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ABSTRACT

The decline in marriage rates in Indonesia has raised questions about the intention to marry
among young adults. This study aims to examine the influence of perceived family content
persuasion and subjective norms about marital life on the intention to marry among young
adults, using the Theory of Planned Behavior as the theoretical framework. A quantitative
approach was employed, with perceived family content persuasion (X1) and subjective norms
about marriage life (X2) as independent variables, and the intention to marry among young
adults (Y) as the dependent variable. Data were collected through non-probability sampling from
100 respondents aged 18–25 years, and analyzed using simple linear regression.The findings
indicate that perceived family content persuasion (X1) and subjective norms about marital life
(X2) significantly and positively influence the formation of marriage intentions among young
adults in Indonesia. Perception of family related content has a moderate effect, while subjective
norms have a stronger influence in fostering marriage intentions. These results highlight the
importance of communication through media and social norms as effective tools in shaping
marriage intentions. In the Indonesian cultural context, family values conveyed through content
and societal expectations play a key role in strengthening positive views on marriage and
encouraging the intention to marry.

Keywords: marriage intention, young adults, subjective norms, social media influencer, family
content.

ABSTRAK

Penurunan tingkat pernikahan di Indonesia telah menimbulkan pertanyaan mengenai niat
menikah pada kalangan dewasa muda. Penelitian ini bertujuan untuk mengkaji pengaruh persepsi
persuasi konten keluarga dan norma subjektif tentang kehidupan pernikahan terhadap niat
menikah di kalangan dewasa muda, dengan menggunakan Theory of Planned Behavior sebagai
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kerangka teoritis. Pendekatan kuantitatif digunakan, dengan persepsi persuasi konten keluarga
(X1) dan norma subjektif tentang kehidupan pernikahan (X2) sebagai variabel independen, serta
niat menikah di kalangan dewasa muda (Y) sebagai variabel dependen. Data dikumpulkan
melalui metode non-probability sampling dari 100 responden berusia 18–25 tahun. Analisis data
dilakukan menggunakan regresi linier sederhana. Hasil penelitian menunjukkan bahwa persepsi
persuasi konten keluarga (X1) dan norma subjektif tentang kehidupan pernikahan (X2) secara
signifikan dan positif mempengaruhi terbentuknya intensi untuk menikah di kalangan dewasa
muda di Indonesia. Persepsi terhadap konten keluarga memiliki pengaruh yang bersifat sedang,
sedangkan norma subjektif menunjukkan pengaruh yang lebih kuat dalam membangun intensi
menikah. Temuan ini menegaskan pentingnya komunikasi melalui media dan norma sosial
sebagai alat yang efektif dalam membentuk intensi menikah. Dalam konteks budaya Indonesia,
nilai-nilai keluarga yang ditanamkan melalui konten dan harapan sosial menjadi faktor kunci
yang memperkuat pandangan positif terhadap pernikahan dan mendorong intensi untuk menikah

Kata Kunci: niat untuk menikah, kalangan dewasa muda, norma subjektif, influencer
media sosial, konten keluarga.

BACKGROUND

Marriage rates in Indonesia have

significantly declined, with the 2023 figure

of 1.58 million marriages marking a 7.51%

drop from 2022 and the lowest in a decade.

Historically, marriage was nearly universal

in Indonesia, with early marriages being

common until the mid-20th century.

However, shifts in marriage patterns over

the past 25 years reflect societal and

economic transformations. For instance, the

proportion of women aged 15 to 19 who

were married dropped from 37% in 1971 to

less than 10% by 2003, signaling a growing

delay in marriage and an increase in the

number of individuals remaining single into

their 30s, particularly in urban areas like

Jakarta. Despite modernization and rising

individualism, marriage remains culturally

valued in Indonesia, with social pressures

persisting for individuals to marry within a

socially acceptable timeframe. Yet, the

decision to delay or forego marriage is

becoming more common, aligning with

global trends.

Simultaneously, the widespread use of

social media—engaging approximately 150

million Indonesians or 56% of the

population—has introduced a new cultural

phenomenon. Family influencers, a growing

category of social media personalities,

portray idealized versions of family life and

marriage through curated, emotionally

engaging content. These influencers

resonate with their audience by presenting

aspirational lifestyles that emphasize

authenticity, relatability, and a sense of

community. Platforms such as YouTube



showcase this trend, with family vloggers

like Atta Halilintar leading as Indonesia’s

most-followed YouTuber.

This digital portrayal of happy

marriages and family life contrasts with

declining marriage rates, illustrating the dual

forces of shifting traditional norms and the

aspirational influence of social media on

Indonesian society.

RESEARCH OBJECTIVE

The objective of this study is to examine

whether exposure to family lifestyle content

and subjective norms about married life

influence young adults aged 18-25 in their

intention to marry.

THEORETICAL FRAMEWORK

Theory of Planned Behaviour

The Theory of Planned Behavior (TPB)

provides a framework to understand how

attitudes, subjective norms, and perceived

behavioral control influence individuals'

intentions and subsequent behavior

(Armitage & Conner, 1999). In the context

of marriage, attitudes reflect personal

evaluations of marriage, subjective norms

represent perceived social pressure to marry,

and perceived behavioral control relates to

the ease or difficulty of marrying, shaped by

factors like financial stability, emotional

readiness, and relationship skills (Thomson

et al., 2012).

Subjective norms, a key TPB component,

involve normative beliefs (what significant

others think) and motivation to comply

(willingness to align with these

expectations), making them a powerful

influence on marriage intentions, especially

in collectivist cultures like Indonesia

(Jebarajakirthy et al., 2017; Xie & Hong,

2022). While some studies suggest

subjective norms have limited predictive

power for intentions (Armitage & Conner,

2001), their role is notable in shaping young

adults’ decisions about marriage.

This framework is relevant for exploring

how persuasive family content on social

media influences young adults’ marriage

intentions. Such content may affect

perceived behavioral control by presenting

idealized images of readiness for marriage,

thus shaping individuals’ sense of

preparedness and autonomy in making this

significant life decision.

HYPOTHESIS

1. H1: There is positive influence of

perceived persuasiveness of family



contents towards the intention to get

married among young adults

2. H2: There is a positive influence of

subjective norms of married life

towards the intention to get married

among young adults

RESEARCHMETHOD

This study employed a quantitative approach

to investigate the relationship between

variables influencing young adults' intention

to marry in Indonesia. The population

included individuals aged 18-25 who

interacted with family influencers on social

media. Using purposive and accidental

sampling, a minimum of 100 respondents

was targeted, ensuring representation across

genders and geographic locations. Data

collection relied on structured

questionnaires, with both primary data from

respondents and supplementary secondary

data.

The study utilized a simple linear regression

analysis to examine the influence of two

independent variables perceived

persuasiveness of family content (X1) and

subjective norms of married life (X2) on the

dependent variable, intention to marry (Y).

Instrument validity was tested by comparing

the R-value to the critical R table value at an

alpha level of 0.05, and reliability was

confirmed if Cronbach's alpha exceeded

0.60. Findings were presented in descriptive

tables to ensure clarity and consistency.

RESULTS AND DISCUSSION

The Influence of Perceived Persuasiveness

of Family Content on The Intention to

Marry among Young Adults

This study reveals a significant positive

influence of the perceived persuasiveness of

family content (X1) on young adults'

intention to marry (Y), with the coefficient

of determination (R²) at 28.6%. This

indicates that family content explains 28.6%

of the variance in marriage intentions.

Aligned with the Theory of Planned

Behavior (TPB), this influence reflects

perceived behavioral control, where

persuasive family content fosters a belief

that achieving a similar lifestyle is

attainable, encouraging positive intentions

toward marriage. Unlike prior research by

Odejide, which found negative impacts of

celebrity marriages on social media, this

study highlights the positive role of

family-oriented content. By portraying

idealized family life, such as emotional

support and shared experiences, this content



inspires young adults and reinforces the

desirability of marriage.

The Influence of Subjective Norms of

Married Life on The Intention to Marry

among Young Adults

This study finds that subjective norms

surrounding married life (X2) have a

significant positive influence on young

adults' intention to marry (Y), with a

coefficient of determination (R²) of 42%,

indicating that subjective norms explain

42% of the variance in marriage intentions.

Aligned with Ajzen's Theory of Planned

Behavior (TPB), subjective norms reflect the

social pressures exerted by influential

individuals, such as family and friends,

which shape behavioral intentions. Young

adults are more likely to consider marriage

when they perceive approval or expectations

from their close social circle, driven by

cultural norms that uphold marriage as a

desirable milestone.

These findings are consistent with previous

research, such as Xei and Hong's (2022)

study on Chinese college students and Park’s

(2016) study on family values and social

support, both of which highlight the

significant role of subjective norms in

shaping marriage intentions. The current

study reinforces the continued influence of

family, friends, and societal expectations on

young adults' attitudes toward marriage.

CONCLUSION

1. The study finds that the perceived

persuasiveness of family content

(X1) significantly and positively

influences young adults' intention to

marry (Y). Family content, such as

that shared by influencers, shapes

perceptions by portraying idealized,

joyful family life, encouraging

young adults to adopt similar

aspirations toward marriage. This

highlights the role of media

communication in influencing social

attitudes and personal decisions. The

findings demonstrate how mediated

messages, through relatable and

aspirational content, bridge societal

ideals with individual intentions,

aligning with communication

theories like cultivation and social

learning.

2. The study finds that subjective

norms (X2) have a significant,

high-level influence on young adults'

intention to marry, driven by support

from family, friends, and societal



expectations. In communication, this

highlights how interpersonal

interactions and cultural narratives

shape social behavior and individual

decisions. It underscores the role of

communication networks in

reinforcing shared values and

aligning personal intentions with

societal norms, particularly regarding

marriage. This finding also aligns

with previous research, which shows

that informal support from close

social circles plays a critical role in

shaping individuals’ intentions to

marry. Such support communicates

societal expectations, reinforcing

marriage as a normative and

desirable choice, further guiding

young adults toward adopting similar

intentions.

RECOMMENDATION

1. The study's limited sample

size of 100 respondents and

narrow demographic scope

highlight the need for broader

future research. Expanding

the sample size and including

diverse regions—spanning

large cities and smaller

towns—could provide a more

comprehensive understanding

of how cultural, economic,

and geographical differences

influence young adults'

marriage intentions.

2. The findings underline the

influence of family-oriented

content and subjective norms

on young adults' marriage

intentions. Practical

applications include

collaborating with influencers

for relatable social media

campaigns, organizing

workshops to reinforce

positive marriage norms, and

introducing policies that

address economic and

work-life challenges. These

initiatives can leverage

digital platforms to foster

positive attitudes and

actionable pathways for

promoting marriage among

young adults.

3. This study reveals the

significant role of

family-focused influencer

content and subjective norms

in shaping marriage



intentions. These insights can

inform government or social

initiatives, using campaigns

that resonate with young

adults’ perspectives. Aligning

with informal support

systems, such as family and

community networks, can

effectively promote marriage

intentions and help counter

the decline in marriage rates

in Indonesia.
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