questionnaire
can sléw consistent or stable answers (Ghozali, 2011).
ormaﬁ-ty Test
Normamty test is a test used to find out a data that comes from a population that has been
normally distributed or is within the scope of a normal distribution.
imple Tinear Regression
oSimpleglinear regression explains the functional relationship between one variable and
Eanotheg (Sugiyono, 2018 p.148).
escriptive statistics
gDescrifftive statistics is a test used to determine the value of each variable, from one or more
ovariables where the variable has independent properties to obtain an overview of the

gvariable (Sujarwani, 2015).
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2from ﬁe results of the validity and reliability test obtained from the variable X with the
gdiglensi of gifts, cross promotions, price reductions, displays and demonstrations, and price
Epaci}kagirg' as well as with the variable Y with dimensions trial purchase, repeat purchase and

‘Jong termcommitment purchase.

§r6m thé¥results of the X variable and Y variable, it is declared valid because the calculated R
“value > Ritable 0.334. while for the results of the reliability test with variable X and variable Y
with thezsame dimensions as the validity test, it is declared reliable because Cronbach's alpha
value is 2:0.60. normality test From the results of the data obtained from the X variable and Y
variablet is obtained if the two residuals are normally distributed data with a result of 0.200>
0.05. Frcﬁ the results of the T test, the calculated T value is 2,580 > T table of 1,998. so that it
can be sail if there is an influence of sales promotion on purchasing decisions.
From thgresults of the F test, the calculated F value is 6.656 with a significance level of 0.12
<0.05. th&# there is an influence of sales promotion variables on purchasing decisions.

coeffiient of determination, the coefficient of determination (R square) of 0.93 means that

the inﬂ|§1ce of the independent variable (sales promotion) on the dependent variable
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(purchase decision) is 9.3%. descriptive statistics from the results of the data obtained from the
X Variab]@f 3.390 and the Y variable of 2.870.

= I
v O S
60T al
g % The @nclusion that the researcher got from the results of the study was about the effect of
Ssales promotion on Hooman.id products on Instagram on purchasing decisions among the

‘dndoresian chihuahua community, so the results were obtained if there was an influence on
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