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Abstract

This study aims to determine the influence of ease of use, security, trust, brand ambassadors, and
advertising on social media on Millennials and Generation Z's interest in investing online. The
sample size for this study was 60 Millennials and Generation Z. Data obtained through
questionnaires were processed using the PLS method. The results indicate that ease of use, trust,
and advertising on social media have a positive effect on interest in investing online. Meanwhile,
security and brand ambassadors have no effect on interest in investing online. Online investment
application providers are expected to continuously improve their application performance so that
users always find them easy to operate. This ensures that investors also feel secure when
investing in online applications. Online application providers should continuously strive to gain
user trust so that users feel it is appropriate to invest online.

Keywords: brand ambassador, ease of use, interest in investing online, security, trust.

1. Introduction
1.1. Background

The existence of online securities trading services is a sign of advances in capital market
technology. The ability to trade stocks online has become essential for stock investors.
Compared to conventional transaction techniques, this service makes transactions easier for
investors (Sidiq et al., 2021). Online trading is a method that allows investors to trade online,
eliminating the need for them to visit a brokerage office. As long as someone is connected to the
internet, they can access all price information and execute investments anytime and anywhere
(Mulyana et al., 2019). By using the online trading features offered by securities, online trading
becomes easier for investors.

Ease of use of an application is one of several aspects that can influence the attractiveness of a
technology to users. The perceived ease of using a technology versus not using it is just one
aspect of perceived ease of use in this context (Meileny & Wijaksana, 2020). Interest in using
fintech is also influenced by a technology's security factors, in addition to its usability. Security
is an effort to safeguard information assets against potential threats. Therefore, security can
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indirectly ensure business continuity and mitigate potential risks (Halizah et al., 2022). The level
of technology security is crucial because it stores user data from fintech companies. By offering
security guarantees, technology users will feel more trusting and secure, which will influence
their interest in using fintech.

Furthermore, users also consider the trust factor. Users' confidence that their expectations will be
met when processing electronic transactions is known as trust in electronic payment systems.
Fintech users' trust in a technology is seen as having a significant impact on their willingness to
adopt it. According to Meileny & Wijaksana (2020), trust can be defined as the extent to which a
person maintains a positive view of the goodness and dependability of those they trust, even in
uncertain and changing circumstances. Therefore, a user's level of interest in using fintech is
considered consistent with their evaluation of trust in a technology.

Another factor is brand ambassadors, who can be a crucial marketing tool for a product. Their
extraordinary appeal and large following can be unmatched. Brand ambassadors possess inner
beauty, charisma, and credibility (Putri et al., 2021). The performance of brand ambassadors is
intended to embody the company's identity through appearance, attitude, values, and ethics. A
key element of brand ambassadors lies in their ability to employ promotional strategies that will
empower users and influence the general public to use the products or services offered. By
implementing brand ambassadors as a form of communication to improve brand image so that
consumers have a correct understanding of the existence of the product or service.

Companies utilize advertising as a means of promotion, engaging, and providing information.
Advertising also serves as a way to promote new goods and services, especially to target
audiences. Social media is one medium that can be used for advertising. According to Putri et al.
(2021), advertising messages can be disseminated through media in the form of motion, sound,
and images. Applying time modifications to targeted consumers to receive ad impressions is
considered crucial for company objectives. Advertising will not be successful if consumers or
users do not pay close attention, so businesses must utilize sufficient time in advertising to
persuade consumers or users (Santoso & Larasati, 2019). To ensure that people are more
responsive and understand advertising, it must also be as visually appealing as possible, both in
terms of the advertising message and the visual representation. According to Sufa & Munas
(2012), a message that can attract users' attention is as important as an effective advertisement as
what is offered. Furthermore, the advertising message must align with the goods or services
being promoted.

This research is updated by adding brand ambassador and social media advertising variables. In
the digital era, these two factors are expected to influence interest in investing online. Another
update is that the research respondents were Millennials and Generation Z. Data from the
Financial Services Authority (OJK) shows that capital market investors are dominated by the
younger generation under 40 years old, or millennials to Gen Z (CNN Indonesia, 2025).
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1.2. Literature Review
1.2.1. Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM) is a theoretical model used to study and understand
the factors that influence user behavior in accepting and using information technology. This
theory was developed by Davis in 1989, evolving from the Theory of Reasoned Action (TRA)
proposed by Ajzen and Fishbein in 1980. The Technology Acceptance Model (TAM) contains
five factors that determine the level of technology acceptance: usefulness, ease of use, attitude
toward use, behavioral intention to use, and actual system use.

The Technology Acceptance Model (TAM) aims to measure and explain an individual's level of
technology acceptance. Two factors dominate the TAM in terms of information system
acceptance: perceived usefulness and perceived ease of use. Perceived usefulness is a person's
level of confidence that using a particular system will improve the quality of their work.
Perceived ease of use, on the other hand, refers to an individual's level of assurance that the
technology they plan to use will simplify their work rather than cause difficulties or problems.
Davis (1989) asserts that user-friendly technology is more likely to be used in daily activities.
This is because how people perceive technology impacts their use, attitudes, and level of interest.

1.2.2. Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (TPB) is a theory that explains what motivates a person to act
in a certain way. It focuses on the interaction between attitudes toward behavior, subjective
norms, and perceived control over all factors that influence a person's decision to engage in a
particular behavior. This theory was developed by Ajzen in 1985, further developing the Theory
of Reasoned Action (TRA) developed by Fishbein and Ajzen in 1967.

A person's beliefs about the outcomes of their actions (behavioral beliefs) are defined as their
attitudes toward the behavior by Ajzen (1991). This concept drives attitudes toward behavior
because it is based on subjective evaluations of the many benefits or costs that can result from
performing or not performing the behavior. Ajzen (1991) explains that subjective norms refer to
perceived social pressures to behave. Subjective norms are a person's perception of what others
want or expect of them regarding acting or not acting in a certain way. A person's views derived
from the opinions of those who care about him, also known as normative beliefs, impact
subjective norms.

According to Ajzen (1991), behavioral control is an emotion related to how simple or complex
an activity is for an individual to perform. Behavioral control is believed to be the application of
control beliefs and the strength of control factors. A person's willingness to adopt a behavior they
believe in increases with behavioral control. From the explanation above, the Theory of Planned
Behavior (TPB) can be used to explain the factors influencing interest in using the Ajaib app as
an online investment platform. This means that attitudes or views regarding behavior are
reflected in the trust variable in the Ajaib investment app. Subjective norms are reflected in the
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brand ambassador and social media advertising variables. Meanwhile, the security and trust
variables indicate behavioral control.

1.2.3. Online Investment

Online investment is an investment that seeks to generate long-term income via the internet.
Because it is conducted online, monitoring is easy. Online investment has the advantage of
eliminating direct interaction with individuals or businesses, and it is a simple way to manage
and monitor investment progress. One of our challenges is distance; relying solely on offline
methods for investment transactions would be challenging and difficult (Syafi'i & Bashori,
2020).

This type of online investment is available across vast distances, allowing people to interact with
others outside their area and even transact with strangers. This eliminates the issue of distance
from investment. Beginners with limited capital can start investing because they can start with
small assets or capital. With low investment costs and easy management, it becomes faster and
simpler. For those looking to make small investments, a large number of online investment
companies offer this option (Ramadhani et al., 2022).

1.3. Hypothesis Development

According to research by Silaen & Prabawani (2020), ease of use is a person's belief that a
technology is easy to use and understand. Individual attitudes that support the use of information
systems technology will automatically encourage the adoption and use of information systems
technology. Research by Silaen & Prabawani (2020) found that ease of use of e-wallets
influences the intention to repurchase OVO e-wallet balances. Furthermore, research by Amalia
et al. (2022) shows that ease of use influences the intention to invest online. Research by Pratama
& Yuliafitri (2024) indicates that ease of use has a significant positive effect on the intention to
invest in the Sharia Capital Market. Furthermore, research by Kurniawati et al. (2023) found that
ease of use influences the intention to use SIA on the online investment application Bibit.
Research by Puspaningsih & Nurseto (2026) also found that perceived easy of use influenced on
interest investing online. From the five research findings above, it can be concluded that ease of
use plays a significant role in the adoption of technology. The easier a technology is to use and
understand, the greater the person's intention to use it. Based on this, the following hypothesis is
obtained:

H1: Ease of use has a positive effect on interest in investing online.

According to research by Novitasari & Sari (2020), transaction security in online shopping
systems is a crucial factor in attracting customers, considering that the security of a retail site
will impact customer satisfaction. Security is the marketplace's ability to control and safeguard
data transactions. Research conducted by Novitasari & Sari (2020) found that security influences
online consumer purchasing interest in marketplaces. Furthermore, research by Maulana &
Waluyo (2023) shows that security has a positive and significant influence on investment
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decisions. Furthermore, research by Siregar et al. (2023) indicates that security positively
influences online investment interest.

Based on this, the following hypothesis is derived:
H2: Security has a positive influence on online investment interest

According to Rosdiana & Haris (2018), interest is an intention, generally defined as a deep desire
to do something one enjoys. Purchase intention is largely influenced by consumer trust, so online
sellers must be able to cultivate and enhance their consumers' trust. Trust is also considered a key
factor in consumer online purchase intention. Research conducted by Rosdiana & Haris (2018)
found that trust influences online clothing purchase intention. Furthermore, research by Rahayu
& Purbandari (2020) found a positive relationship between trust and interest in using investment
applications. Furthermore, research by Siregar et al. (2023) found that trust positively influences
online investment interest. Furthermore, research by Pratama & Yuliafitri (2024) showed that
trust has a positive and significant influence on investment interest in the Islamic Capital Market.
Based on this, the following hypothesis is derived:

H3: Trust has a positive effect on online investment interest.

According to Bhara & Syahida (2019), brand ambassadors are mediators between internal and
external brand management and can significantly impact customer perceptions of the brand and
organization. Generally, brand ambassadors are brand representatives who validate the brand's
reputation. Research by Bhara & Syahida (2019) explains that brand ambassadors influence
students' online shopping intentions. Furthermore, research by Kartawinata & Maharani (2023)
indicates that brand ambassadors significantly influence investment intentions in Bibit.
Furthermore, research by Lailiya (2020) found that brand ambassadors significantly influence
purchasing decisions. Based on these findings, the following hypothesis is derived:

H4: Brand ambassadors have a positive effect on online investment intentions.

According to Hartawan et al. (2021), social media advertising has several fundamental
characteristics: it provides information or messages repeatedly through images and sounds that
can influence and attract consumers' attention. The results of Hartawan et al.'s (2021) research
found that social media advertising influences people's purchasing interest in e-commerce.
Herawati's (2020) research showed a significant positive effect between social media advertising
and purchasing interest. Furthermore, research conducted by Syahril et al. (2023) found that
Lazada advertising influences students' purchasing interest. Furthermore, research by
Suryawijaya & Rusdi (2021) found that the attractiveness of Instagram advertising positively
influences consumer purchasing interest. Furthermore, research by Umami et al. (2023) found
that advertising significantly influences students' purchasing interest. Based on these findings,
the following hypothesis is derived:

H5: Social media advertising has a positive effect on interest in online investing.
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2. Methods
2.1. Populations and Samples

The population in this study was Generation Y (Millennials) and Generation Z who already had
ID cards. The sampling method used was purposive sampling. According to Sugiyono (2017),
purposive sampling is a sampling technique that uses certain criteria previously considered by
the researcher. The criteria determined in this study were:

1. Generation Y (Millennials) and Generation Z who already had ID cards.
2. Have used the Ajaib application for investing.

The Ajaib app was chosen in this study because it is registered with the Financial Services
Authority (OJK) and holds permits from the Indonesia Stock Exchange (IDX), the Indonesia
SIPF (Indonesia Financial Services Authority), and the Ministry of Communication and
Information. This demonstrates that the Ajaib app is a legal investment platform, so investors
need not worry about investing using it.

The sample size determined in this study was based on Roscoe (1975). He stated that the
minimum total number of respondents is the variables being studied multiplied by 10. In this
study, there were six variables, five independent variables and one dependent variable. This
indicates that the minimum total sample size in this study was 60. Data collection was conducted
using questionnaires administered to respondents.

2.2. Definition and Measurement of Variables

The variable measurement technique used in this study was a Likert scale. The questions posed
by the researcher were relevant to the subject being studied. The next step was to ask
respondents to rate their level of agreement or disagreement with each question. A Likert scale
with a score range of 1 to 5 was used. A score of 1 corresponds to strongly disagree (STS), a
score of 2 corresponds to disagree (TS), a score of 3 corresponds to somewhat agree (CS), a
score of 4 corresponds to agree (S), and a score of 5 corresponds to strongly agree (SS).

According to Putri et al. (2021), ease of use is the extent to which a person believes that using a
technology is easy to understand and requires minimal effort, measured by its ease of use.
However, the technology must be easy to use and straightforward to operate. The questions used
in this study were those previously used in Manuel's (2019) study, which included four
questions. The indicators were: the application is easy to learn, easy to invest online, makes users
skilled in using the application, and user interaction with the application is easy and clear.

According to Sari & Oswari (2020), security is a rule or policy intended to reduce the possibility
of information security breaches caused by intentional or careless behavior. The questions used
in this study were those used in Manuel's (2019) previous study, with three questions. The
indicators are: the application is safe to use, the application provides security for personal and
financial information, and the application is protected by regulations.
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According to Masitoh et al. (2019), trust encompasses all information held by consumers or
users, as well as their assessments of a product, its quality, and its advantages. Trust in a product,
its features, and its advantages reveal consumer attitudes. Consequently, trust in something will
vary from person to person. The questions used in this study were those used in Manuel's (2019)
previous study, with four questions. The indicators are: the application is trustworthy, the
application is honest about trading fees, the securities company operating the application has a
good reputation, and users have high trust in the online investment application.

According to Bhara & Syahida (2019), a brand ambassador is someone trusted to represent a
particular product. The questions used in this study were those used in Shinta's (2020) previous
study, which consisted of 10 questions. The indicators were: having an honest brand ambassador,
having a trustworthy brand ambassador, having a good personality, having a brand ambassador
who is an expert in their field, having a brand ambassador who is attractive, having an attractive
personality, having a high-achieving brand ambassador, having a brand ambassador who is
respected for their expertise, having a brand ambassador who can match the characteristics of the
audience, and having a brand ambassador who shares the same tastes as the app users.

According to Aziz & Hendrastyo (2019), all non-personal presentations, concept marketing, and
sponsored product or service promotions are considered advertising. The questions used in this
study were those used in Shinta's (2020) previous study, which consisted of five questions. The
indicators were: the advertisement is clear and easy to understand, the advertisement is
appropriate to the target market, the advertisement is easy to understand and positive, the
advertisement evokes positive feelings, and the advertisement attracts attention.

Kotler and Keller (in Maulana & Alisha, 2020) state that interest is a behavior in which
consumers or users have a desire to choose, use, and consume, or even desire, a product offered.
The questions used in this study were those used in Ahmad's (2021) previous study, with four
questions. The indicators are: interested in using the application because they obtain online
investment information, interested in using the Ajaib application because the application is very
promising, able to find investment information through the online application, and investing
using the online application is very attractive.

2.3. Results and Discussions

2.3.1. Description of Respondents

The questionnaire was distributed using online platforms, namely WhatsApp and Instagram.
From the data collection conducted, 60 respondents were successfully collected. A description of
the respondent data is shown in the following table:
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Table 1. Respondent Data

Classification Amount Percentage
Gender :
Male 26 43.3%
Female 34 56.7%
Age :
17-23 years 22 36.7%
24-29 years 30 50%
3034 years 8 13.3%
Used Experience of apps :
< 6 months 20 33.3%
6 months — 1 year 27 45%
1 — 3 years 10 16.7%
> 3 years 3 5%

2.3.2. Evaluation Measured of the Model (Outer Model)

2.3.2.1. Validity Testing

The validity test was conducted by looking at the outer loading value and it was seen that there
were several items that did not meet the requirements because the outer loading value was <0.7.
There were three variable indicators with a value of <0.7, namely the online investment interest
variable indicator 12 and the brand ambassador variable indicators BA5 and BA10. The outer
loading values were 0.488, 0.623, and 0.647, respectively. After being removed, the results of the
outer loading still showed an outer loading value of <0.7, namely the brand ambassador variable
indicator BA9 with a value of 0.678. After the brand ambassador variable indicator BA9 was
removed, the results were all valid. With all outer loading values obtained >0.7, this study meets
the convergent validity test. The following are the results of the outer loading values:

Table 2. Outer Loading Value

Outer Loading

Variable Item Information
Value
. 11 0.877 Valid
ot onlne |
14 0.839 Valid
EU1 0.885 Valid
Easy of Use EU2 0.856 Val!d
EU3 0.868 Valid
EU4 0.862 Valid
S1 0.876 Valid
Security S2 0.888 Valid
S3 0.934 Valid
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Variable Item Outer Loading Information
Value
T1 0.818 Valid
Trust T2 0.867 VaI!d
T3 0.811 Valid
T4 0.844 Valid
BA1l 0.839 Valid
BA2 0.829 Valid
BA3 0.795 Valid
Brand Ambassador BA4 0.826 Valid
BA6 0.721 Valid
BA7 0.819 Valid
BA8 0.872 Valid
SAl 0.835 Valid
SA2 0.839 Valid
Social Media SA3 0.886 Valid
Advertising SA4 0.773 Valid
SA5 0.787 Valid

Then, the average variance extracted (AVE) test is performed. The AVE test measures the level
of variation between manifest variables and latent variables. To pass this test, the AVE value

must be above 0.5 (>0.5).

Table 3. AVE Values

Variable AVE Value
EU (X1) 0.753
S (X2) 0.810
T (X3) 0.698
BA (X4) 0.665
SA(X5) 0.680
I (Y) 0.753

Based on the results of Table 3 above, it shows that the AVE value obtained for each variable is
greater than 0.5 (> 0.5). With all AVE values obtained > 0.5, this study meets the convergent

validity test.

2.3.2.2. Reliability Testing

In reliability testing, there are two values that must be considered: Cronbach's Alpha and
Composite Reliability. If the Cronbach's Alpha and Composite Reliability values are greater than
0.7, the variable is reliable. However, if the Cronbach's Alpha and Composite Reliability values
are less than 0.7, the variable is unreliable. The following are the Cronbach's Alpha and

Composite Reliability values:
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Table 4. Cronbach's Alpha and Composite Reliability Values

Variable Cr%zﬁgh 5 gg{?;;?::; Information
EU (X1) 0.891 0.924 Reliabel
S (X2) 0.882 0.927 Reliabel
T (X3) 0.830 0.898 Reliabel
BA (X4) 0.916 0.933 Reliabel
SA (X5) 0.883 0.914 Reliabel
I (Y) 0.803 0.910 Reliabel

Based on Table 4 above, the results of the Cronbach's Alpha and Composite Reliability values
for each variable are greater than 0.7 (> 0.7). With the Cronbach's Alpha and Composite
Reliability values for each variable > 0.7, this study meets the reliability test.
2.4. Structural Evaluation Model (Inner Model)
2.4.1. R-Square (R2) Testing
The R-Square (R2) test aims to determine how the independent variable (X) and the dependent
variable (Y) relate to each other. The following are the results of the R-Square (R2) test:

Table 5. R-Square Test Values

Variable Adj. R2
I (Y) 0.776

Based on Table 5 above, the Adj. R-Square value for the variable Interest in Online Investment is
0.776. Therefore, it can be concluded that the variable Interest in Online Investment is influenced
by ease of use, security, trust, brand ambassadors, and social media advertising, amounting to
77.6%. The remaining 22.4% is influenced by other variables outside this study.

2.4.2. Hypothesis Testing

The following are the results of the hypothesis testing:

Table 6. Results of Hypothesis Testing

Hypothesis Original Sample (O) P Values Conclusions
EU (X1) -> 1 (Y) 0.397 0.002 Supported
S (X2) ->1(Y) 0.125 0.198 Not Supported
T (X3) -> 1 (Y) 0.230 0.041 Supported
BA (X4) -> 1 (Y) 0.008 0.933 Not Supported
SA (X5) -> 1 (Y) 0.227 0.004 Supported
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2.4.3. Discussion
2.4.3.1 The Effect of Ease of Use on Interest in Online Investment

In this study, testing hypothesis H1 yielded an original sample value of 0.397 and a P-value of
0.002. This indicates a positive and significant effect between ease of use and interest in online
investment. Therefore, the first hypothesis (H1) is supported because it is positive and the
resulting P-value is less than 5%. This indicates that the easier an application is to use, the higher
the interest in online investment. These results align with research conducted by Amalia et al.
(2022), Pratama & Yuliafitri (2024), Kurniawati et al. (2023) and Puspaningsih & Nurseto
(2026), which supports a significant positive effect between ease of use and interest in online
investment.

2.4.3.2. The Influence of Security on Online Investment Interest.

In this study, testing the H2 hypothesis yielded an original sample value of 0.125 and a P-value
of 0.198. This indicates a positive but insignificant relationship between security and online
investment interest. Therefore, the second hypothesis (H2) is not supported because, although it
has a positive direction, the resulting P-value is above 5%. Therefore, the security variable is
considered insignificant on online investment interest.

The results of this study do not support previous research conducted by Maulana & Waluyo
(2023) and Siregar et al., (2023), which stated that security in online investment systems has a
positive influence on investment interest. These results align with research conducted by Rahayu
& Purbandari (2020) and Kurniawan & Helen (2022), which stated that security in using online
investment applications does not affect stock investment interest. This is likely due to a lack of
confidence among potential investors in the security of investment applications. If potential
investors perceive a lack of security in investment applications, this will lead to less than optimal
use of investment applications.

2.4.3.3. The Influence of Trust on Online Investment Interest

In this study, testing hypothesis H3 yielded an original sample value of 0.230 and a P-value of
0.041. This indicates a positive and significant influence between trust and online investment
interest. Therefore, the third hypothesis (H3) is supported because it is positive and the resulting
P-value is less than 5%. This indicates that the more users trust online investment applications,
the higher their interest in online investment.

These results align with research conducted by Rahayu & Purbandari (2020), Siregar et al.
(2023), and Pratama & Yuliafitri (2024), which supports a significant positive influence between
trust and interest in online investment.

2.4.3.4. The Influence of Brand Ambassadors on Online Investment Interest

In this study, testing hypothesis H4 yielded an original sample value of 0.008 and a P-value of
0.933. This indicates a positive but insignificant relationship between brand ambassadors and
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interest of online investment. Therefore, the fourth hypothesis (H4) was not supported because,
although it had a positive direction, the resulting P-value was above 5%. Therefore, brand
ambassadors were deemed insignificant on online investment interest.

These results align with previous research conducted by Wardani & Istiyanto (2022). This study
concluded that brand ambassadors did not influence consumer purchase intention. This means
that brand ambassadors do not reflect brand identity to consumers. When consumers are
considering purchasing or using the product, they do not pay attention to the brand ambassador's
identity because consumers feel interested in purchasing or using the product based on their need
for the product/service. On the other hand, the results of this study do not support previous
research conducted by Kartawinata & Maharani (2023) and Lailiya (2020) which stated that
brand ambassadors have a significant positive influence on investment interest.

2.4.3.5. The Influence of Social Media Advertising on Interest in Online Investment.

In this study, testing hypothesis H5 yielded an original sample value of 0.227 and a P-value of
0.004. This indicates a positive and significant relationship between social media advertising and
interest in online investment. Therefore, the fifth hypothesis (H5) is supported because it is
positive and the resulting P-value is less than 5%. This indicates that the more advertising on
social media, the higher the interest in online investment.

The results of this study align with research conducted by Herawati (2020), Syahril et al. (2023),
Suryawijaya & Rusdi (2021), and Umami et al. (2023), which found a positive influence
between social media advertising and interest in online investment.

3. Conclusions

Based on the test results and discussion, the following conclusions can be drawn:

1. Ease of use, trust, and social media advertising have a significant positive effect on interest in
online investing. This means that the easier an investment application is to use, the more trust
users will have in using it. This is also supported by social media advertising and the availability
of online applications.

2. Security and brand ambassadors have no effect on interest in online investing. This means that
potential investors perceive security as a non-concern. Brand ambassadors are also not a concern
for potential investors.

Providers of online investment applications are expected to improve the performance of their
applications so that users find them easy to use and investors feel secure when investing. This is
to gain user confidence that using the application for online investing is appropriate.

This study only examined five factors: ease of use, security, trust, brand ambassadors, and social
media advertising, which influence interest in online investment. Many other factors likely
influence interest online investment.

www.ijebmr.com Page 263




International Journal of Economics, Business and Management Research

Vol. 10, No.04; 2026
ISSN: 2456-7760

Further research is recommended to reach a wider age range to ensure neutral responses and
allow for a more comprehensive conclusion. This study was conducted by distributing
questionnaires, with the researcher unable to control the respondents. Consequently, the majority
of respondents, aged 24-29 years, comprised 50%, or 30 out of a total of 60 respondents.
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