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The Influence of Social Media Marketing and Personal 

Selling on   Purchase intention during the pandemic 

Covid-19: The Case of Discovery Property Agency  

 

Renaldo Giovanni,*  

1 Dr. Theresia Gunawan, S. Sos. MM., M. Phil. 
2 Dr. Istiharini, SE, MM, CMA. 

*Corresponding author. Email: giovproject@gmail.com 

ABSTRACT 

Many businesses have significantly affected by the Pandemic Covid-19, including property, as a primary human 

need. The property personal selling, which is one of the effective ways to sell a property, is not sufficient anymore 

to attract the potential consumer to come and find the property agent. This study uses quantitative research and 

data were collected from 105 respondents by using questionnaire and purposive sampling technique. The 

regression results showed that there is a positive correlation between social media marketing and personal selling 

on interest in buying a property at the Discovery Property Agency. Accordingly, we suggest that it is important 

to the Agency to pay attention to their social media marketing strategy and enhance the skill of their agents.   

 

 

Keywords:  Social media marketing, personal selling, purchase intention, Covid-19, and property 

1. RESEARCH BACKGROUND 

Business is a business activity, activity/system that aims 

to create, provide a value or benefit to an environment or 

society in the form of goods and services with the hope 

of providing benefits to ensure survival. Business can be 

likened to a chain consisting of various e-commerce sites, 

if one of these chains does not work well then the 

company's performance cannot function properly, and 

one very important component is promotion on social 

media and personal selling to increase purchase interest 

in the product. / services of the company. 

This time of covid-19, we are all forced to run online, 

including in the real estate sector . In accordance with 

the government's recommendation to avoid crowds, the 

real estate sector must also start making breakthroughs, 

namely by using social media. With social media, it is 

hoped that it can attract potential consumers and its 

coverage can be wider than offline. 

1.1. Identification Problem 

The Discovery Property office strives for all of its 

marketing to work effectively and efficiently and to be 

able to compete with other agent offices. Therefore, 

Discovery continues to improve its marketing through 

social media and improve its personal selling marketing 

capabilities in order to achieve the company's goals. The 

object of research: 

1. How does social media marketing influence 

consumers' purchase intentions on Discovery Property? 

2. How does personal selling influence consumers' 

purchase intentions on Discovery Property? 

3. How do social media marketing and personal selling 

influence consumers' purchase intentions on Discovery 

Property? 

1.2 Identification of problems 

The Discovery Property office strives for all of its 

marketing to work effectively and efficiently and to be 
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able to compete with other agent offices. Therefore, 

Discovery continues to improve its marketing through 

social media and improve its personal selling marketing 

capabilities in order to achieve the company's goals. The 

object of research: 

1. How does social media marketing influence 

consumers' purchase intentions on Discovery Property? 

2. How does personal selling influence consumers' 

purchase intentions on Discovery Property? 

3. How do social media marketing and personal selling 

influence consumers' purchase intentions on Discovery 

Property? 

1.3 Research purposes 

This study aims to determine the relationship between the 

influence of social media, personal skills and interest in 

buying a house, and specifically aims to: 

1) Knowing the effect of social media marketing on 

consumer purchase intentions on Discovery Property 

2) Knowing the influence of personal selling on 

consumer purchase intentions on Discovery Property 

3) Knowing the effect of social media marketing and 

personal selling on consumer purchase intentions at 

Discovery Property? 

1.4 Research Use 

By obtaining information about the relationship social 

media management, personal skills on interest in buying 

a house at Discovery Property are expected to provide 

benefits both from theoretical and practical aspects, 

including: 

1) Science Development 

The results of this study can provide additional insight for 

the development of educational science, especially in the 

management of social media and personal selling which 

are suitable for property agents in general . 

2) Share all marketing at Discovery Property 

As input for the Discovery Property office in an effort to 

improve marketing performance through personal selling 

and better social media management and in order to 

achieve the company's vision and mission. 

 

1.5 Previous Research 

N

o 

Researche

r 

Year Title Research result 

1 Ananda 

Fortunisa, 

Andrew 

Arief 

Agassi 

2012 Television 

Advertising 

Messages and 

Personal Selling: 

Promotional Tools 

to improve 

purchasing 

decisions 

Based on regression 

analysis, there are 

positive results 

between advertising 

messages and 

personal selling on 

purchasing decisions 

2 Muhamm

ad Aqsa 

2017 The Effect of 

Online Advertising 

on Attitudes and 

Interests in Buying 

Online in Palopo 

City 

Based on the 

processing of the 

SEM model, there is a 

positive correlation 

between online 

advertising and 

buying attitudes, and 

buying attitudes have 

a positive correlation 

with buying interest 
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3 Cicih 

Mintarsih, 

Sulistiono 

2020 The Influence of 

Personal Selling 

and Event 

Marketing on 

Interest in Further 

Studies of High 

School Students at 

IBI KESATUAN 

Based on linear 

regression analysis, 

there are positive 

results between 

Personal Selling and 

Event marketing on 

Students' Interest in 

Further Studies 

 

In this study, the authors link social media marketing and 

personal selling to purchase intention in the Covid-19 

condition. Where all companies are forced to switch to 

social media quickly and dynamically.  

And the house is a primary need that is very important for 

humans such as food and clothing. So this research will 

be very interesting because house prices are nominally 

high enough, but extraordinary covid events occur which 

make all conditions uncertain and agents have to work 

harder by using personal selling to increase their closing 

rates. 

1.6 Hypotheses and research models 

1.6.1 This Research Hypothesis 

The hypotheses for this study are: 

L Influence Between Personal Selling and Buying 

Interest 

There is a decline in sales during the pandemic, and there 

are changes to the rules that agents must understand so 

that they can be explained to consumers. Agents must 

also be able to identify consumer needs, must be able to 

find listings according to their expectations, and must be 

able to complete transactions properly. Therefore, the 

hypothesis in this study is 

H0 : = 0, Personal selling has no effect on Buying Interest 

H1 : 0, Personal selling has an effect with Buying Interest 

L The Influence Between Social Media Marketing and 

Buying Interest 

During the pandemic, there is a shift in the trend of house 

thawing. Due to the pandemic, many people are doing 

WFH and are prohibited from traveling, indirectly people 

are forced to carry out their activities from inside their 

homes. So that potential consumers who usually contact 

agents via banners or banners shift and look for the house 

they want with social media. In order to survive and exist 

during this pandemic, Discovery must also be active in 

social media marketing. The hypothesis of this research 

is 

H0 : = 0, Social Media Marketing has no effect on Buying 

Interest 

H1 : 0, Social Media Marketing has an influence on 

Buying Interest 

L The Effect of Social Media Marketing and Personal 

Selling on Buying Interest 

Social Media Marketing is very important because it can 

attract consumers to be interested in listing agents. 

Personal selling is also important because when 

interacting directly with consumers, agents must be smart 

and smart in knowing consumer needs. 

H0 : 1 =ƿ 2=ƿ 3=ƿ 0, Social Media Marketing and 

Personal Selling have no influence on Buying Interest 

H1 : 1 =ƿ 2=ƿ 3=ƿ 0, Social Media Marketing and 

Personal Selling have an influence on Buying Interest 
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2. THEORETICAL FRAMEWORK 

2.1 Definition of Social Media 

According to Santoso (2017) social media 

marketing is a form of marketing used to create 

awareness, recognition, memory and even action for 

a brand, product, business, individual, or group 

either directly or indirectly by using tools from the 

social web such as blogging, microblogging, and 

social networking. According to Thoyibie (2010), 

social media is content containing information, 

created by people who utilize publishing 

technology, is very accessible and is intended to 

facilitate communication, influence and interaction 

with others and with the general public. 

In this technological era, social media is widely used 

to market and educate the products/services of 

companies . According to (Kaplan and Haenlein, 

2010 ) social media is a group of internet-based 

applications built on the ideological and 

technological foundations of web 2.0, which allows 

the creation and exchange of generated from user 

content . 

And finally according to Kotler (2012) social media 

is a means for consumers to share text, images, 

audio, and video information with each other and 

with companies and vice versa. 

  

2.1.1 Understanding Social Media Marketing 

 According to Gunelius (2011:10) social media 

marketing is a form of direct or indirect marketing 

that is used to build awareness, recognition, 

memory, and action for brands, businesses, 

products, people, or other entities and is carried out 

using tools from the web. Such as blogging, 

microblogging, social networking, social 

bookmarking, and content sharing. Social media 

marketing is a process that encourages individuals 

to promote their websites, products or services 

through online social media channels and to 

communicate by leveraging a much larger 

community who are more likely to do marketing 

than through traditional advertising channels. . 

 According to Neti (2011) social media marketing 

consists of efforts to use social media to persuade 

consumers by a company, product or service that 

means, social media marketing is marketing that 

uses online communities, social networks, blog 

marketing and others. 

2.1.2 Indicators of Using Social Media 

According to (Solis, 2010:263) that there are 4 

indicators in using Social Media, namely: 

1. Context "How we frame our stories" 

How to assemble words by paying attention to 

grammar, form, or message content into a series of 

information that is interesting and can be understood 

by the audience. 

2. Communication (communication) “The practice 

of our sharing story as well as listening, responding, 

and growing” 

The maker conveys a story or information to others 

with the aim of providing understanding, changing 

attitudes, opinions, or behavior to match what the 

maker expects. 

3. Collaboration (collaboration) “Working together 

to make things better and more efficient and 

effective” 

The way two or more parties can work together is 

by uniting perceptions, sharing each other's 

experiences, knowledge, and abilities to make 

things better and more efficient and effective. 

4. Connection (connection) “The relationships we 

forge and maintain” 

How to build a relationship that exists and maintain 

it so that it remains sustainable so that users feel 

closer to companies that use social media. 

2.2 Understanding Personal Selling 

According to Kotler and Armstrong (2012: 408) 

Personal Selling is a personal presentation of the 

strength of a sales company for the purpose of 

making sales and building customer relationships . 

According to Terence A.Shimp (2010: 281) 

personal selling is a form of individual 

communication in which a salesperson relates to 

potential buyers and tries to influence them to buy 

their products or services. 

  

Another opinion from Kotler & Keller (2012: 626) 

personal selling is direct interaction with one or 
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more prospective buyers to make presentations, 

answer questions and receive orders.  

From this it can be concluded that personal selling 

is a process of direct interaction between sellers and 

prospective buyers, where in this interaction there is 

a process of persuading, informing, and inviting 

prospective buyers to be interested in the 

products/services offered. 

  

2.2.1 Personal Selling Characteristics 

According to Fandy Tjiptono (2008: 224) there are 3 

characteristics of personal selling, namely: 

A) Personal Confrontation 

The existence of a live, direct and interactive relationship 

between 2 or more people. 

B) Cultivation 

The nature that allows the development of all kinds of 

relationships, ranging from just a buying and selling 

relationship to a more intimate relationship. 

C) Response 

Situations that seem to require customers to listen, pay 

attention, and respond 

2.2.2 Dimensions of Personal Selling 

According to Kotler and Keller (2016: 673) that the 

personal selling dimension has 6 important dimensions: 

A) Search and select prospects 

B) Approach and introduction 

C) Presentations and demonstrations 

D) Handling rejection 

E) Close Seller Transaction 

F) Doing follow-up 

  

2.2.3 Personal Selling Function 

According to Swastha (2009: 261) one of the functions of 

personal selling is to make sales face to face (Face to face 

selling), where the seller directly meets the consumer to 

offer their products and services . This face- to -face 

selling is only one of several important functions. The 

other functions are: 

A) Conducting Market Analysis 

This activity includes forecasting future sales, knowing 

and monitoring competitors and paying attention to the 

environment, especially the social and economic 

environment 

B) Determining Prospective Customers 

Activities to find potential customers, creating re-orders 

for existing customers. 

C) Conducting Communication 

Communication is very important and must be persuasive 

D) Give service 

Services provided to customers can be realized in the 

form of consultation regarding the wishes and problems 

faced by customers, providing technical services, 

providing financial assistance, for example in the form of 

credit, delivering goods to their homes, and so on. 

E) Advance Subscription 

Salesperson is responsible for all tasks directly related to 

the subscription. This is intended to direct his duties in 

order to increase profits. 

F) Maintaining Subscription 

Creating good will and maintaining good relationship 

with customers 

G) Defining the Problem The 

Seller must conduct an analysis of the consumer's efforts 

as the source of the problem. In addition, it must also find 

problems related to goods and services, prices and 

storage systems. 

H) Solving problem 

I) Managing time 

J) Allocating Resources 

K) Improve Your Self 

2.3 Understanding Purchase Interest 

According to Kotler & Keller (2013:137) buying interest 

is consumer behavior that appears in response to objects 

that indicate the customer's desire to make a purchase . 

According to Julianti (2014: 88) buying interest is a 

driving force or as an intrinsic motive that can encourage 

someone to pay attention spontaneously, naturally, 

easily, without coercion and selectively on a product and 

then make a buying decision. 

According to Helmi (2015:15), consumer buying interest 

is the tendency of respondents to act before the decision 

to buy an item. From several understandings of buying 
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interest according to experts, it can be concluded that 

consumer desires arise because of an interest in goods or 

services. 

2.3.1 Buying Interest Indicator 

According to Ferdinand (2014: 189), buying interest can 

be interpreted in several indicators as follows : 

A) Transactional Interest 

Someone's interest in buying a product or service 

B) Referential Interest 

A person's interest in giving references to others 

C) Preferential Interest 

Describe the behavior of someone who has a major 

preference for the product. 

D) Explorative Interests 

The interest of someone who is always looking for 

information about the product he is interested in by 

looking for information related to the product. 

2.3.2 Factors Affecting Buying Interest 

According to Kotler (2012: 182), buying interest is part 

of buying behavior so that the factors that influence 

buying interest are more or less the same as the factors 

that influence buying behavior 

A) Cultural Factor 

A) Culture 

The most basic determinants of desire and behavior 

B) Sub Culture 

Group a smaller sub-culture that is the identification and 

socialization that is unique to the behavior of its 

members. There are four kinds of sub-cultures, namely 

national groups, religious groups, racial groups and 

geographical areas. 

C) Social class 

Groups in society, where each group tends to have the 

same values, interests and behavior. 

B) Social Factor 

A) Reference Group 

Groups that have a direct or indirect influence on a 

person's attitudes and behavior. Usually the members of 

this group are the primary group (family, friends, and co-

workers who interact frequently) 

B) Family 

Family members who can have a very strong influence 

on buyer behavior.  

C) Role and Status 

A person's position in each group can be explained in 

terms of roles and status. 

C) Personal Factor 

A) Age 

A person's purchases of goods and services will change 

during his life. 

B) job 

Job groups, companies can produce products according 

to the needs of certain job groups. 

C) Economic Situation 

A person's economic condition can be seen from the level 

of income that can affect product choice. 

D) Lifestyle 

A pattern of a person's life that is revealed in his 

activities, interests and opinions that are formed through 

a social class and work . 

E) Personality 

Personality is a psychological characteristic that 

distinguishes each person while self-concept is more 

towards self-image. 

D) Psychological Factors 

A) Motivation 

A need that is strong enough to drive a person to seek 

satisfaction of that need. 

B) Perception 

Individuals selecting, formulating, and interpreting input 

information from the five senses to create a picture 

C) Learning 

Learning shows a change in a person's behavior due to 

experience. Learning occurs through the mutual 

influence of encouragement, stimulant, response and 

reinforcement. 

D) Confidence and Attitude 

Through action and learning people gain beliefs and 

attitudes that will influence buying behavior. Beliefs are 

thoughts that a person holds about something 
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3. RESEARCH METHODS 

3.1 Types of research 

 This type of research is causal associative. According to 

Sugiyono (2016: 55), causal associative research is 

research that aims to determine the relationship between 

two or more variables. Causal associative research is 

research that aims to determine the effect of two or more 

variables. This study will explain the influence and 

influence of the variables studied.  

 This is in accordance with the research that the researcher 

did, where the researcher wanted to analyze and find out 

the influence of the relationship between social media 

marketing, personal selling on buying interest at the 

Discovery Property agency office. 

3.2 Research methods 

According to Abdi ( 2011) , the method is a process or 

way to conduct research on things and events that are 

used to find the truth. So that this methodology is the 

hallmark of udi in science/academics, including the 

approach. 

 The method used in this research is a questionnaire. 

According to Sugiyono (2014: 230), a questionnaire is a 

data collection technique by which researchers provide a 

written list of questions to be answered by respondents. 

In this study, researchers distributed questionnaires 

directly through the google form. 

 The data obtained from the questionnaire will be 

processed and conclusions drawn according to the 

objectives of this study, 

3.3 Research variable 

The operational definition of research variables 

according to Sugiyono (2015, p.38) is an attribute or 

nature or value of objects or activities that have certain 

variations that have been determined by researchers to be 

studied and then drawn conclusions. According to 

Sugiyono in Siyoto & Sodik (2015 ), explaining that a 

variable is anything that has a form that has been 

determined by the researcher to be studied, so that 

researchers will obtain information and then draw 

conclusions. 

The variables in this study are the 

independent/independent variable and the dependent 

variable: 

I. Independent/Independent Variable 

 

 

 

According to Sugiyono (2015:39) the definition of the 

independent variable is a variable that affects or is the 

cause of change or the symbol of the dependent variable 

. Meanwhile, according to Nanang Martono (2015:360) 

the definition of an independent variable is a variable that 

affects other variables or produces effects on other 

variables, which are generally in the order of time that 

occurs first. 

 The independent variables in this study are social media 

marketing (x) and personal selling (y). 

II. Dependent variable 

According to Sugiyono (2015:39) states that the 

dependent variable is often referred to as the output 

variable, criteria, and consequences . Sugiyono (2011), 

The definition of dependent or dependent variable is a 

variable that is influenced or that becomes a result, 

because of the independent variable. The dependent 

variable in this study is buying interest (z) 

3.4 Research instrumentation 

3.4.1 Measurement 

 Measurements in this study using a Likert scale. 

According to Sugiyono (2016) the Likert scale is used to 

measure attitudes, opinions and perceptions of a person 

or group of people about social phenomena. In this study, 

we will use weights on a measurement scale. The 

following is illustrated in the table. 

Answer Score 

Strongly agree 5 

Agree 4 

Disagree 3 

Do not agree 2 

Strongly Disagree 1 

  

3.4.2 Variable Operations 
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According to Sugionio ( 2019:68 ) research variable is an 

attribute or nature or value of people, objects or activities 

that have certain variations that are determined by 

researchers to be studied and then conclusions are drawn 

. Operational variables aim also to determine the scale of 

measurement, which will be useful in testing hypotheses 

with the help of appropriate measuring tools. 

Varia

ble 

Dimensi

on 

Indicator Refere

nce 

 

 

 

 

 

 

 

 

 

Social 

Media 

Mark

eting 

Context 1) I'm interested in 

listing information 

from Discovery 

Property's social media 

agents 

2) The information 

provided on the 

Discovery agent's 

social media is 

interesting 

3) Discovery's social 

media accounts make it 

easier for me to get 

more complete 

information about 

Discovery 

 

 

 

 

Solis, 

2010:2

63 

Commun

ication 

Dicovery's social 

media makes it easier 

for me to ask questions, 

comments or input 

Collabor

ation 

1) I can interact directly 

with Discovery through 

Discovery's social 

media 

2) I feel the benefits of 

social media Discovery 

3) Discovery's official 

social media gives me a 

good view of 

Discovery 

Connecti

on 

1) Discovery social 

media gives me the 

convenience to interact 

2) Discovery social 

media provides up to 

date information 

 

 

 

 

 

 

 

Perso

nal 

Sellin

g 

Search 

and 

select 

prospects 

  

Discovery agents are 

friendly and introduce 

themselves to 

consumers 

 

 

 

 

 

 

Kotler 

and 

Keller 

(2016:

673) 

Approac

h and 

introduct

ion 

  

Discovery agents are 

friendly and introduce 

themselves to 

consumers 

Presentat

ions and 

demonstr

ations 

  

Agent Discovery 

provides information 

regarding listings to 

consumers 

Handling 

rejection 

  

Agent Discovery 

provides solutions to 

consumer 

problems/complaints 

  Close 

Seller 

Transacti

on 

  

Agent Discovery 

provides an 

explanation of the 

advantages of listing to 

consumers 

  

  Doing 

follow-

up 

  

Agent Discovery 

influences consumers 

to make purchases 

  

Buyin

g 

  I will find out 

information about the 

listing that I will buy 

Kotler 

and 
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Intere

st 

I want to buy this 

listing after I get the 

information I need 

Keller 

2015 

I want to buy this 

listing after I saw the 

unit firsthand 

  

3.5 Data source 

3.5.1 Primary data 

According to Suharsimi Arikunto (2013:172) the 

definition of primary data is: "Primary data is data 

collected through the first party, usually through 

interviews, traces and others . This study uses primary 

data because researchers get data through the results of 

questionnaires filled out by prospective buyers. 

3.5.2 Secondary data 

Secondary data is data obtained by researchers through 

various existing sources. Secondary data can be obtained 

through journals, books. In this study, secondary data 

used is sales data at the Discovery office in Bandung. 

3.6 Data collection technique 

According to Suharsimi Arikunto (2000: 134), data 

collection instruments are tools that are selected and used 

by researchers in their collecting activities so that these 

activities become systematic and facilitated by them. 

This research technique uses questionnaire data using 

google form. 

3.7 Population and Sample 

3.7.1 Population 

According to Sugiono (2016: 135), the population is a 

generalization area consisting of objects/subjects that 

have certain quantities and characteristics set by the 

researcher to be studied and then draw conclusions . The 

population in this study are all prospective buyers who 

have ever wanted to buy through the brokerage services 

of Discovery Property through social media and have 

conducted a survey at the location (face to face with an 

agent). 

3.7.2 Sample 

According to Sugiyono (2008: 118), the sample is a part 

of the whole and the characteristics possessed by a 

population . Due to the limitations of time, effort, and 

cost, this research will use a sample that is considered 

representative of the existing population. 

3.7.3 Sampling Technique 

According to Margono (2004) are: Sampling technique is 

a way to determine the number of samples in accordance 

with the sample size that will be used as the actual data 

source, taking into account the characteristics and 

distribution of the population in order to obtain a 

representative sample. In this study using non-probability 

sampling type. Non-probability sampling is a technique 

where each element of the population is not given the 

same opportunity or opportunity to be sampled. 

 Purposive Sampling more specifically, it uses purposive 

sampling which is a technique of taking samples on the 

basis of special selection with categories: 

1) View the desired home from the Discovery website 

2) Have met face to face with the Discovery agent to see 

the desired house 

 In this study, because the population is very large, the 

researcher will use the Lemeshow formula for the 

unknown population. 

Then the results obtained that the minimum number of 

samples required in this study is 96 respondents which 

will be rounded off by the researcher to 10 5 respondents. 

3.8 Data Collection Process 

3.8.1 Questionnaire/ Questionnaire 

Questionnaire (Questionnaire) According to Sugiyono 

(2013: 199) questionnaire is a data collection technique 

that is done by giving a set of questions or written 

statements to respondents to answer. The author will 

make a statement based on the indicators of the research 

variables available in the variable operationalization 

table. 

3.9 Data Analyst 

Data analysis is the most essential thing in this research. 

Data analysis is carried out based on the results of data 

collection that can have value and meaning. According to 

Siyoto & Sodik (2015), data interpretation is an activity 

before conducting data analysis, it will be broken down 

into several small parts and then combined to create a 

new understanding. 

 In this study, the author will use statistical data analysis 

techniques. Statistical methods to test the data are validity 

and reliability tests to ensure that the existing data are not 

biased. In the process of this analysis will use the method 

of multiple linear regression analysis 

3.9.1 Validity test 

According to Ghozali (2018), measuring validity can be 

done by doing a correlation between the scores of the 
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statement items and the variable scores. This validity test 

is used to measure whether a questionnaire is valid or not. 

Questionnaires can be declared valid if the existing 

statements can reveal something measurable. 

The testing technique in this research is the Pearson 

Product Moment, with the following formula: 

  

Description: 

R = Correlation coefficient 

N = Number of samples 

X = Statement score 

Y = Total score 

By criteria: 

A. If r count is positive and r count > r table, then the 

valid variable is 71 

B. If r count is not positive and r count < r table, then the 

variable is not valid 

C. If the results show a significant value, then each 

statement indicator is valid 

3.9.2 Reality Test 

According to Ghozali (2018), the reliability test is a 

measuring tool in measuring the questionnaire which is 

an indicator of the variable and can be said to be reliable 

if the respondents' answers are consistent. 

In this study using the Cronbach alpha formula: 

 

 

According to Ghozali (2018) a variable can be declared 

reliable if it gives a Cronbach Alpha value > 0.60.  

3.9.3 Classic assumption test 

Classical assumption test is a technique to test whether or 

not classical assumptions exist 

3.9.3.1 Normality test 

According to Gozali (2018), the normality test aims to 

determine whether the existing variables are normally 

distributed or not. In the test, the Kolmogrov-Smirnov 

Test was carried out statistically. If the residual is 

normally distributed, it will have a significance value > 

0.005. It can be seen in the spread of points on the 

diagonal axis of the graph/histogram. The following is 

the basis for decision making: a. If the probability > 0.05 

or the data spreads around the diagonal line and follows 

the direction of the diagonal line, then the normal 

distribution pattern is b. If the probability is < 0.05 or the 

data is spread far from the region and does not follow a 

diagonal line, then the population is not normally 

distributed. 

3.9.4 Heteroscedasticity Test 

Heteroscedasticity test aims to test whether in the 

regression model there is or there is no inequality of the 

residuals. A regression model can be said to be good if 

there is no heteroscedasticity. The following is the basis 

of the analysis: a. If the existing points form a certain 

regular pattern, then there has been heteroscedasticity b. 

If there is no clear pattern and the points spread above 

and below the number 0 on the Y axis, then there is no 

heteroscedasticity . 

To test heteroscedasticity, the researcher used the 

Spearman's Rho method. According to Jamaluddin & 

Tommeng ( 2018 ) n. Spearman test is done by 

calculating Spearman rank correlation between absolute 

variables and independent variables . The value of all 

spearman ranks is compared with a significance value (α) 

of 5%. There is no heteroscedasticity if the Spearman 

rank value is greater than the significance value 

3.9.5 Multicollinearity Test 

Multicollinearity test is used to test whether there is a 

correlation between the independent variables in the 

regression model. The way to find out the existence of 

multicollinearity is as follows: 

A. The amount of VIF or Variance Inflation Factor 10 

B. . Amount of Tolerance 0.1 

3.9.6 Correlation Analysis 
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According to Ghozali (2016) Correlation analysis does 

not distinguish between the dependent variable and the 

independent variable , but correlation analysis has a 

purpose to measure the strength of the association. The 

correlation technique used in this research is Pearson 

Product Moment with the help of SPSS program .  

According to Sugiono (2018) there are guidelines for 

interpreting the correlation coefficient with the following 

table: 

 

 

3.9.7 Simple Linear Regression Analysis 

According to Ghozali (2016) regression analysis aims to 

measure and show the relationship between variables. 

According to Sugiono (2018), the regression equation 

can be used to predict the high or low value of the 

dependent variable. With the following formula: 

Y = a + bx 

Y = Predicted value ( buying interest ) 

A = Constant or if the price X = 0 

B = Regression coefficient 

X = value of independent variable ( personal selling and 

social media marketing ) 

 

4. ANALYSIS RESULTS AND DISCUSSION 

In this section, we will discuss the results of the analysis 

of the data that has been obtained by researchers in the 

field. The analysis starts from the validity and reliability 

tests, then continues with descriptive analysis to 

determine the perception of each respondent to the 

research variables and the last is inferential analysis using 

multiple regression analysis ( multiple regression ). The 

variables in this study are Social Media Marketing, 

Personal Selling and Buying Interest Property at the 

Discovery Property Broker with a total of 101 

respondents. 

4.1Analysis Results 

The results of the analysis in this study began with testing 

the research instrument consisting of validity and 

reliability tests, then continued with descriptive analysis 

in the form of respondent profiles and respondents' 

responses and finally hypothesis testing was carried out 

using multiple regression analysis. 

4.1.1Validity and Reliability Test 

The validity test was carried out by correlating the answer 

scores of each question item with the number of variable 

scores. The correlation technique used is the Pearson 

product moment correlation technique according to the 

ordinal data measurement scale. The number used as a 

comparison to see whether an item is valid or not is 0.196 

(the value of r table for sample 101 with degree of 

freedom = 101-2 = 99). 

While the reliability test is used to see the stability or 

consistency of the measurement results. A measuring 

instrument is said to be reliable if it is used repeatedly on 

an object to produce the same results. The reliability 

technique used is the reliability of the consistency 

between the items the author uses the Cronbach alpha test 

. 

4.1.1.1Test the Validity and Reliability of Social Media 

Marketing Variables (X 1 ) 

The following are the results of the validity and reliability 

test of the Social Media Marketing variable (X 1 ) based 

on the recapitulated output of IBM SPSS 25.0 . 

Table 4.1 

Social Media Marketing Variable Validity Test 

 

Code R Count R Tabel Keteranga

n 

X1.1 0.685 0.196 Valid 

X1.2 0.767 0.196 Valid 

X1.3 0.820 0.196 Valid 

X1.4 0.845 0.196 Valid 

X1.5 0.846 0.196 Valid 
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X1.6 0.778 0.196 Valid 

X1.7 0.817 0.196 Valid 

X1.8 0.804 0.196 Valid 

X1.9 0.773 0.196 Valid 

 

Sumber : Lampiran Output SPSS, 2022  

The results of the validity test in this research 

questionnaire must compare the item correlation number 

with the total correlation obtained with r items > r table ( 

Ghozali, 2013:45 ). Because the correlation number 

obtained from the questions on the X 1.1 – X 1.9 

indicators is above 0.196, the questions are decided to be 

significant and have good validity . 

Table 4.2 

Social Media Marketing Variable Reliability Test 

Variable Cronbach 

Alpha . 

Value 

Decision 

Social Media Marketing 

(X 1 ) 

0 . 924 Reliable 

 

Reliability test in this study , using the Cronbach alpha 

method . A construct or variable is said to be reliable if it 

gives a Cronbach alpha value > 0.60 ( Ghozali, 2013:41) 

. Based on the calculation of the reliability test that the 

author has done. It was found that the Social Media 

Marketing variable (X1 ) has a Cronbach alpha value 

above 0.6, which is 0.924, this means that the instrument 

has reliable results , so this instrument or questionnaire 

includes reliable instruments and consistent. 

4.1.1.2Personal Selling Variable Validity and Reliability 

Test (X 2 ) 

The following are the results of the validity and reliability 

test of the Personal Selling variable (X 2 ) based on the 

recapitulated output of IBM SPSS 25.0 . 

Table 4.3  

Personal Selling Variable Validity Test 

 

Code R Count R 

Table 

Descripti

on 

X 2.1 0.685 0.196 Valid 

X2.2 _ _ 0.811 0.196 Valid 

X2.3 0.832 0.196 Valid 

X2.4 0.868 0.196 Valid 

X2.5 0.806 0.196 Valid 

X2.6 0.818 0.196 Valid 

X2.7 0.770 0.196 Valid 

X2.8 0.793 0.196 Valid 

X2.9 0.718 0.196 Valid 

X 2.10 0.553 0.196 Valid 

 

 

 

Source: SPSS Output Appendix, 20 2 2 

The results of the validity test in this research 

questionnaire must compare the item correlation number 

with the total correlation obtained with r items > r table ( 

Ghozali, 2013:45 ). Because the correlation number 

obtained from the questions on the X 2.1 – X 2.10 

indicators is above 0.196, the questions are decided to be 

significant and have good validity . 

Table 4.4 

Personal Selling Variable Reliability Test 
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Variable Cronbach 

Alpha . 

Value 

Decision 

Personal Selling (X 2 

) 

0 .917 Reliable 

 

Source: SPSS Output Appendix, 20 2 2 

 

Reliability test in this study , using the Cronbach alpha 

method . A construct or variable is said to be reliable if it 

gives a cronbach alpha value > 0.60 ( Ghozali, 2013:41) 

. Based on the calculation of the reliability test that the 

author has done. It was found that the Personal Selling 

variable (X2 ) has a Cronbach alpha value above 0.6, 

which is 0.917 This means that the instrument has 

reliable results , so this instrument or questionnaire 

includes reliable and consistent instruments . 

 

4.1.1.3Test the Validity and Reliability of the Purchase 

Interest Variable (Y) 

The following are the results of the validity and reliability 

test of the Purchase Interest (Y) variable based on the 

output of IBM SPSS 2 5 . 0 which has been recapitulated. 

 

Table 4.5 

Test the Validity of the Purchase Interest Variable (Y) 

Code r Count r Table Description 

 

Code R Count R Table Descripti

on 

Y1 _ 0.8 77 0.196 Valid 

Y2 _ 0.904 _ 0.196 Valid 

Y 3 0.836 _ 0.196 Valid 

Y 4 0.8 53 0.196 Valid 

Source: SPSS Output Appendix, 20 2 2 

The results of the validity test in this research 

questionnaire must compare the item correlation number 

with the total correlation obtained with r items > r table ( 

Ghozali, 2013:45 ). Because the correlation number 

obtained from the question on the Y 1 – Y 1 1 indicator 

is above 0.196 then the questions are decided significant 

and have good validity . 

Table 4.6 

Buying Interest Variable Reliability Test (Y) 

 

Variable Cronbach 

Alpha . 

Value 

Decision 

Buying Interest (Y) 0.890 Reliable 

 

Source: SPSS Output Appendix, 20 2 2 

Reliability test in this study , using the Cronbach alpha 

method . A construct or variable is said to be reliable if it 

gives a cronbach alpha value > 0.60 ( Ghozali, 2013:41) 

. Based on the calculation of the reliability test that the 

author has done. It was found that the Buying Interest 

variable has a Cronbach alpha value above 0.6, which is 

0.890, this means that the instrument has reliable results 

, so this instrument or questionnaire includes reliable and 

consistent instruments . 

4.1.2Descriptive Analysis 

Descriptive analysis includes respondents' perceptions of 

research variables. In this case the variables in this study 

are Social Media Marketing, Personal Selling and Buying 

Interest. 

4.1.2.1Respondent Profile Description 

Respondents in this study must have seen the desired 

house from the Discovery website and have met face-to-

face with the Discovery agent to see the desired house. 

This study involved as many as 201 respondents where 

the respondents were more than the calculation results 

from the formula for determining the number of samples. 

Each respondent is given a questionnaire to answer the 

questions that have been provided by the researcher. The 
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following is the answer of each respondent regarding the 

respondent's profile.  

Table 4.3. 

Characteristics of Respondents Based on Age 

 

No Age 

Frequen

cy 

Percenta

ge 

1 26 - 35 Years 61 60.4% 

2 > 35 Years 40 39.6% 

Total 101 100.0% 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents were aged between 26-35 years, namely 

61 respondents (60.4%), while those aged > 35 years 

were 40 respondents (39.6%). 

Table 4.4. 

Characteristics of Respondents Based on Gender 

 

No

. Gender 

Freque

ncy 

Percenta

ge 

1 Man 44 43.6% 

2 Woman 57 56.4% 

Total 101 100.0% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents were female, namely 57 respondents 

(56.4%), while the male sex was 44 respondents (43.6%). 

Table 4.5 

Characteristics of Respondents Based on Domicile 

Currently Living 

 

No. Domicile 

Frequen

cy 

Percenta

ge 

1 Bogor 1 1.0% 

2 Cimahi 5 5.0% 

3 Depok 1 1.0% 

4 DKI Jakarta 2 2.0% 

5 Garut 1 1.0% 

6 Regency. Bandung 10 9.9% 

7 

West Bandung 

Regency 7 6.9% 

8 Bandung 74 73.2% 

Total 101 100.0% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents in this study are domiciled in Bandung 

City, as many as 74 respondents (73.3%), Bandung 

Regency, namely 10 respondents (9.9%), West Bandung 

Regency, namely 7 respondents (6.9%), Cimahi as many 

as 5 respondents (5.0%), DKI Jakarta as many as 2 

respondents (2.0%), and with domicile Bogor, Depok, 

and Garut, each with 1 respondent (1.0%). 

 

Table 4.6 

Characteristics of Respondents Based on Desired 

Properties 

  

 No. 

Desired 

Property 

Freq

uenc

y Percentage 
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1 Warehouse 1 1.0% 

2 Virtual Office 1 1.0% 

3 Lot 3 3.0% 

4 Land Mine 1 1.0% 

5 Business Room 1 1.0% 

6 Shop 12 11.9% 

7 House 82 81.1% 

Total 101 

100.

0% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents in this study desired property, namely 

houses as many as 82 respondents (81.2%), shop houses 

as many as 12 respondents (11.9%), lots of land as many 

as 3 respondents (3.0%), while warehouses, virtual 

offices, land mines , and business space, each of which is 

1 respondent (1.0%). 

 Table 4.7 Characteristics of Respondents by Desired 

Property Area 

 

No

. Desired Property Area 

Freque

ncy 

Percent

age 

1 Bandung 72 71.2% 

2 Cimahi 5 5.0% 

3 Depok 1 1.0% 

4 DKI Jakarta 1 1.0% 

5 Garut 1 1.0% 

6 Regency. Bandung 9 8.9% 

7 West Bandung Regency 10 9.9% 

8 Borneo 1 1.0% 

9 Tangerang 1 1.0% 

Total 101 100.0% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents in this study wanted to own property in 

the Bandung area, namely 72 respondents (71.2%), West 

Bandung Regency, namely 10 respondents (9.9%), 

Bandung Regency, namely 9 respondents (8.9%), Cimahi 

namely as many as 5 respondents (5.0%), while the areas 

of Depok, DKI Jakarta, Garut, Kalimantan, and 

Tangerang are 1 respondent each (1.0%). 

Table 4.8 

Characteristics of Respondents Based on Desired 

Property Area 

 

No. Job status 

Frequen

cy 

Percenta

ge 

1 Employee 34 33.7% 

2 Entrepreneur 67 66.3% 

Total 101 100.0% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents in this study had employment status as 

entrepreneurs, namely 67 respondents (66.3%), while as 

employees as many as 34 respondents (33.7%). 
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Table 4.9 

Characteristics of Respondents Based on Monthly 

Average 

 

No. 

Average Monthly 

Income 

Frequen

cy 

Percenta

ge 

1 < 5 Million 12 11.9% 

2 5 - 10 Million 35 34.7% 

3 > 10 million 54 53.5% 

Total 101 100.0% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents in this study had an average monthly 

income of > 10 million, namely 54 respondents (53.5%), 

5 -10 million people as many as 35 respondents (34.7%), 

and with income < 5 million, namely 12 respondents 

(11.9%). 

Table 4.10 

Characteristics of Respondents Based on Frequency of 

Using Social Media 

 

No

. 

Frequency of Using Social 

Media 

Freque

ncy 

Percent

age 

1 1-3 times per day 23 22.8% 

2 4 - 6 Times Per Day 32 31.7% 

3 More than 7 times per day 46 45.5% 

Total 101 100.0% 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents used social media in this study more than 

7 times per day, namely 46 respondents (45.5%), then 

with a frequency of 4-6 times as many as 32 respondents 

(31.7%), and with a frequency of 1-3 times per day as 

many as 23 respondents (22.8%). 

Table 4.11 

Characteristics of Respondents Based on Frequency of 

Using Social Media 

 

No. Social Media Used 

Frequen

cy 

Percenta

ge 

1 Facebook 32 31.7% 

2 Instagram 82 81.2% 

3 Tiktok 26 25.7% 

4 Whats App 92 91.1% 

5 Twitter 11 10.9% 

6 Discord 7 6.9% 

7 Home.com 1 1.0% 

Total 251 248.5% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents use social media Whats app as many as 92 

respondents (91.1%), Instagram as many as 82 

respondents (81.2%), Facebook as many as 32 

respondents (31.7%), Tiktok as many as 26 respondents, 

Twitter as many as 11 respondents (10.9 %), discord by 

7 respondents (6.9%), and rumah.com by 1 respondent 

(1.0%). 

Table 4.12 

Characteristics of Respondents Based on Duration of 

Using Social Media 
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No

. 

Duration of Using Social 

Media 

Freque

ncy 

Percent

age 

1 <30 Minutes Per Day 14 13.9% 

2 30 - 60 Minutes Per Day 27 26.7% 

3 > 1 Hour Per Day 60 59.4% 

Total 101 100.0% 

 

Source: Primary Data Processing Results, 20 2 2 

 Based on the table above, it can be seen that the majority 

of respondents used social media durations in this study 

> 1 hour per day, namely 60 respondents (59.4%), then 

between 30-60 minutes per day as many as 27 

respondents (26.7%), and with a duration of using social 

media < 30 minutes, namely 14 respondents (13.9%). 

4.1.2.2Description of Respondents Perception 

The description of the respondent's response data can be 

used to enrich the discussion, through the description of 

the respondent's response data it can be seen how the 

condition of each variable indicator is being studied. In 

order to make it easier to interpret the variables being 

studied, the respondent's response scores were 

categorized. The principle of categorization is based on 

the weight of the score by looking for the interval 

distance from each category based on the highest and 

lowest scale values, resulting in the following 

classification: 

Table 4.13 

Score Interpretation Category 

No Percentage Category 

1 20% - 36.0% Very Not Good 

2 36.1% - 52.0% Not good 

3 52.1% - 68.0% Pretty good 

4 68.1% - 84.0% Good 

5 84.1% - 100% Very good 

Source: Arikunto (2006)  

 

A.Respondents' Responses to Social Media Marketing 

Variables (X 1 ) 

Social Media Marketing has four dimensions, namely 

Context, Communication, Collaboration, and Connection 

. The following is the respondent's opinion regarding the 

Social Media Marketing variable. 

Table 4.14 AT attachment 

Of Social Media Marketing Variables (X 1 ) 

 

Source: Primary Data Processing Results, 20 2 2 

The table above describes the respondents' responses 

regarding the social media marketing variable. Based on 

the processing results presented in the table above, it can 

be seen that the respondents rated the social media 

marketing variables as being in the range of 413 (81.8%) 

– 434 (85.9%). The lowest score is on the Collaboration 

indicator dimension X1.6 "I can interact directly with 

Discovery through Discovery Property social media" and 

the highest score is on the Connection indicator 

dimension X1.9 Discovery Property's social media 

provides up to date information. The total mean value for 

the Social media marketing variable is 432 (83.8%) with 

an ideal score of 505. The sum of these scores is entered 

into a continuum line, the measurement of which is 

determined in the previous point.  

 

  

Figure 4.1 

Continuum Line of Social Media Marketing Variables (X 

1 ) 

Ideally, the expected score for respondents' answers to 

the social media marketing variable is 505 (100%). 

Meanwhile, the calculation in the table shows the value 

obtained for the social media marketing variable is 423 

or 83.8% of the ideal score of 505 (100%). Thus, the 

respondents considered the social media marketing 

variable to be in the good category ( 68.1% - 84.0%).  

 

B.Respondents Respond to Personal Selling Variables (X 

2 ) 
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The personal selling variable has five dimensions , 

namely approach and introduction , presentation and 

demonstration, handling rejection, closing the 

transaction, and doing follow-up . The following is the 

respondent's opinion regarding Personal Selling . 

Table 4.15 at attachment 

 Descriptive Analysis of Personal Selling Variables 

Source: Primary Data Processing Results, 20 2 2 

The table above describes the respondents' responses to 

the personal selling variable. Based on the processing 

results presented in the table above, it can be seen that the 

respondents rated the personal selling variable as being 

in the range of 404 (80.0%) – 441 (87.3%). The lowest 

score is on the dimension of doing follow-up indicator 

X2.10 "Agent Discovery influences consumers to make a 

purchase" and the highest score is on the dimension of 

approach and introduction indicator X2.3 " I think the 

Discovery Property agent has introduced himself before 

offering the product". The total average value for the 

personal selling variable is 430.5 (85.2%) with an ideal 

score of 505. The total score is entered into a continuum 

line, the measurement of which is determined in the 

previous point.  

                                                                                                      

Ideally, the expected score for respondents' answers to 

the personal selling variable is 505 (100%). Meanwhile, 

the calculation in the table shows the value obtained by 

the personal selling variable is 430.5 or 85.2% of the ideal 

score of 505 (100%). Thus, respondents assess the 

personal selling variable in the very good category ( 

84.1% - 100% ).  

C.Respondents' Responses to Buying Interest Variables 

(Y) 

The buying interest variable has four dimensions , 

namely transaction value, preferential value, reveral 

value, and explorative intention. The following is the 

respondent's assumption regarding the buying interest 

variable : 

Table 4.16 at atacchment 

Of Buying Interest Variables 

Source: Primary Data Processing Results, 20 2 2 

The table above describes the respondents' responses to 

the variable of buying interest. Based on the processing 

results presented in the table above, it can be seen that the 

respondents rated the buying interest variable as being in 

the range of 416 (82.5%) – 428 (84.8%). The lowest score 

is on the preferential intention dimension of the Y2 

indicator "I choose the Discovery Property in fulfilling 

my need for the Discovery Property property that attracts 

my attention" and the highest score on the reveral 

intention dimension of the Y3 indicator "I am willing to 

recommend the Discovery Property to others" and the 

explorative intention dimension indicator Y4 “I am 

interested in getting more property information from 

Discovery Property”. The total average value for the 

buying interest variable is 422.75 (83.7%) with an ideal 

score of 505. The total score is entered into a continuum 

line, the measurement of which is determined in the 

previous point.                                                                                        

Ideally, the expected score for respondents' answers to 

the buying interest variable is 505 (100%). From the 

calculation in the table shows the value obtained for the 

buying interest variable is 422.75 or 83.7% of the ideal 

score of 505 (100%). Thus, the respondents considered 

the buying interest variable to be in the good category ( 

68.1% - 84.0%).  

 

4.1.3Inferential Analysis 

Multiple regression analysis . Multiple regression is used 

to find the effect of the independent variable on the 

dependent directly. Before performing multiple 

regression analysis, first the classical assumption test will 

be calculated with the aim that the resulting equation is a 

good and unbiased equation. 

4.1.3.1Classic assumption test 

The classical assumption test used is the normality test, 

multicollinearity test and heteroscedasticity test as 

follows. 

A)Normality test 

Normality test to test whether in a regression model, the 

dependent variable , the independent variable , or both 

have a normal distribution or not . A good regression 

model is to have a normal distribution or close to normal. 

To detect whether the regression model is normally 

distributed or not, the Kolmogorov-Smirnov test is used, 

provided that the data is normally distributed if the sig 

value is above 0.05. The results of the normality test can 

be seen from the table below. 

Table 4.17 

Data Normality Test 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 
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One-Sample Kolmogorov-Smirnov Test 

  

Unstandardiz

ed Residual 

N 101 

Normal Parameters a,b Mean .0000000 

Std. 

Deviation 

.41984575 

Most Extreme 

Differences 

Absolute .140 

Positive .106 

Negative -.140 

Test Statistic .140 

Asymp. Sig. (2-tailed) .200c 

A. Test distribution is Normal. 

B. Calculated from data. 

C. Lilliefors Significance Correction. 

 

Sumber : Lampiran Output SPSS, 2022 

The data is said to have a normal distribution if it has an 

asymp.sig value of more than 0.05. Based on the table of 

normality test results, it can be seen that the asymp.sig 

value has a value of 0.082 and this value is greater than 

0.05. So it can be said that the regression model has a 

normal distribution. 

B)Multicollinearity Test 

Multicollinearity testing aims to test whether the 

regression model found a correlation between 

independent variables. A good regression model should 

not have a correlation between independent variables. A 

good regression model should not have a correlation 

between the independent variables. 

If in the regression model that is formed there is a high or 

perfect correlation between the independent variables, 

then the regression model is declared to contain 

multicollinear symptoms. Suliyanto (2011:90) 

multicollinearity test by looking at the TOL (tolerance) 

and variance inflation factor (VIF) of each independent 

variable on the dependent variable. If the VIF value is not 

more than 10, then the model is declared to have no 

symptoms of multicollinearity. For the results of the 

multicollinearity test, it can be seen from the following 

table 4.20 . 

Table 4. 18 

Multicollinearity Test Table 

 

Coefficients a 

Model 

Collinearity Statistics 

Tolerance VIF 

1 Social 

Media 

Marketing 

.341 2,934 

Personal 

Selling 

.341 2,934 

A. Dependent Variable: Buying Interest 

 

Source: SPSS Output Appendix, 20 2 2 

 The multicollinearity test is based on the provision that 

the tolerance value must be above 0.1 and the VIF value 

has a value less than 10. The table above shows that the 

tolerance value is above 0.10 , which is 0.341 . And the 

VIF value is below 10. So it can be concluded that there 

is no multicollinearity problem in the regression model. 

C)Heteroscedasticity Test 
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Heteroscedasticity test aims to test whether in the 

regression model there is an inequality of variance from 

one observation residual to another observation, or else. 

If the variance of the residuals from one observation to 

another observation remains, it is called 

homoscedasticity, while if it is different it is called 

heteroscedasticity . A good regression model does not 

have heteroscedasticity problems. 

Heteroscedasticity test was carried out using the 

Spearman Rank test . This test is carried out by regressing 

the independent variables with the absolute residual 

variables. The following results from heteroscedasticity 

testing are as follows. 

Table 4.19 

Heteroscedasticity Test 

 

Correlations 

  

Abs_Res

idual 

Spearma

n's rho 

Social Media 

Marketing 

Correlation 

Coefficient 

-.063 

Sig. (2-

tailed) 

.529 

N 101 

Personal 

Selling 

Correlation 

Coefficient 

-.078 

Sig. (2-

tailed) 

.439 

N 101 

 

Source: SPSS Output Appendix, 20 2 2 

 

The variable is said to have no heteroscedasticity 

problem if the significance value is above 0.05. Based on 

the results of heteroscedasticity testing using the 

Spearman Rank test, it can be seen that the significance 

value for the Social Media Marketing and Personal 

Selling variables does not have a significant absolute 

residual relationship . So it can be concluded that there is 

no heteroscedasticity problem in the regression model. 

All classical assumption tests have been met so that 

multiple regression analysis can be continued because it 

has been found that there is no violation of classical 

assumptions. 

 

4.1.3.2Multiple Regression Equation 

Multiple linear regression analysis method is used to see 

the effect Social Media Marketing (X 1 ) and Personal 

Selling (X 2 ) To Buying Interest (Y). Multiple linear 

regression analysis is formulated with the following 

equation: 

Y = a + b 1 X 1 + b 2 X 2 + e 

Where : 

Y  = Buying Interest 

X 1  = Social Media Marketing 

X 2       = Personal Selling 

A        = Constant 

B1 , b2 , _  = Regression Coefficient 

E  = error model 

The results of processing SPSS 2 5.0 software for 

multiple regression analysis are presented in the 

following table: 

Table 4. 2 0 

Multiple Regression Analysis 

 

Coefficients a 

Model Unstandar

dized 

Coefficien

ts 

Standar

dized 

Coeffic

ients 

T Si

g. 

Correla

tions 

B Std. 

Err

or 

Beta Zero-

order 

1 (Cons

tant) 

0.3

19 

0.23

1 

  1.

37

9 

0.

17

1 
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Pemas

aran 

Media 

Sosial 

0.5

42 

0.10

6 

0.495 5.

11

9 

0.

00

0 

0.800 

Perso

nal 

Sellin

g 

0.4

33 

0.11

1 

0.376 3.

88

4 

0.

00

0 

0.777 

A. Dependent Variable: Minat Beli 

Source: SPSS Output Appendix, 20 2 2 

Based on the results of the calculations in the table above, 

the form of the multiple linear regression equation is 

obtained as follows: 

Y = 0 , 3 19 + 0.542 X 1 + 0.433 X 2 + e  

The value of the regression coefficient on the 

independent variables illustrates that if it is estimated that 

the independent variable increases by one unit and the 

value of the other independent variables is estimated to 

be constant or equal to zero, then the value of the 

dependent variable is estimated to increase or decrease 

according to the sign of the regression coefficient of the 

independent variable. 

The sign of the regression coefficient of the independent 

variable shows the direction of the relationship of the 

variable concerned with Purchase Interest. The 

regression coefficient for the independent variable X 1 is 

positive, indicating a unidirectional relationship between 

Social Media Marketing (X 1 ) with Purchase Interest 

(Y). The regression coefficient for the X1 variable of 

0.542 means that for every increase in Social Media 

Marketing (X1 ) of one unit, it will cause an increase in 

Purchase Interest (Y) of 0.542 units . 

The regression coefficient for the independent variable X 

2 is positive, indicating a unidirectional relationship 

between Personal Selling (X 2 ) and Purchase Interest 

(Y). The regression coefficient for the X2 variable of 

0.433 means that for every increase in Personal Selling 

(X2 ) of one unit, it will cause an increase in Purchase 

Interest (Y) of 0.433 units . 

 

4.1.3.3Hypothesis test 

Hypothesis testing is carried out to prove whether Social 

Media Marketing and Personal Selling have a significant 

effect on Buying Interest either partially or 

simultaneously. So in testing this hypothesis, two 

hypotheses were used, namely partial hypothesis testing 

and simultaneous hypothesis testing.  

1.Partial Hypothesis Test (t Test) 

In the partial hypothesis, the t-test is used to test whether 

individually, the variables of Social Media Marketing 

and Personal Selling have a significant effect on Buying 

Interest. 

A.Social Media Marketing on Buying Interest 

Analysis of the influence of Social Media Marketing 

variables (X 1 ) to Purchase Interest (Y) the results are 

obtained based on the output of IBM SPSS v25.0 . The 

following are the results of the analysis of the influence 

of Social Media Marketing on Buying Interest . 

Table 4. 2 1 

T-test on Buying Interest 

 

Coefficients a 

Model Unstandar

dized 

Coefficien

ts 

Standar

dized 

Coeffic

ients 

T Si

g. 

Correl

ations 

B Std. 

Err

or 

Beta Zero-

order 

1 (Const

ant) 

0.3

19 

0.2

31 

  1.

37

9 

0.

17

1 

  

Social 

Media 

Marke

ting 

0.5

42 

0.1

06 

0.495 5.

11

9 

0.

00

0 

0.800 

Person

al 

Sellin

g 

0.4

33 

0.1

11 

0.376 3,

88

4 

0.

00

0 

0.777 

A. Dependent Variable: Buying Interest 

 

Source: SPSS Output Appendix, 20 2 2 
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 Based on the table above, it can be seen that the direction 

of the relationship between Social Media Marketing and 

Buying Interest is positive, which can be seen from the 

Social Media Marketing coefficient value in column B, 

where it is written 0.542 which means that when there is 

an increase in Social Media Marketing, it will increase 

Buying Interest.  

Then the author tested the hypothesis using the t test 

which has the following conditions. 

If t count > t table then H 0 is in the rejection area, 

meaning that Ha is accepted or there is an influence. 

If t count < t table, then H 0 is in the reception area, 

meaning that Ha is rejected or has no effect. 

Hypothesis 1: 

H 01  : There is no significant effect of Social Media 

Marketing on interest in buying property  

H a1  : There is a significant influence of Social Media 

Marketing on interest in buying property 

 Based on the previously stated provisions, where the t - 

count is 5.119 and the degrees of freedom (nk-1) or 101-

2-1 = 98, the t-table number is 1.984, so t - count > t - 

table. This means that H0 is rejected and Ha is accepted, 

then there is a significant influence between Social Media 

Marketing to Purchase Interest . Thus the hypothesis 

which states that there is an influence between Social 

Media Marketing on Buying Interest . (Hypothesis 1 is 

accepted)   

B.Personal Selling on Buying Interest 

Analysis of the influence of the Personal Selling variable 

(X 2 ) on Purchase Intention (Y) obtained results based 

on the output of IBM SPSS v25.0 . Here are the results of 

the analysis of the influence of Personal Selling to 

Purchase Interest . 

Table 4. 2 2 

 

Coefficients a 

Model Unstandar

dized 

Coefficien

ts 

Standar

dized 

Coeffic

ients 

T Si

g. 

Correla

tions 

B Std. 

Err

or 

Beta Zero-

order 

1 (Cons

tant) 

0.3

19 

0.23

1 

  1.

37

9 

0.

17

1 

  

Social 

Media 

Mark

eting 

0.5

42 

0.10

6 

0.495 5.

11

9 

0.

00

0 

0.800 

Perso

nal 

Sellin

g 

0.4

33 

0.11

1 

0.376 3,

88

4 

0.

00

0 

0.777 

A. Dependent Variable: Buying Interest 

Source: SPSS Output Appendix, 20 2 2 

 Based on the table above, it can be seen that the direction 

of the Personal Selling relationship is with Buying 

Interest is positive as seen from the coefficient value of 

Social Media Marketing in column B, there is written 

0.433 meaning when there is an increase in Personal 

Selling it will increase Buying Interest. 

Then the author tested the hypothesis using the t test 

which has the following conditions. 

If t count > t table then H 0 is in the rejection area, 

meaning that Ha is accepted or there is an influence. 

If t count < t table, then H 0 is in the reception area, 

meaning that Ha is rejected or has no effect. 

Hypothesis 2 : 

H 0 2  : There is no significant effect of Personal 

Selling on interest in buying property  

H a 2  : There is a significant influence Personal 

Selling on interest in buying property 

 Based on the provisions that have been stated previously, 

where the obtained t - count is 3.884 and degrees of 

freedom (nk-1) or 101-2-1 = 98, the number t table is 

1,984, so t - count > t - table. This means that H0 is 

rejected and Ha is accepted, then there is a significant 

influence between Personal Selling to Purchase Interest . 

Thus the hypothesis which states that there is an influence 

between Personal Selling on Buying Interest . 

(Hypothesis 2 accepted)   
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2.Simultaneous Hypothesis Testing (F Test) 

Based on the results of calculations using SPSS 2 4 .0, to 

find out whether the variables of Social Media Marketing 

and Personal Selling have an effect on Buying Interest 

together or simultaneously. The technique for getting the 

calculation results is using the F test (simultaneous test) 

with the following results:  

Table 4.23 

Simultaneous Hypothesis Test 

 

ANOVA a 

Model 

Sum of 

Square

s Df 

Mean 

Square F Sig. 

1 Regres

sion 

38,826 2 19,413 107,

929 

.000 

b 

Residu

al 

17,627 98 .180     

Total 56,453 100       

A. Dependent Variable: Buying Interest 

B. Predictors: (Constant), Personal Selling , Social 

Media Marketing 

 

Source: SPSS Output Appendix, 20 2 2 

 Based on the calculation results, it is known that the value 

of F - count is 107.929 and then the significance value 

(sig.0.000) , when compared between the significance 

value (sig) and the alpha value (α = 0.05), the significance 

value is smaller than the alpha value, meaning that the 

variables of Social Media Marketing and Personal Selling 

have a significant influence. Together. Then the authors 

test the hypothesis with the F test, with the following 

conditions: 

If F - count > F - table , then H 0 is rejected and H a is 

accepted , which means that there is a significant 

influence between Social Media Marketing and Personal 

Selling variables on Buying Interest . 

If F - count < F - table , then H 0 is rejected and H a is 

rejected , which means that there is no significant effect 

between Social Media Marketing and Personal Selling 

variables on Buying Interest . 

Hypothesis 3: 

H 0 3  : There is no significant effect of Social Media 

Marketing and Personal Selling on interest in buying 

property 

H a3  : There is a significant influence of Social Media 

Marketing and Personal Selling on interest in buying 

property  

 

Based on the provisions stated above, where the F - count 

is 107.929 and degrees of freedom (nk-1) or 101-2-1 = 

98, the F - table number is 3.08 9 while the F - count is 

107.929, so that F - count > F - table means H 0 is rejected 

and H a is accepted then it means that there is a significant 

influence between Social Media Marketing variables and 

Personal Selling to Buying Interest . 

4.1.3.4Correlation coefficient 

Pearson correlation coefficient is used to determine the 

close relationship of the variables of Social Media 

Marketing to Purchase Intention and also Personal 

Selling to Purchase Intention partially. The following are 

the results of the calculation of the correlation coefficient 

based on the SPSS output. 

 

Table 4. 2 4 

Correlation coefficient 

 

Correlations 

  

Social 

Media 

Marketi

ng 

Person

al 

Selling 

Buyi

ng 

Inter

est 

Social 

Media 

Marketing 

Pearson 

Correlatio

n 

1 .812 ** .800 

** 

  Sig. (2-

tailed) 

  .000 .000 
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  N 101 101 101 

Personal 

Selling 

Pearson 

Correlatio

n 

.812** 1 .777*

* 

  Sig. (2-

tailed) 

.000   .000 

  N 101 101 101 

Minat Beli Pearson 

Correlatio

n 

.800** .777** 1 

  Sig. (2-

tailed) 

.000 .000   

  N 101 101 101 

**. Correlation is significant at the 0.01 level (2-

tailed). 

 

Based on the calculation results, it can be seen that the 

correlation coefficient value of Social Media Marketing 

with Buying Interest is 0.800 with a significant 

relationship because the sig value is below 0.05. The 

correlation coefficient of 0800 is included in the category 

of a strong relationship, meaning that there is a strong 

relationship between Social Media Marketing and 

Buying Interest. The correlation coefficient between 

Personal Selling and Buying Interest is 0.777 with a 

significant relationship because the sig value is below 

0.05. The correlation coefficient of 0.777 is included in 

the category of a strong relationship, meaning that there 

is a strong relationship between Personal Selling and 

Buying Interest. 

4.1.1.5 Coefficient of Determination (R 2 ) 

The coefficient of determination is used to see the 

magnitude of the influence of Social Media Marketing 

and Personal Selling on Buying Interest. The following 

are the results of the calculation of the coefficient of 

acceptance based on the SPSS output. 

 Coefficient of Determination 

 

Model Summary b 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

1 0.829 

a 

0.688 0.681 0.42411 

A. Predictors: (Constant), Personal Selling , Social 

Media Marketing 

B. Dependent Variable: Buying Interest 

 

 

 

Based on the table above, it can be seen that the value of 

the simultaneous correlation coefficient is 0.8 29 then the 

coefficient of determination (R 2 ) is obtained a value of 

0.688. This means that there is an influence between the 

variables of Social Media Marketing and Personal Selling 

on Purchase Interest of 68.8 % while the remaining 

31.2% is the influence of other variables that the 

researcher did not involve in this study. 

Then to answer the problem formulation regarding the 

magnitude of the influence of Social Media Marketing 

and Personal Selling on Interest in Buying property then 

the calculation of the magnitude of the partial effect is 

carried out as follows. 

Table 4. 2 6 

Partial Influence 

 

Variable Standard

ized 

Coeffici

ents Beta 

Correlat

ions 

Zero 

Order 

Total 

Influe

nce 

Total 

Influe

nce 

(%) 

Social Media 

Marketing 

0.495 0.800 0.396 39.6% 
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Personal 

Selling 

0.376 0.777 0.292 29.2% 

Total Effect (R 2 ) 0.688 68 , 

8% 

 

The large influence of Social Media Marketing on 

Buying Interest is 39.6 %. Meanwhile, the influence of 

Personal Selling on Buying Interest is 2 9 , 2 %. So when 

added up , the total effect becomes 68.8 % ( R2 = 

coefficient of determination) 

Based on the description above, it can be concluded that 

the hypothesis test is described as follows: 

H1 : The first hypothesis can be accepted because there 

is a significant influence of Social Media Marketing on 

Property Purchase Interest on Discovery Property . 

H2 : The second hypothesis can be accepted because 

there is a significant influence of Personal Selling on 

Buying Interest properties on Discovery Property 

H3 : The third hypothesis can be accepted because there 

is a significant influence between Social Media 

Marketing and Personal Selling to Buying Interest 

property in the Discovery Property . 

 

5.CONCLUSIONS AND SUGGESTIONS 

  

5.1  Conclusion 

 Based on the results of the attached analysis and the 

discussion in chapter IV regarding the Effect of Social 

Media Marketing and Personal Selling on Interest in 

Buying Property at Broker Discovery, the authors draw 

several conclusions: 

1. Based on the T test on the social media marketing 

variable, it has a positive impact on buying interest 

through SPSS of 0.542 . 

2. Based on the T-test on the personal selling variable, it 

has a positive impact on buying interest through SPSS of 

0.433 . 

There is a fairly strong positive influence between social 

media marketing and personal selling on buying interest, 

so that Discovery agents who have good social media 

marketing and personal selling skills may be able to 

increase their potential consumer's property purchase 

interest 

5.2  Suggestions 

 Here's the researcher's suggestion 

1. Researchers suggest that Discovery Property's social 

media marketing should be consistent and have content 

that is always useful, and continue to improve the quality 

of its photos and videos. 

2. Personal Selling is good, but still needs to be improved. 

Especially in the aspect of " Agent Discovery influencing 

consumers to make a purchase ", should be more 

lobbying to prospective buyers. 
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