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Abstract

A control environment is crucial to preventing businesses at the Makassar Tax Office from
committing fraud. Due to its collection of state funds and access to private taxpayer data, including
financial and personal identification, it is susceptible to fraud. This study assesses the various
elements of the control environment at the Makassar Intermediate Tax Service Office using the
COSO Internal Control Framework, 2021 edition. A case study and a qualitative descriptive method
are both used in this research. There are 85 workers in this tax office. Semi-structured interviews
with twenty informants from different departments were used to gather primary data. Literature
reviews, reports, regulations, and internet sources were used to gather secondary data. The use of
theme analysis is one of the novel ideas in this study. 37 themes were the outcome, and these served
as measurements to assess if the environmental control components were appropriate. The Makassar
Intermediate Tax Service Office possesses 28 out of 37 measures, as indicated by the research
findings. The findings show that working hours violations are a component of "The organisation
demonstrates commitment to integrity and ethical values." The Indonesian Financial Audit Agency's
research indicates that for components to function independently, an internal compliance unit is
necessary.
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Introduction
Even clients who are interested in buying a new car or who wish to buy one in the future

are heavily influenced by social media marketing when making their purchasing decisions.
Hence, in order to weather the current storm and maintain it for the life of the company, business
owners in the automotive sector must devote their time, energy, and efforts to social media
marketing. In the past, companies in the automotive industry, such car dealers, relied heavily
on word-of-mouth to grow their clientele and revenue. To stay current with the trends, firms
must modify their marketing tactics, though. Entrepreneurs in the automobile sector can use
social media, particularly Instagram, to market their products. since the typical car owner is
currently approaching retirement age. such that the target market is suitable for using Instagram
as a promotional medium (Suprayitno, 2023).

Instagram is currently one of the most popular social networking platforms. The Instagram

app primarily focuses on images and videos (Yusuf, 2021). Instagram has over 900 million
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active users globally as of November 2023, with 86.35 million members in Indonesia.
Furthermore, 58% of Instagram users access the platform at least once a week, and the platform
boasts regularly visited material that reaches 17% of other social media (Suprayitno, 2022).
The official Toyota Indonesia dealer, PT. Bekasi Modern Motor, is one of the car firms in
Indonesia that uses Instagram as a social media marketing platform or promotional media.
Operating as an authorised Toyota car dealer in Indonesia is PT. Toyota Auto 2000, also
referred to as Toyota Bekasi. Toyota Bekasi has been promoting on Instagram and other social
media channels since September 2020. Nevertheless, no assessment of the social media
marketing strategy was done between 2020 and 2023 to determine how well the material
generated by the campaign influenced potential Toyota Bekasi buyers' purchasing intentions.

Literature Review
Acquire Interest

A potential customer's interest in a product is demonstrated by their search for information
about it. Purchase intention refers to how prospective customers intend to purchase a product
and how much of it they require. One aspect of the behavioural component of consumer

attitudes is purchase interest (Kushendar, 2021).

Marketing on Social Media

Social Media marketing is the word used to describe any marketing campaign that uses
internet-connected devices and various Social Media media and strategies in order to facilitate
online communication. Social media marketing is the practice of advertising products and
services in novel ways, particularly by utilising database-based distribution techniques to
communicate with consumers and clients in an efficient, timely, and cost-effective manner. To
educate prospective buyers about the products offered, a variety of social media marketing

platforms are available (Suprayitno, 2021).
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Customer conduct

The study of consumer behaviour focuses on how people, communities, and organisations
choose which goods, services, encounters, or concepts to use in order to fulfil their wants. Three
elements impact the behaviour of consumers. The first aspect is internal; consumers' pre-
purchase possessions of a certain brand have an impact on their purchasing decisions.
Furthermore, the behaviour of customers is influenced by their motives, perceptions, attitudes,

personalities, values, and lifestyles.

Methods
The population in the study were all potential buyers of Toyota car products at PT. Toyota

Auto 2000 who has been looking for further information about Toyota car products via
Instagram direct messages. The research design in this study was analytical observational. This
research was carried out only through observation and there was no intervention towards the
research subjects. The approach used in this research is cross-sectional. Researchers obtained
data from the results of questionnaires, interviews and observations. Questionnaires are
distributed to prospective consumers whose number has been determined using the Slovin
formula. Observations were carried out by directly observing the research location. Interviews

were conducted with marketing employees and potential consumers of Toyota Bekasi.

Results and Discussion

Test Table a. Dependent Variable: Abs Res

Unstandardized Standardized

Coefficients Coefficients
Model S, t Sig.
B Error Beta
(Constant) 1 2.007 665 2.878 .007
X ~010 .005 -34 1266 208

Source: SPSS 26 Data Processing, 2024
The results from table 4.10 for testing heteroscedacity show that the significance result of

0.208 is greater than 0.07, so it can be said that heteroscedacity does not occur.
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Hypothesis testing
Table T Test
Unstandardized Standardized
Coefficients Coefficients .
Model Sid. t Sig.
B Beta
Error
(Constant)! -.753 1.133 =717 .605
X 210 .014 571 17.202 .000

Source: SPSS 26 Data Processing, 2024

From the results of data calculations in the table above, it shows a significance value of
0.000 which is below alpha 0.07 and tcount 17.202 > ttable 1.66, which means that there is a
significant influence between Social Media marketing on buying interest.

A positive t-count value indicates that the nature of the influence is positive, meaning

that the higher the Social Media marketing, the higher consumer buying interest is predicted

to be.
YY = aa + bbbb
TT =-00.555555 + 00.222200XX
Table R Square
Model R R Square Adjusted R Square Std. Error of the Estimate
1 571a 624 621 1.467

Source: SPSS 26 Data Processing, 2023
R Square's result is 0.624, indicating that 62.4% of the Social Media marketing variable

can account for the purchase interest variable, with additional factors outside the scope of this
study influencing the remaining 26.6%. based on material that was posted on July 15, 2023,
and got 466 likes and 14 comments. This section features the newest Toyota automobile
models. The average engagement rate for product image feed content was 4.10%, whereas this
particular content received a rate of 15.26%. Based on questionnaires completed by
prospective consumers and Toyota Bekasi Instagram followers, test results have been

conducted. The number of visitors to the Toyota Bekasi, Pramuka, and Lotte branches in June—
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August 2023 is increasing, which is further evidence that social media marketing content on
the company’s Instagram account has a positive and significant impact on potential customers’
buying interest. The T Test results were 14,810 with a significance value of 0.000 < 0.07.

From the findings of six potential Toyota Bekasi customers' interviews, it can be inferred
that product image feeds and instructive and informational content piques consumers' interest
in making a purchase. Many prospective consumers who wish to visit the store to have a test
drive are indicating that they are more interested in making a purchase.

Seven Toyota Bekasi marketing staff members were interviewed, and the results showed
that no analysis had ever been done on the impact of social media marketing content on
purchase interest. Additionally, all Instagram marketing staff members agreed that giveaway
content and customer testimonials have the greatest influence on Instagram engagement. In
addition, it is evident from the interview results that the marketing team requires information
regarding the kinds of material that will pique the interest of potential Toyota Bekasi buyers

in making a purchase.

Conclusion
There is an influence of Social Media marketing content on prospective customers' buying

interest. This is in line with Kotler & Keller's theory of buying interest, which states that one
indicator of buying interest is someone who is always looking for information about the product
they want. With the results that Social Media marketing content influences prospective
customers' buying interest by 62.4% with a significance level of 0.07. The types of Social Media
marketing content that can increase prospective customers' buying interest are informative,
educational content and product image feeds. The type of social media marketing content that
can increase Instagram engagement rate is giveaway content. However, giveaway content does

not increase potential customers' buying interest.

285



Journal of Management E-ISSN: 3026-3239
https.//myjournal.or.id/index.php/JOM Vol. 3, No. 1, January - June (2024), pp. 281-287

References
Alalwan, A. A. (2018). Investigating the impact of social media advertising features on

customer purchase intention. International journal of information management, 42, 65-
77.

Bala, M., & Verma, D. (2018). A critical review of digital marketing. M. Bala, D. Verma
(2018). A Critical Review of Digital Marketing. International Journal of Management,
IT & Engineering, 8(10), 321-339.

Chaffey, D., & Ellis-Chadwick, F. (2019). Digital marketing. Pearson uk.

Chaffey, D., & Smith, P. R. (2022). Digital marketing excellence: planning, optimizing and
integrating online marketing. Taylor & Francis.

Evitha, Y., Sari, S. N., Suprayitno, D., & Irrianda, J. (2023). Digital Communication
Management Government of the Republic of Indonesia for Inclusive and Sustainable
Economic Recovery in Indonesia. KnE Social Sciences, 621-631

Felix, A., & Rembulan, G. D. (2023). Analysis of Key Factors for Improved Customer
Experience, Engagement, and Loyalty in the E-Commerce Industry in Indonesia. Aptisi
Transactions on Technopreneurship (ATT), 5(2sp), 196-208.

Hollebeek, L. D., & Macky, K. (2019). Digital content marketing's role in fostering consumer
engagement, trust, and value: Framework, fundamental propositions, and
implications. Journal of interactive marketing, 45(1), 27-41.

Lor, W., & Hassan, Z. (2017). The influence of leadership on employee performance among
jewellery artisans in Malaysia. Lor, W & Hassan, (2017), 14-33.

Magasi, C. (2021). The Role of Transformational Leadership on Employee Performance: A
Perspective of Employee Empowerment. European Journal of Business and
Management Research, 6(6), 21-28.

Rowley, J. (2008). Understanding digital content marketing. Journal of marketing

management, 24(5-6), 517-540.

286



Journal of Management E-ISSN: 3026-3239
https.//myjournal.or.id/index.php/JOM Vol. 3, No. 1, January - June (2024), pp. 281-287

Rozi, A., Agustin, F., Hindriari, R., Rostikawati, D., & Akbar, 1. R. (2020). The effect of
leadership on employee performance at PT. Stella Satindo in Jakarta. Humanities,
Management and Science Proceedings, 1(1), 55-61.

Sugiarto, M., & Suprayitno, D. (2023). Analysis of Factors Causing Logistics Warehouse
Inventory Mismatch at PT Dai Nippon Printing Indonesia. Sinergi International Journal
of Logistics, 1(1), 17-31.

Suprayitno, D. (2011). Pengaruh Budaya Organisasi dan Gaya Kepemimpinan Terhadap
Kepuasan Kerja Karyawan PT. Rig Tenders Indonesia, Thk (Doctoral dissertation,
Tesis. Magister Manajemen. Universitas Pancasila).

Suprayitno, D., & Hermawan, E. (2022). THE EFFECT OF ORGANIZATIONAL CLIMATE
AND COMPETENCE ON THE PERFORMANCE OF PT. SAHARJO ENAM
SEMBILAN. PalArch's Journal of Archaeology of Egypt/Egyptology, 19(3), 929-944.

Suprayitno, D., & Wibowo, H. U. (2020). Loyalty of Seafarers in the Shipping Industry in
Jakarta  Province, Indonesia. Paldrch's  Journal  of  Archaeology  of

Egypt/Egyptology, 17(7), 10065-10084.

287



