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Abstract. One of the effects of digital development in the business world is that digital
marketing strategies are widely used by business actors. Nowadays, almost all methods
of promotion is done with digital marketing. The promotion used is the distribution of
coupons through smartphones or Mobile coupon known as m-coupon that are usually sent
to cellphones via Short Message Service (SMS) or applications that provide promotions at
discounted prices. In the previous study, the influence of an intention to redeem the
mobile coupons is by considering benefits and risks. This study using quantitative
research that focuses on the influence of the Indonesian population towards the intention
to redeem mobile coupons in Indonesia by using variables: socializing, economic benefits,
and trust. The analytical tool used in this study is multiple regression using SPSS.
Keywords: 1 Sosializing  2 Economic benefit  3 Trust
1. INTRODUCTION
Indonesia is a consumptive country where people prefer to shop both traditional and
online (Nielsen Global Survey, 2014). Indonesia's population reaches 250 million people,
more than 100 million are active smartphones user. With such a large number, Indonesia
is the fourth smart mobile-active country after China,India and America (Kominfo, 2018).
Digital marketing in Indonesia has been used by many business actors to promote their
products, has causing curiosity to the society. Delivery of the coupons to customers via
MMS, SMS, and the Internet to provide product offerings and market products with
lower price, so that prospective buyers know about the existence of new products
(Franciscus Amonia, 2018).
Digital coupons in Indonesia have been widely used by businesses such as CFC,
Starbucks, Excelso or through applications. Thus there is a decisive influence on
consumer behavior in exchanging M-coupons that have been received, that consumers
will intend to redeem m-coupons because of socializing (Lambe et al., 2001, Jin et al.,
2010 and Cheung et al., 2012), and individuals will consider benefits with perceived value
(Qing Tang et al., 2018) as well as their trust is a dimension that creates a sense of
community or loyalty and participation in virtual communication (Zhao et al, 2012).
2. LITERATURE REVIEW AND HYPOTHESIS FORMULATION
2.1 Socialization
Social exchange theory shows that interaction between individuals is based on the
exchange of materialized and non-manifested resources (Lambe et al, 2001) that
socialization can make users who have good relationships with others tend to share
interesting and valuable information. According to (Qing Tang, 2016) socialization and
reciprocal influence on the intentions of m-coupon share is higher because they can
connect with friends and share m-coupons and users can interact with others and gain
experience of m-coupon redeemed. Results of the study (Qing Tang, 2016) entitled “The
effect of intrinsic and extrinsic motivation on mobile coupon sharing in social network
sites“ by using a variable sense of self-esteem, socializing, economic benefits, reciprocity
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has a positive effect, the effect of a sense of self-esteem, the influence of socialization, the
reciprocal influence of the economy, the reciprocal influence on the intention to share
mobile coupons, the results of the study state that socialization has a positive effect
against the intention to redeem m-coupons.
Research results (Xuefeng, 2016) entitled "Social capital, motivation, and mobile coupon
sharing by using variables of sense of self-esteem, socialization, social relations, trust,
perceived similarity to the intention to share mobile coupons on social networks, the
results stated that socialization has a positive influence on the intention to redeem mcoupons.
H1: Socialization has a positive influence on the intention to redeem mobile coupons
2.2 Economic Benefits
Economic benefits must be provided to increase user intention to arise reciprocally, as in
the research of (Chiu et at., 2006), capital of relation in social media raises reciprocity
that can determine the cognition of various user behaviors. According to research by
(Banerjee and Yancey, 2010) and (Zha, et., 2016) that the economic benefits positively
influence the intention to redeem the m-coupon which refers to the economic benefits and
economic savings discounts obtained from m-coupons. According to (Henning-Thurau et
al., 2004) the perceived economic benefits has positive effect on the redemption intention
of m-coupon, that there is an economic reward in the exchange relationship between the
coupon provider and the coupon recipient. This results in the value perceived by the
consumer, consumer perceived value as an evaluation of the sale between benefits of a
product or service with the sacrifices that have been made (Wang et al., 2004) (Dodds et
al., 1991; Naumann and Jackson, 1999 ; Zeithaml, 1988). Results of the study by (Fen
Liu, 2014), entitled "Risk of perceived value and individual differences in acceptance of
mobile coupon applications" by using variables; perceived value, savings, convenience,
perceived enjoyment, perceived costs, privacy risk, technology adoption, coupon-prone
areas of behavioral intentions to adopt mobile coupons, it is stated that the economic
benefits have a positive effect on the intention to redeem the m-coupon.
The results of the study (Qing Tang, 2018) entitled "Consumers' redemption of the
behavior of the recommended mobile coupons in social network sites" by using variables;
economic benefit, pleasure, risk, redemption efforts, recommendations of trust in the
intention to redeem mobile coupons recommended by social networks, the results of the
study state that economic benefits has positive influence on the intention to redeem
mobile coupons.
H2: Economic benefits have a positive influence on the intention to redeem mobile
coupons
2.3 Trust
Trust is a mental condition based on a person's situation and social context. When
someone makes a decision, he will prefer decisions based on choices from people who are
more trustworthy than those less trusted (Moorman, 1993). According to research by
(Hsiao et al., 2010) Trust recommendations have a positive influence on the intention to
redeem mobile coupons, that rule-based trust increases consumer trust in online sites
and convenience affect purchase intentions. The result of the research by (Xuefeng, 2016)
entitled "Social capital, motivations, and mobile coupon sharing" by using variables; selfesteem, socializing, social bonds, trust, perceived similarity, positive bonding effect on
oneself, social bonds to oneself, social bonds to individuals, perceived similarities in sense
self-esteem, perceived similarity in motivation to socialize on the intention to share
mobile coupons, state that trust has a positive influence on the intention to redeem.
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The results of the study by (Qing Tang, 2018) entitled "Consumers' redemption of the
recommended mobile coupons behavior in social network sites". By using economic
benefit variables; pleasure, risk, redemption efforts, recommendations of trust in
intention to redeem mobile coupons recommended by social networks. The results stated
that economic trust has a positive influence on the intention to redeem m-coupons.
H3: Trust has a positive influence on the intention to redeem mobile coupons

Socializing
(X1)
Economic Benefit
(X2)

Intention To Redeem Mcoupons
(Y)

Trust
(X3)
Figure 1. Concept of Research Model
3. RESEARCH METHOD
3.1 Data Collection Technique
This research was conducted by survey method by collecting data using questionnaires.
Respondents in this study were male and female population of Purwokerto aged 16-35
years who received and used mobile coupons through social networks. The sample
selection model in this study was conducted on a non-probability basis with a purposive
sampling technique. The determination of this sample using the Slovin formula of the
population in the Purwokerto.
3.2 Data Analysis Technique
Data analysis techniques used in this study is multiple regression analysis tools.
Instruments for measuring the accuracy and speed of questionnaires using validity and
reliability tests (Sugiono, 2013), the measurement scale used in this study is the Likert's
7 point scale. Likert‟s scale is used to measure a person's responses or respondents about
social objects (Suliyanto, 2011). Before conducting a regression analysis, the classic
assumption test is carried out first so that the research model gives the best results that
consisting of: Normality Test, Multicollinearity Test, Heteroscedasticity Test, Linearity
Test (Suliyanto, 2011). The accuracy of the sample regression function in estimating the
actual value can be measured from Goodnes of fit which can be statistically measured
from the coefficient of determination (R2), significance value (F test), and partial test
value (statistical test t).
4. RESULTS AND DISCUSSION
4.1 Validity Test Results and Questionnaire Reliability
Based on the output of the validity test, it can be seen the value of product moment
correlation of all questions from the socialization variable (X1), economic benefits (X2),
trust (X3) and the rvalue of the product moment correlation of the intention to exchange
mobile coupons (Y) greater than the critical value (rtable).
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Thus, all the items of questions variables in this study proved to be valid and can be used
as a data collection tool. Furthermore, referring to the reliability test output, it can be
seen that the reliability coefficient (rtotal) , the socialization variable (X1), economic
benefits (X2), trust (X3) and reliability coefficient (rtotal) intention to redeem mobile
coupons variable (Y) each have greater value than of the value rtablel so that all items of
questions for each variable in this study proved to be reliable and can be used as a data
collection tool.
4.2 Classical Assumption Test Results
Based on the test output normality is obtained value of asymp. sig. (2-tailed) from the
Kolmogorov-Smirnov Z test, Standardized residual variable is 0,387 greater than the
value of  (0,05), so that it can be concluded that the data used is normally distributed.
The multicollinearity test output shows that the Variance Inflation Factor (VIF) value of
the socialization variable (X1), the economic benefit variable (X2) and the VIF value of
the trust variable (X3) are each smaller than 10, so that it can be concluded that there is
no multicollinearity in the regression model. From the heteroscedasticity test output, it
can be seen that the significance value of the socialization variable t test (X1), the
economic benefit variable (X2) and the significance value of the trust variable t test (X3)
are greater than the value of  (0.05). Based on this evidence, it can be concluded that
there is no heteroscedasticity in the regression model. Furthermore, based on the
linearity test output using Mackinnin-White-Davidson (MWD) test it can be seen that the
significance value of the t test of the ZMWD variable is 0.146 greater than the value of 
(0.05). Thus, it can be stated that the model of the causal relationship between the
independent variables and the dependent variable in this study is linear.
4.3 Results of Multiple Regression Analysis
Based on the output of multiple regression analysis using SPSS, the results of the
calculations can be summarized as shown in Table 1.
Table 1. Summary of the Results of Multiple Regression Analysis
Regression
No.
independent variable
tcount
Coefficient
1
Socialization (X1)
0,218
2,589
2
Economic Benefit (X2)
0,461
4,258
4
trust (X3)
0,254
2,703
Constanta
= 0,687
Coef. Determination = 0,517
Fcount
= 34,257

t table
(one-tail)

>
>
>

1,661
1,661
1,661

Based on the data in Table 1, the following multiple regression equations can be made as
follows:
Y = 0,687 + 0,218X1 + 0,461X2 + 0,254X3
Summary of the results of multiple regression analysis in Table 1 above shows the
coefficient of determination (R2) of 0.517, which means that 51.70 percent of the variation
changes in intention to redeem the mobile coupons variables can be explained by
socialization, economic benefits and variable trust, while 48.30 percent can be explained
by other variables that are not included in the regression model.
The summary of the results of multiple regression analysis in Table 1 also shows that the
Fcount value of 34.257 is greater than the value of Ftable with df = (k - 1) and (n - k) of
2.68. The results of the F test show evidence that the variable socialization, economic
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benefits and trust variables simultaneously have a significant influence on the intention
to redeem mobile coupons, it can be said that the multiple regression model is
appropriate or suitable with the research data (goodness of fit).
Significance testing the effect of socialization, economic benefits and trust variables on
the intention to redeem mobile coupons partially is done using the t test. Based on the
error level () = 0.05 and a degree of freedom (n - k), where n = 100 and k = 4, then it can
be determined the value of ttable for one-sided testing (one tailed) is 1.661. The summary
of the results of multiple regression analysis in Table 1 above shows that the value of the
socialization variable (X1) is 2.589, the value of the economic benefit variable is 4.258
(X2) and the t-count variable trust (X3) is 2.703.
4.4 Hypothesis Testing
The summary of the results of multiple analysis in Table 1 shows that the value of the
socialization variable (2.589) is greater than the value of t table (1.661). The statistical
test results prove that socialization has a positive and significant effect on the intention
to redeem a mobile coupon. Thus, the first hypothesis which states that socialization has
positive influence on the intention to redeem the mobile coupons, accepted. Referring to
the summary of the results of the regression analysis, it can be seen that the value of the
variable economic benefit variable (4,258) is also greater than the value of t table (1,661).
The results of the statistical tests show evidence that economic benefits have a positive
and significant effect on the intention to exchange mobile coupons. Thus, the second
hypothesis which states that the positive effect on the economic benefits of an intention to
redeem the mobile coupons, accepted. Next, the summary of multiple regression analysis
result in Table shows that the value of t count the trust variable (2.703) is greater than
the value of t table (1.661). The test results prove that trust also has a positive and
significant influence on the intention to exchange mobile coupons. Thus, the third
hypothesis which states that trust has a positive effect on the intention to redeem mobile
coupons, is accepted.
4.5 Discussion of Research Results
The results of this study prove that socializing has a positive influence on the intention to
redeem mobile coupons. The findings of this study show evidence that the better the
perceptions of respondents regarding the socialization of mobile coupons, the stronger the
intention to redeem mobile coupons. The results of this study are in line with social
exchange theory which suggests that interactions between individuals are based on the
exchange of resources that are materialized and non-manifested. With socialization,
users who have good relationships with others tend to share interesting and valuable
information (Lambe et al, 2001). Empirically, the results of this study are consistent with
the findings of a previous study conducted by Xuefeng (2016) who also found evidence
that socialization had a positive influence on the intention to redeem m-coupons.
The results of this study find evidence that economic benefits have a positive influence on
the intention to redeem mobile coupons. The causal relationship proves that the better
the respondent's perception of the economic benefits of the mobile coupon, the stronger
the intention to redeem mobile coupons. The findings of this study are corresponds with
the results of previous study conducted by Fen Liu (2014) that economic benefits have a
positive influence on the intention to redeem m-coupons. Furthermore, the results of this
study are also corresponds with the findings of the study conducted by Qing Tang (2018)
which also proves that economic benefits have a positive influence on the intention to
redeem mobile coupons.
The results of this study also show evidence that trust has a positive influence on the
intention to exchange mobile coupons. The causal relationship provides evidence that the
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higher the level of confidence of respondents regarding mobile coupons, the stronger their
intention to redeem mobile coupons. Theoretically, the findings of this study are in line
with the opinion of Moorman (1993) which states that trust is a mental condition based
on a person's situation and social context. When a person takes a decision, he would
prefer a decision based on the choice of the people he can trust more than the less
believed. Empirically, the results of this study are consistent with the findings of the
study Xuefeng (2016), which prove that the trust has a positive influence on the intention
to redeem a mobile coupon. Furthermore, the results of this study are also consistent
with the findings of a study conducted by Tang Qing (2018) which also showed evidence
that the trust has a positive influence on the intention to redeem the m-coupon.
5.

CONCLUSIONS AND IMPLICATIONS

5.1 Conclusions
1. Socializing has a positive influence on the intention to redeem mobile coupons.
2. Economic benefits have a positive influence on the intention to redeem mobile
coupons.
3. Trust has a positive influence on the intention to redeem mobile coupons.

5.2 Implications
In an effort to strengthen the intention of social media users to redeem mobile coupons,
marketing management that offers mobile coupons needs to pay attention to various
factors related to socializing, economic benefits and consumer trust. The ways that can be
done include building a community of social media users based on age, occupation,
education level, income and product categories purchased, disseminating positive
information related to the experiences and testimonials of mobile coupon users on various
social media, offers attractive and valuable economic benefits to consumers who are
willing to exchange mobile coupons, provide more options about expiring mobile coupons
so that customers do not hesitate to redeem them, provide an easily accessible website to
find relevant information about the mobile coupons offered, provide information
accurately and easily understood by the consumer associated with mobile coupons are
offered, to minimize the risks that may be faced by consumers related to security and
their privacy in the process of use of mobile coupons and always follow up on consumer
complaints related to problems encountered in the process of exchange mobile coupons
quickly and precisely.
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