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Abstract This study focuses on marketing activities connected to advertising tactics in order to maximize the
efficacy of advertising in influencing purchase choices. The purpose of this study is to collect empirical
information on the efficacy of Wuling automobile advertising and advertising effectiveness indicators that
impact Wuling car purchase choices. This study employed a descriptive analysis technique as well as
quantitative analysis methods such as the EPIC model and multiple linear regression. The results of the
analysis using the EPIC model show that Wuling car advertising is in the effective scale range, and statistical
tests show that indicators of advertising effectiveness, namely advertising messages, brand recognition,
consumer trust, and consumer attitudes, have a significant effect on purchasing decisions, then partially the
indicators -Indicators of advertising effectiveness have a significant effect on Wuling car purchasing decisions.
Meanwhile, consumer sentiments have a negative yet considerable effect on Wuling automobile purchase
choices.
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INTRODUCTION

Advertising is a highly promising marketing technique in the automobile industry, despite
the fact that at the turn of the twentieth century, entrepreneurs no longer regarded advertising
to be a component of their marketing strategy. In December 1826, Henry Ford demonstrated
the effectiveness of advertising in generating customer interest. He launched a series of
adverts in two thousand newspapers for 1.2 million dollars, presenting new automobile
models. As a consequence, one million New Yorkers waited frantically outside the vehicle
dealer's showroom in Manhattan (Rahman, 2020).
The rise in sales volume was purportedly caused by the marketing division's constant
promotion in print and electronic media; this effort is one of the contributing aspects in
influencing customer buying choices.
The issue today is whether advertising efficacy is closely linked to decision-making.
Advertising is merely a tiny component of the brand-building process. A good brand requires
many additional things. Various study findings suggest that advertising budgets have a
beneficial impact on sales and market share (Rahman, 2020).

In contrast, increasing a competitor's advertising expenditure reduces the competitor's
sales and market share. The impact of advertising seems to vary according on its efficacy. As

a result, a higher advertising expenditure cannot always significantly impact sales and market
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share. Reliable plans and programs are required to accomplish the intended advertising effect.
Furthermore, measuring tools are required to objectively assess advertising effectiveness,

which is important for determining its continuation (Rahman, 2020).

METHOD

This study utilized descriptive and quantitative data analysis methods. Primary data was
collected through observation, documentation, questionnaires, and interviews, with a sample
size of 85 respondents. Analysis tools included the EPIC model and multiple linear

regression.

RESULTS AND DISCUSSION

Efficacy of Wuling automobile advertisement

The findings of study analyzing the efficacy of Wuling vehicle advertising using the EPIC
model reveal that the empathy dimension has an average score of 2.61, which is within the
effective scale range. This suggests that people like Wuling automobile commercials, which
might give useful information regarding the appeal of Wuling cars.

The persuasive dimension of Wuling car commercials falls within the effective scale range,
with an average score of 2.58, indicating that Wuling car advertisements may enhance or
reinforce the character of Wuling vehicles. This advertising influences people' desire to
purchase Wuling automobiles.

The communication dimensions of Wuling vehicle commercials are within the effective
scale range, at 2.58. This indicates that customers can recall the primary message presented.
This message has a big impact on customers' comprehension of the product.

The Kijang type Wuling vehicle advertising has an average EPIC rate of 2.62, indicating

effectiveness but not ideal performance.

The Impact of Advertising Effectiveness Variables on Wuling Car Purchase Decisions

Knowing that advertising effectiveness factors have a combined impact on the choice to
buy a Wuling automobile from PT. automobile Investama, the firm should pay greater
attention to advertising effectiveness variables.

Meanwhile, the R Square value of 0.621 indicates that approximately 62.1% of the

decision to purchase a Wuling Kijang Innova type car at PT. Car Investama can be explained
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by the advertising effectiveness variable, with the remaining 26.8% explained by other non-
research variables. This circumstance demonstrates that, although the success of advertising
may affect the direction of a person's conduct, the individual is not always ready to carry out
or ignore the implications of this impact. This is because, theoretically, the purchase decision-
making process is impacted not just by advertising efficacy, which is one of the marketing

mix variables, but also by psychological, socio-cultural, and environmental aspects.

CONCLUSION

The findings of statistical studies reveal that the determinants of advertising efficacy,
including brand recognition, advertising messaging, consumer trust, and consumer attitudes,
all have a substantial impact on the choice to buy Wuling automobiles in Makassar. The brand
recognition variable has a greater impact than other factors because no matter how excellent
an advertising is, if it is not backed by brand recognition, it cannot be assured that it will affect
customer behavior.

As a result, it is preferable that the variables included in the advertising effectiveness
assessment tool be upgraded further, both in quality and number, in order to attain even

greater advertising effectiveness..

REFERENCES

Aimang, H. A., & Rahman, W. (2019). Pengaruh Kepemimpinan Kepala Sekolah dan Iklim
Organisasi terhadap Kepuasan Kerja Guru di SMP Negeri 1 Toili. Jurnal Akuntabilitas
Manajemen Pendidikan, 7(2), 233-244.

Djawa, S. K., & Rahman, W. (2023). Strategi Tiktok Marketing untuk Meningkatkan
Kepercayaan Pelanggan. Lentera: Multidisciplinary Studies, 1(3), 184-190.

Layoo, N., & Rahman, W. (2019). Pengaruh Orientasi Kewirausahaan Dengan Kinerja Usaha
Mikro Kecil Di Kabupaten Banggai. Jurnal Ekonomi pendidikan dan
kewirausahaan, 7(1), 29-44.

Rahman, W. (2016). Pengaruh Dimensi Kualitas Pelayanan Jasa Terhadap Kepuasan Nasabah
PT Adira Finace Luwuk. Jurnal Bisnis dan Kewirausahaan, 4.

Rahman, W. (2017). Pengaruh Kepemimpinan dan Komitmen Organisasi Terhadap Kinerja
Pegawai Pada Kantor Camat Lobu Kabupaten Banggai. Jurnal limiah Manajemen Emor
(Ekonomi Manajemen Orientasi Riset), 1(1), 1-19.

Rahman, W. (2018). Pengaruh Kualitas Layanan Dan Citra Institusi Terhadap Kepuasan
Mahasiswa Di Fakultas Ekonomi Universitas Muhammadiyah Luwuk. Jurnal limiah
Manajemen Emor (Ekonomi Manajemen Orientasi Riset), 1(2), 90-115.

Rahman, W. (2019). Local Superior Products in Agricultural Sector: A case study in Banggai

694 (ICTMT) - VOLUME. 1, NO. 1 2023



E-ISSN : 3031-5999, HAL 692-695

Regency Indonesia.

Rahman, W. (2019). Pengaruh Tanggung Jawab dan Kemampuan Pegawai terhadap Prestasi
Kerja Pegawai pada Badan Perencanaan Pembangunan Daerah (BAPPEDA) Kabupaten
Banggai. INA-Rxiv. January, 14.

Rahman, W. (2023). Culinary Business Online Marketing Strategies in the Post-Covid 19
Pandemic Era. Journal of Social Research, 2(5), 1666-1671.

Rahman, W., & Fatwa, N. (2022). Determinan Keputusan Penggunaan Asuransi Pembiayaan
Syariah di Perbankan Syariah. Jesya (Jurnal Ekonomi dan Ekonomi Syariah), 5(1), 394-
400.

Rahman, W., & Kader, M. (2019). Pengaruh Stres Kerja Dan Kompensasi Terhadap Kinerja
Karyawan Pada PT. Telekomunikasi Indonesia (TELKOM) Kandatel Luwuk. Jurnal
IImiah Manajemen Emor (Ekonomi Manajemen Orientasi Riset), 2(1), 126-137.

Rahman, W., & Saudin, L. (2022). Bahan Ajar Sistem Informasi Manajemen.

Rahman, W., Herdiyanti, H., Azizah, J., Asir, M., & Wijayanto, G. (2024). Eksplorasi Strategi
Pemasaran Media Sosial yang Sukses dalam Meningkatkan Interaksi Merek dengan
Konsumen di Era Digital. Management Studies and Entrepreneurship Journal
(MSEJ), 5(1), 355-363.

Rahman, W., Nguyen, P. T., Rusliyadi, M., Laxmi Lydia, E., & Shankar, K. (2019). Network
monitoring tools and techniques uses in the network traffic management
system. International Journal of Recent Technology and Engineering, 8(2), 4182-8.

Razak, I., Masud, M., Wahid, M., & Rahman, W. (2023). PENGARUH KARAKTER,
KOMPETENSI DAN LITERASI DIGITAL TERHADAP KINERJA PEGAWAI PADA
UNIVERSITAS MUHAMMADIYAH LUWUK. Jurnal Ilmiah Manajemen Emor
(Ekonomi Manajemen Orientasi Riset), 6(2), 220-228.



