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Abstract

Objective: This research aims to analyze the influence of cigarette content marketing on student behavior, and
on cigarette purchasing decisions, as well as the influence of behavior on cigarette purchasing decisions. Methods:
This research is quantitative, using a sample of 500 smoking students from twelve universities in the city of Medan,
Indonesia, who were selected using a simple random sampling technique. Data collection was carried out by distributing
questionnaires that had been tested for convergent validity with an Outer Loading value > 0.7 and an AVE value > 0.5,
and for discriminant validity with an HTMT value < 0.9. The data was analyzed using a multivariate analysis technique
which combines factor analysis and regression analysis. Results: The research results show that the t-statistical value
for the behavioral variable (BHV) is 4.128 (> 1.98) and the p-value is 0.000 (< 0.05), which means that the BHV
variable has a significant effect on the cigarette purchasing decision variable (PD). The t-statistical value for the content
marketing (CM) variable is 27.57 (> 1.98) and the p-value is 0.000 (< 0.05), which means that the CM variable has a
significant effect on the BHV variable. The t-statistical value for the CM variable is 18,542 (> 1.98) and the p-value is
0.000 (< 0.05), which means that the CM variable has a significant effect on the PD variable. 93.2% of respondents
admitted that they had seen cigarette marketing content on social media, many of them (43%) believed that smoking
was detrimental to their health, but the most influential factor was their perception regarding the activity of smoking.
Conclusion: Cigarette marketing content has been proven to influence students’ behavior towards cigarettes, as well
as directly influencing their decision to purchase cigarettes. Students’ behavior towards cigarettes also influences their
decisions in purchasing cigarettes.
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restrictive policy against it. Tobacco companies have
found innovative ways to get around Tobacco advertising,
promotion and sponsorship (TAPS) provisions [3],

Introduction

The prevalence of smoking in Indonesia is one of

the highest in the world. According to data from The
Tobacco Atlas in 2019, the percentage of daily smokers
aged 15 years and over in Indonesia reached 33 percent
of the population, which is one of the highest among
world countries. Almost the same figure is shown by
the 2021 Global Adults Tobacco Survey (GATS) report
which shows that 34.5 percent of the adult population in
Indonesia uses tobacco. These data show that the number
of adult smokers in Indonesia is still high, even though it
is considered to have decreased.

This smoking habit is related to exposure to advertising
[1], including content on social media [2]. The results of
the 2021 GATS survey have shown that 75.3 percent of
adults have seen cigarette advertising and promotions,
even though the government has implemented a

including by reallocating resources to new marketing
strategies, such as utilizing Facebook, Instagram,
YouTube, and TikTok [4], which apparently has become
quite rampant [5].

Content marketing is a new strategy for marketing
cigarettes in response to restrictions on cigarette advertising
and promotion. It has emerged as a unique marketing
discipline, strategically and tactically distinguishable
from others, for example advertising and sales promotion
[6]. Content marketing provides consumers with useful
information to aid purchasing decisions, increase product
use, and entertain them while achieving organizational
goals without having to overtly promote [7]. This strategy
has been widely implemented in digital media, including
by utilizing influencers, as can be seen in Figure 1 and
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Figure 2.

Social media platforms—where young people spend
a lot of time [8] and where cigarette marketing content is
prevalent—offer many advantages for companies seeking
to attract future generations of smokers. They empower
various sectors to reach specific individuals and engage
customers through online promotional activities such as
contests, quizzes and videos, thereby encouraging them
to participate and spread the content across their personal
social media platforms, thereby generating significant
extra exposure. Content marketing often conceals its
source, allowing tobacco companies to circumvent
Framework Convention on Tobacco Control (FCTC)
compliant advertising restrictions [9].

Previous studies have discussed marketing strategies
for cigarette companies on social media. Research by
Mutmainnah et al. [3] have discussed the use of social
media as a form of indirect tobacco advertising, which
aims to normalize their brands into the lives of young
people. Research by Liang et al. [10] has discussed various
forms of tobacco promotion strategies on social media,
but their research has not touched on content marketing
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strategies. Several other studies show the use of social
media in selling cigarettes, but do not examine its effect
on adolescent smoking behavior [7, 4, 8].

The research results of Navarro et al. [11] shows that
cigar brands generally use influencers to market their
products on the brand’s Instagram page, which is in line
with Rowell’s findings [9]. Research by Vassey et al.
[12] shows that there is a highly interconnected network
of e-cigarette influencers involved throughout the world
who collaborated with more than 600 e-cigarette brands in
2020. The use of influencers to promote tobacco products
is another strategy of promotion of cigarettes on social
media. A new development in content marketing, these
influencers no longer directly promote cigarette brands,
nor are they linked to the brand’s social media accounts
so they look very natural and easily escape scrutiny.

This research aims to analyze the influence of new
cigarette marketing strategies on social media in the form
of content marketing on the smoking behavior of students
in North Sumatra. This objective will be explained by
finding answers to three main research topics, namely (a)
analyzing the influence of content marketing in forming
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Figure 2. Cigarette Marketing Content on Instagram
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attitudes, subjective norms and perceived behavioral
control of students in Medan on smoking behavior. ; (b)
analyze the influence of content marketing on the decision
of students in Medan to consume cigarettes, and and (c)
analyze the influence of attitude, subjective norms and
perceived behavioral control on the smoking decision of
students in Medan .

Materials and Methods

Study design and setting

This research is quantitative research conducted
through a survey using the PLS-SEM approach, lasting
44 days, in October and November 2023. The study was
conducted in Medan City, Indonesia, on students at twelve
campuses, namely UIN Sumatera Utara, Universitas
Sumatera Utara, Universitas Negeri Medan, Universitas
Muhammadiyah Sumatera Utara, Universitas Islam
Sumatera Utara, Universitas Medan Area, Universitas Sari
Mutiara Indonesia, Universitas Al Washliyah, Politeknik
Negeri Medan, Universitas Pancabudi, Universitas
Potensi Utama, and Universitas MTU.

Respondent

The Respondents in this study were student smokers
at twelve campuses or universities in Medan, Indonesia,
with a total sample of 500 people. They were selected
using simple random sampling techniques. Respondents
were aged 17 to 25 years, showed smoking behavior, and
had studied at university for at least 1 year. The general
description of the respondents in this study can be seen
in Table 1.

Instrument

Data collection was carried out through a questionnaire
prepared based on a literature review, which can be seen in
Table 2. The questionnaire has been tested for convergent
validity with an Outer Loading value > 0.7 and AVE value
> 0.5, and discriminant validity with an HTMT value <
0.9. The Composite Reliability and Cronbach’s Alpha
values are > 0.7 so the variables are reliable. Further
explanation can be seen in the results section regarding
the outer model. The variables in this study were measured
using a 1-5 Likert scale. Where the number 1 indicates
strongly disagree, up to the number 5 indicates strongly
agree.

Data analysis

Data analysis techniques use descriptive statistics
and PLS-SEM using SmartPLS 4.0 software. PLS-
SEM is a modern multivariate analysis technique with
a demonstrated ability to estimate theoretically defined
models of cause-and-effect relationships. The data was
analyzed using a multivariate analysis technique which
combines factor analysis and regression analysis, with
the aim of testing the relationship between variables in
a model, both between indicators and their constructs
and the relationship between constructs. PLS-SEM can
estimate complex relationships and emphasize predictions
without imposing high demands on the data or requiring
relationship specifications. In particular, PLS-SEM can
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Table 1. The General Description of the Respondents

Category Frequency Percentage
Gender Male 322 64.4
Female 178 35.6
Cigarette prices IDR10k-20k 52 10.4
IDR21k-25k 88 17.6
IDR26k-30k 127 25.4
IDR31k-35k 123 24.6
IDR36k-40k 46 9.2
IDR41k-50k 50 10.0
IDR51k-65k 5 1.0
IDR100k-350k 9 1.8
Cigarette 1 pack 100 20.0
consumption per 2 packs 9 17.8
month
3 packs 60 12.0
4 packs 40 8.0
5 packs 47 9.4
6-10 packs 63 12.6
11-19 packs 48 9.6
20-25 packs 31 6.2
26-50 packs 22 44
Knowledge about Ever 469 93.8
cigarette promotion Never 31 6.2
on social media
Knowledge about Ever 466 93.2
cigarette marketing Never 34 6.8

content

guarantee factor determination by directly evaluating
latent variable scores, perform factor identification by
introducing a flexible residual covariance structure, and
provide good predictions in the context of small sample
sizes, asymmetric distributions, and interdependent
observations [13].

Ethical Declaration

The research protocol was approved by the Ethical
Clearance Section, Faculty of Medicine, North Sumatra
Islamic University (UISU), Medan, Indonesia (No. 432/
EC/KEPK.UISU/IX/2023).

Results

Outer Model

The outer model is evaluated by looking at the validity
and reliability values of the measurements of the model.
The PLS algorithm can be seen in Figure 3. Measurement
validity consists of convergent validity and discriminant
validity. Convergent validity is determined using loading
factor parameters and AVE (Average Variance Extracted)
values. This research has convergent validity because the
loading factor value is > 0.7 (can be seen in Table 3) and
the AVE (Average Variance Extracted) value is > 0.5 (can
be seen in Table 4).

Discriminant validity is determined by looking at the
Fornell Larcker Criterion or HTMT and Cross Loading
of each variable and is categorized as having discriminant
validity if the Fornell Larcker Criterion or HTMT and
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Figure 3. PLS Algorithm

Cross Loading value reaches 0.7 [14]. The HTMT value
can be seen in Table 5 below, where each score is less
than 0.9. The value of the Fornell Larcker Criterion in
this research is that the correlation of the variable with
the variable itself is not smaller than the correlation of

be seen in Table 6 below.

Table 2. Operational Definition of Research

Variable Indicator Statement
Content Content Information ~ Content about cigarettes on social media pages is efficient for obtaining information
marketing Content about cigarettes on social media pages provides the latest information
Content about cigarettes on social media pages meets my needs
Content Content about cigarettes on social media pages is really fun
Entertainment Content about cigarettes on social media pages is also exciting
The content about cigarettes on social media is quite interesting
Social Interaction Content about cigarettes on social media pages can be impressive for me
Content about cigarettes on social media pages can stimulate me to engage in sharing
Content about cigarettes on social media pages can fulfill my hope of interacting with like-minded people
Self-Expression Content about cigarettes on social media pages can fulfill my hopes of showing my personality
Content about cigarettes on social media pages can make me feel more like I belong
I feel like other people find me friendly
Behavior Attitude toward Cigarette content shows smoking as fun
behavior Smoking relaxes, relieves stress, tension and nervousness
Smoking because it doesn't harm your health
Subjective norm Smoking is a means of socializing
Smoking makes me more confident
Smoking makes a person more manly or mature
Perceived behavioral I am safe when I smoke
control My family and environment do not prohibit smoking
Cigarettes are affordable and easy to get
Decision Problem recognition  Cigarette content provides me with information about my needs regarding cigarettes

Information search

Evaluation of
alternatives

Purchase decision

Postpurchase
behavior

Cigarette content on social media answers my problems about cigarettes
Cigarette content on social media encouraged me to look for other information
Cigarette content provides alternative information about cigarettes for me
Cigarette content helps me to evaluate attitudes towards cigarettes

Cigarette content on social media shapes my inclination towards smoking
Cigarette content on social media convinces me to smoke

I feel satisfaction after smoking

Cigarette content on social media gives rise to smoking satisfaction
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the variable with other variables, meaning that it has met
the requirements and continues to the next stage, namely
Cross Loading. The Fornell Larcker Criterion value can

The Cross Loading value in the model can be seen in



Table 3. Outer Loading and Cross Loading

Outer Loading  Cross Loading

BHV.1 0.798 0.798
BHV.4 0.725 0.725
BHV.5 0.773 0.773
BHV.6 0.792 0.792
BHV.7 0.793 0.793
CM.10 0.806 0.806
CM.3 0.751 0.751
CM.4 0.812 0.812
CM.5 0.807 0.807
CM.6 0.772 0.772
CM.7 0.828 0.828
CM.8 0.776 0.776
CM.9 0.809 0.809
PD.1 0.817 0.817
PD.2 0.8 0.8

PD.3 0.79 0.79
PD.4 0.795 0.795
PD.5 0.742 0.742
PD.6 0.762 0.762
PD.7 0.761 0.761

Table 4. AVE, Composite Reliability, and Cronbach's
Alpha

AVE  Composite Reliability Cronbach's alpha

BHV  0.603 0.842 0.836
CM 0.633 0.918 0.917
PD 0.611 0.895 0.894

Table 3, where the value for the variable itself is greater
than for the other variables, and exceeds the value of
0.7 [14]. If the Composite Reliability and Cronbach’s
Alpha values are > 0.7, then a variable can be said to
meet Composite Reliability and Cronbach’s Alpha. You
can see the Composite Reliability value for each variable
in Table 4. Reliability testing is also seen from the
Cronbach’s Alpha value. The following Cronbach’s Alpha
values obtained are presented in Table 4 which shows a
value above 0.7 which proves that the measurements in
this study are reliable.

Inner Model

To see the direct and indirect influence between
variables, a structural model test or Inner Model evaluation
is carried out. Starting by looking at the R-Square value,
then the path coefficient, T-Statistic (bootstrapping),

Table 7. T-statistics (Bootstrapping)
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Table 5. The Heterotrait-Monotrait Ratio of Correlations
(HTMT) Values

Behavior ~ Content Marketing Purchasing

(BHV) (CM) Decision (PD)
BHV 0.777
CM 0.745 0.795
PD 0.715 0.754 0.781

Table 6. Fornell Larcker Criterion Values
Behavior Content Marketing ~ Purchasing
(BHV) (CM) Decision (PD)

BHV
CM 0.843
PD 0.819 0.842

predictive relevance, and model fit to evaluate the Inner
Model with PLS-SEM.

How much the value shown by the independent
variable influences the dependent variable is called
R-Square. The research R-Square value for behavioral
variables is 0.555. This means that the percentage
influence of content marketing on smoking behavior is
55.5%, while the remaining 44.5% is influenced by other
factors. Meanwhile, the R-Square value for the purchasing
decision variable is 0.743. This means that the percentage
influence of marketing content and behavior on cigarette
purchasing decisions is 74.3%, while the remaining 25.7%
is influenced by other factors. Based on the opinion of Chin
[15] above, the R-Square value in this study is classified
as strong because it is greater than 0.67, namely 0.743.
Likewise, if viewed from the opinion of Hair et al. [16], it
is still considered substantial. To be able to see whether the
relationship is significant or not, the bootstrapping method
is used in SmartPLS 4. Based on Table 6 above, it shows
that the t-statistics of the relationship between behavior
(BHV) and the decision to purchase cigarettes (PD) is
greater than the t Table (1.98), namely 4.128, meaning it
has a significant effect. The t-statistics of the relationship
between content marketing (CM) and behavior (BHV)
is greater than the t Table, namely 27.57, meaning it has
a significant effect. The t-statistics of the relationship
between content marketing (CM) and decisions (PD) is
greater than the t Table, namely 18,542, meaning it has a
significant effect.

Apart from that, it can also be seen from the
probability number, if the probability number is <0.05,
then the hypothesis is accepted. Based on Table 7 above,
it shows that the probability number or P value of the
relationship between behavior (BHV) and the decision
to purchase cigarettes (PD) is smaller than 0.05, namely

Original sample (O) Sample average (M) Standard deviation (STDEV) T statistics ((O/STDEV]|) P values

BHV ->PD 0.178 0.179
CM -> BHV 0.745 0.746
CM ->PD 0.721 0.721

0.043 4,128 0
0.027 27.57 0
0.039 18,542 0
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Table 8. Model Fit

Saturated model Model estimates

SRMR 0.055 0.055
d ULS 0.632 0.632
dG 0.265 0.265
Chi-square 749,035 749,035
NFI 0.883 0.883

0.000, meaning it has a significant effect. The P value
of the relationship between content marketing (CM)
and behavior (BHV) is smaller than 0.05, namely
0.000, meaning it has a significant effect. The P value
of the relationship between content marketing (CM)
and decisions (PD) is smaller than 0.05, namely 0.000,
meaning it has a significant effect. Furthermore, model fit
or the accuracy of the model with the data is the degree
that shows how capable the model being developed
explains the data. In the fit model, the NFI or Normed Fit
Index value can be seen. NFI values ranging from 0 to 1
are derived from a comparison between the hypothesized
model and a certain independent model. The model has
high suitability if the value is close to 1. In this study, the
NFI value can be seen in Table 8. Based on Table 8 above,
it shows that the NFI value in this model is 0.883. This
means that this research model is 88.3% fit.

Discussion

The results of this study show that the behavioral
variable (BHV) has a significant effect on the cigarette
purchasing decision variable (PD). Behavior in this
research includes behavioral dimensions developed by
Ajzen [17] in the Theory of Planned Behavior (TPB),
including attitudes towards behavior, subjective norms
and perceived behavioral control. In Ajzen’s view, these
three dimensions encourage a person to carry out or not
carry out a behavior, in this case the decision to purchase
cigarettes. Reflecting on this research, the results support
Ajzen’s theory that a person’s behavior towards cigarettes
or smoking, includes how a person evaluates the benefits
they obtain through smoking, how social pressure they
feel, and how they believe they have access to smoking,
these dimensions influence their decision to buy cigarettes.

However, on the other hand, cultural factors can
also reduce tobacco use among students [18], including
campus intervention in implementing smoke-free
campus policies [19]. Thus, in an effort to shape student
behavior to reduce cigarette consumption, it is necessary
to create an environment that does not support smoking
activities, including implementing a smoke-free campus
policy. In Indonesia, campuses as places for teaching and
learning processes have been designated as smoking-free
areas, based on Article 151 of Law Number 17 of 2023
concerning Health, but this has not been implemented
strictly. Reflecting on several research results, cigarette
and tobacco-free campus policies have been proven
effective in several countries, such as Canada [20] and
the United States [21].

Regarding attitudes towards cigarettes and smoking
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behavior, the results of this study show that the average
value of respondents’ answers to the indicators proposed
in this study is above three or neutral, which means that
they generally lean towards the indicators shown. These
results support the results of research by Jarvis [22] and
earlier research by Ho [23] regarding the reasons and
motivations for smoking. There is only one indicator
proposed that has an average value below three, to be
precise a value of 2.8, which means it is more likely to
disagree, namely the statement that smoking does not
harm health. Thus, it can be interpreted that respondents
generally tend to think that smoking is detrimental to
health. These results can also be seen from 26.6% of
respondents strongly disagreeing and 17% disagreeing,
which means that 43.6% of smokers themselves do not
agree that smoking does not harm their health. These
results support research results that 85.7 percent of
adults believe that smoking causes serious illness. Thus,
promotion of the health impacts of smoking has been quite
successful in influencing the perception of the public and
smokers, but has not succeeded in stopping them from
smoking. The results of this study show that the highest
average smoking behavior of students is the opinion that
smoking makes them relax, relieves stress, tension and
nervousness, followed by the opinion that smoking makes
them more confident.

Continuing the results of the research above, this
research examines the content marketing (CM) factor as
one of the factors that might influence smoking behavior
(BHV). The results of this research show that content
marketing does have a significant effect on smoker
behavior. Cigarette CM has mushroomed on social media,
it is proven that 93.2% of respondents from 500 student
smokers in the study had seen social media content
showing cigarette brands or smoking activities, although
not in the form of cigarette promotions. Even though it
is not openly promoted by cigarette brands, the results of
this research show that this method is still recognized by
smokers and influences their behavior towards cigarettes
and smoking activities. Related to these results, in order to
stem increasingly innovative cigarette content, efforts are
also needed to promote the dangerous risks of cigarettes
with simple and innovative content, as well as adapting
content according to various groups of society [24].

Apart from influencing smoking behavior, the results
of this study further show that CM also has a significant
influence on cigarette purchasing decisions (PD).
However CM is created, the ultimate goal of this content
is of course to increase purchasing decisions, although
there are other goals included, such as normalizing
smoking behavior in society. CM techniques are different
from advertising and sales promotion techniques [6], but
based on the results of this research, CM also influences
purchasing decisions, as does the type of advertising [1],
and promotion of cigarette content on social media [2].
The difference, as stated at the beginning, is that CM can
be used to circumvent TAPS provisions [3] so that its
distribution can be more massive through various digital
channels such as Facebook, Instagram, Youtube, and
TikTok [4]. CM also often obscures the point of origin of
content so that it easily falls outside the reach of FCTC-



compliant cross-border advertising restrictions.

Complementing the previously proposed steps to
reduce consumption and purchase of cigarettes requires
amore assertive role from the government to limit access
to cigarette content on social media. Cigarette marketing
content is indeed different from cigarette advertising, but
basically restrictions on this content can still be made
referring to the prohibition on cigarette trade advertising,
as stated in Article 46 paragraph (3) of Law Number 32
0f 2002 concerning Broadcasting, and Articles 29 and 30
Government Regulation Number 109 of 2012 concerning
Safeguarding Materials Containing Addictive Substances
in The Form of Tobacco Products for Health. Further
research is needed regarding the cigarette industry’s
compliance with these regulations, as well as disclosure
of other strategies by the cigarette industry to get around
regulations restricting cigarette promotion.

In conclusion, attitudes towards cigarettes and smoking
activities are proven to influence a person’s decision to
buy cigarettes. The motive that most influences smokers
is not the health aspect, but the perception that is built
regarding the activity of smoking which can relax, relieve
stress, tension and nervousness, and can make you more
confident. Content marketing, with different techniques
from advertising and promotions in general, can influence
these two aspects; it can influence behavior and can also
influence cigarette purchasing decisions directly.
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