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Abstract 
Thisbempiricalbresearchbaimsbtobtestbandbprovebthebeffectbofbmarketingbstrategybthroughbdigital
bmarketingbonbpurchasingbdecisionsbandbthebbrandbimagebvariablebisbabmediation.bDatabwereb 
collectedbusingbabsamplingbtechniquebwhereb320brespondentsbtransactedbinbIndonesianbSMEs.b 
Thisbresearchbmethodbisbabquantitativebmethodbthroughbpathbanalysisbandbdatabanalysisbusingb 
SPSSbsoftware.bThebresearchbdatabwasbobtainedbusingbabLikertbscalebquestionnairebdistributedb 
online.bBasedbonbthebresultsbofbmultipleblinearbanalysisbandbSobelbtest,bitbshowsbthatbdigitalb 
marketingbhasbabpositivebandbsignificantbeffectbonbpurchasingbdecisionsbandbbrandbimagebasb 
abmoderatingbvariablebcanbstrengthenborbincreasebthebinfluencebofbDigitalbMarketingbvariablesb 
onbpurchasingbdecisionbvariables. 
 
Keywords:bDigitalbMarketing,bBrandbImage,bDigitalbera,bPurchasebDecision 
 
 
 
Introduction 
 
Inbthisbdigitalbera,bthebproductsbandbservicesbavailablebtobconsumersbaroundbthebworldbareb 
increasinglybdiverse,brangingbfrombdailybneedsbsuchbasbfood,bbeverages,bclothing,btobvariousb 
servicesbthatbarebalsobwidelybneededbtobsupportblife.bAccordingbtobSavitribetbal.b(2022)bAsbtheb
numberbofbpeoplebincreases,bthebnumberbofbprovidersborbproducersbofbthesebproductsbandb 
servicesbincreases,bconsumersbarebincreasinglybrequiredbtobbebselectivebinbchoosingbandbbuyingb
productsbthatbsuitbtheirbneeds.bInbmakingbabpurchasebdecision,babconsumerbwillbgobthroughb 
severalbstages,bstartingbfrombsearchingbforbinformationbaboutbthebproductborbservicebtobbeb 
purchased,basbwellbasbalternativesborbotherbchoicesbofbthesebproductsbandbservices.bAccordingb 
tobSyazalibetbal.(2019)bThebnumberbofbchoicesbwillbcertainlybmakebconsumersbchoosebbrandsb 
thatbarebbetterbknownbbybthebpublicbbothbinbnamebandbthebqualitybofbthebproductsbprovided.b
Thisbmakesbbrandbimageborbbrandbperceptionbhavebanbimportantbrolebinbinfluencingbpurchasing
bdecisions 
 
Brandbimageborbbrandbimagebisbabconsumer'sbassessmentbofbthebbrandbinbabmarket.bAccording
btobHaudibetbal.b(2022)bThebimagebcanbbebformedbfrombpersonalbexperienceborblisteningbtob 
thebreputationbofbthebproductborbservicebfrombthebsocialbenvironmentbandbthebmedia.bBrandb 
imageborbisbabcollectionbofbassociationsbaboutbabbrandbthatbisbinbthebmindbandbmemorybofb 
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abconsumer,btherebarebseveralbfactorsbthatbaffectbthebbrandbimage,bnamelybqualityborbquality,b 
reliablebandbreliablebproducts,busabilitybofbproductsborbservices,bprices,bandbimagesbthatbareb 
alreadybownedbbybconsumers.bthebproduct.bAccordingbtobJuwainibetbal.b(2022)bImagebisbabveryb
importantbbrandbfoundationbforbcompaniesbinbdisplayingbcharacteristicsbandbreflectingbtheb 
strengthbandbessencebofbthebbrandbinbthebformationbofbbrandbimage. 
 
 
Purchasingbdecisionsbarebabproblem-
solvingbapproachbtobhumanbactivitiesbtobbuybgoodsborbservicesbinbfulfillingbtheirbwantsbandb 
needsbwhichbconsistbofbthebintroductionbofbneedsbandbdesires,binformationbsearch,bevaluationb 
ofbpurchasingbalternatives,bpurchasebdecisionsbandbbehaviorbafterbpurchase.bAccordingbtobIndum
athibetbal.b(2018);Suhartoetbal.b(2022)bThebpurchasebdecisionbisbthebselectionbofbtwoborbmoreb 
alternativebpurchasingbdecisionboptions,bmeaningbthatbabpersonbcanbmakebabdecisionbfrombsever
albavailablebalternativesborbchoices.bThisbdecisionbcanbleadbtobhowbthebprocessbinbmakingbtheb 
decisionbisbcarriedbout.bMeanwhile,baccordingbtobHaudibetbal.b(2022);Indumathibetbal.b(2018)b 
thebpurchasebdecisionbisbonebofbthebmainbcomponentsbofbconsumerbbehavior,bwhichbisbabstepb 
bybstepbcarriedboutbbybconsumersbwhenbbuyingbgoodsborbservices. 
 
Previousbresearchbdiscussesbmarketingbstrategiesbthroughbdigitalbmarketingbwhichbisbdirectedbtob
leadbconsumerbpurchasingbdecisions,bthebresultsbshowbthatbpromotionalbactivitiesbthroughbdigital
bmarketingbhavebabgoodbimpact,bdigitalbmarketingbcanbbebanbimportantbtoolbforbmarketersbtob 
createbandbspreadbpositivebreviewsbandbgoodbwordbofbmouth.bwordbofbmouthbfaster,bbecauseb 
thisbisbwhatbconsumersbneedbwhenbtheybwantbtobfindbthebproductborbservicebtheybneed.bResea
rchbconductedbbybKhanbetbal.b(2020);bLiubetbal.b(2019);Melovićbetbal.b(2020)bmentionsbthatb 
digitalbmarketingbhasbabpositivebimpactbonbconsumerbpurchasingbdecisions,bespeciallybwithbtheb 
retargetingbtechniqueborbreintroductionbofbourbproductsborbservicesbtobconsumersbwhobarebinb 
thebevaluationbprocessborbarebaboutbtobmakebabpurchasebandbarebinbthebinformationbsearchb 
process,bwherebAbgoodbbrandbimagebwillbstrengthenbpurchasingbdecisionsbevenbafterbpurchase 
 
 
Method 
Thebauthorbconductsbresearchbbasedbonbthebresultsbtobbebachieved,bnamelybappliedbresearchb 
withbthebaimbofbknowingbsomething.bBasedbonbthebtypebofbresearch,bthebauthorsbusebsurveyb 
researchbmethodsbtobdeterminebthebrelationshipbbetweenbtwoborbmorebvariables.bThebdatabtob
bebusedbmustbmeetbtwobconditions,bnamelybvalidbandbreliable.bForbthisbreason,bitbisbnecessaryb
tobtestbthebvaliditybandbtestbthebreliabilitybofbthebinstrument.bReliabilitybtestingbusingbtheb 
Cronbachbalphabmethod.bThebtestsbforbpathbanalysisbusedbinbthisbstudybare:bnormalitybtest,bline
aritybtest,bSobelbanalysis.bDatabwerebcollectedbusingbabsamplingbtechniquebwhereb320bresponde
ntsb 
transactedbinbSMEs.bThisbresearchbmethodbisbabquantitativebmethodbthroughbpathbanalysisbandb
databanalysisbusingbSPSSbsoftware.bThebresearchbdatabwasbobtainedbusingbabLikertbscalebquestio
nnairebdistributedbonline.Thisbstudybusesbabquestionnairebmethodborbdistributesbquestionnairesb 
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tobobjectsbthatbhavebcharacteristicsbthatbhavebbeenbdeterminedbbybthebresearcher.bAllbquestions
bonbthebquestionnairebusebabLikertbscalebwhichbwillbbebscored,bwithbthebfollowingblevels:b1b 
pointbforbstronglybdisagree,b2bforbdisagreeing,b3bforbneutral,b4bforbagree,bandb5bforbstronglyb 
agree. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figb1.bResearchbModel 
Basedbonbthebconceptualbexplanationbabovebasbthebbasisbforbresearch,bthebconceptualbmodelbof
bthebresearchbcanbbebdescribedbasbfollows: 
Hypothesis 
H1:bDigitalbMarketingbhasbabpositivebeffectbonbpurchasingbdecisions 
H2:bDigitalbMarketingbhasbabpositivebeffectbonbbrandbimage 
H3:bBrandbimagebhasbabpositivebeffectbonbpurchasingbdecisions 
H4b:bDigitalbmarketingbhasbabpositivebeffectbonbpurchasingbdecisionsbmediatedbbybbrandbimage 
 
 
 
ResultsbandbDiscussion 
 
Validitybtest 
Thebvaliditybtestbusedbinbthisbstudybusedbfactorbanalysis.bAnbitembisbconsideredbvalidbifbtheb 
adequacybofbthebsamplebsobthatbthebvaliditybrequirementsbarebmetbKMOb>b0.5bandbtheb 
resultingbloadingbfactorb(compenentbmatrix)bmeetsbthebtestbrules,bnamelyb>b0.4bwhichbstatesb 
thatbthebresultsbofbthebsamplebarebvalid. 
ThebDigitalbMarketingbvariablebhasbabKMObvaluebofb0.675,bthebBrandbimagebvariablebhasb 
abKMObofb0.754bandbthebPurchasebDecisionbvariablebhasbabKMObofb0.832.bAllbquestionbindicato
rbitemsbarebdeclaredbvalidbbecausebtheboutputbdisplaybonbthebvaliditybtestbshowsbthatballbvaria
blesbhavebabKMObvalueb>b0.5,bwhichbmeansbthatballbsamplesbinbthisbstudybarebconsideredbsuffi
cient.bAllbindicatorsbofbloadingbfactorbvaluebvariablesb>b0.4.bThusbitbcanbbebconcludedbthatballb 
indicatorsbarebdeclaredbvalid 

DigitalbMarketing BrandbImage 

PurchasebDecision 
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ReliabilitybTest 
Reliabilitybisbthebextentbtobwhichbthebmeasurementbresultsbcanbbebtrustedbandbwhenbtestedb 
againbonbthebsamebsubject,bifbthebresultsbofbthebCronbachbAlphabcoefficientb>b60%bsignificance
blevelborb0.6bthenbthebquestionnairebisbreliable.bIfbthebresultsbofbthebCronbachbAlphabcoefficien
tb<b60%bsignificanceblevelborb0.6bthenbthebquestionnairebisbnotbreliable.DigitalbMarketingbvariabl
ebhasbCronbach'sbAlphabvaluebofb0.645,bBrandbimagebvariablebhasbCronbach'sbAlphab0.754bandb
PurchasebDecisionbvariablebhasbCronbach'sbAlphab0.785bisbdeclaredbreliablebbecausebCronbach'sb
alphab>b0.6.bThisbshowsbthatbthebthreebvariablesbcanbbebsaidbtobbebreliableborbreliable 
 
HypothesisbTestb(tbTest) 
Thebtbtestbisbdonebbyblookingbatbthebtbcountbwithbabsignificanceblevelbofblessbthanb0.05%borb5
%.bIfbthebsignificantblevelbisb<b0.05bthenbHabisbacceptedbandbHobisbrejected,bifbthebsignificantb 
levelbisb>b0.05bthenbHabisbrejectedbandbHobisbaccepted 

Thebstructuralbequationbofbmodelb1bisbasbfollows 
Y1b=bβ1X1b+bβ2X2b+beb 
Purchasebdecisionbb=b0,543*DigitalbMarketingb+b0,325*Brandbimageb+bbe 

 

Thebstructuralbequationbofbmodelb2bisbasbfollows 
Y2b=bβ1X1b+bβ2X2b+beb 
Purchasebdecisionbb=b0,654*bBrandbimageb+bbe 
 
RelationshipbofbDigitalbMarketingbtobPurchasebdecision 
BasedbonbthebresultsbofbSPSSbanalysis,bthebpbvaluebisb0.001b<b0.050bandbthebbetabvaluebisb0.5
43bsobitbcanbbebconcludedbthatbDigitalbMarketingbhasbabsignificantbandbpositivebeffectbonbpurch
asebdecisions,bthisbresultbisbinblinebwithbthebresultsbofbresearchbbybKhanbetbal.b(2020);bLiubetb 
al.b(2019);Melovićbetbal.b(2020)bthatbDigitalbMarketingbhasbabsignificantbandbpositivebeffectbonb 
purchasebdecisions.bAnbincreasebinbDigitalbMarketingbvariablesbwillbencouragebanbincreasebinb 
purchasebdecisionbvariables. 
Thebresultsbofbthisbstudybarebinbaccordancebwithbthebresultsbofbresearchb(laluyanbetbal.,b2019)b
whichbconcludesbthatbpromotionalbactivitiesbthroughbmarketingbhavebanbinfluencebonbpurchasing
bdecisionsbandbgetbhighbappreciationbfrombconsumersbbecausebthebinformationbobtainedbisbeasy
btobunderstandbthanksbtobinterestingbcontent,bconsumersbcanbinteractbwithbwhatbwebsaybonbso
cialbmedia.bDigitalbvisualbinvolvementbinfluencesbpurchasebintention.bMihardjobetbal.b(2019);bOlso
nbetbal.b(2021);bRathnayaka,bU.b(2018)balsobgetbthebsamebresults,bthatbthebpositivebinfluencebin
bthebapplicationbofbdigitalbmarketingbonbpurchasingbdecisions,bwithbthebhighestbinfluencebobtain
edbinbpurchasesbviabthebWebsite,bisbindicatedbbybgoodbjudgmentsbfrombconsumers.bResearchb 
conductedbbybRathnayaka,bU.b(2018)busingbmultipleblinearbregressionbanalysis,bshowsbthatbdigital
bmarketingbvariablesbhavebabpositivebandbsignificantbeffectbonbpurchasingbdecisions,bthebhigherb
thebactivitybandbeffortbinbdigitalbmarketingbactivities,bthebpurchasingbdecisionsbwillbincrease.bMih
ardjobetbal.b(2019);bOlsonbetbal.b(2021);bRathnayaka,bU.b(2018)binbtheirbresearchbconcludedbthat
bdigitalbmarketing,bespeciallybinbemarketing,bhasbabverybpositivebimpactbonbconsumerbpurchasing
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bdecisions.bOnlinebdigitalbcommunicationbhasbabpositivebeffectbonbcustomerbpurchasingbdecisions
bandbisbeffectivebinbpromotingbbrandsbandbproductsbthroughbwebsitesbandbsocialbmediabplatfor
ms 
 
Thebrelationshipbbetweenbbrandbimagebandbpurchasebdecision 
BasedbonbthebresultsbofbSPSSbanalysis,bthebpbvaluebisb0.001b<b0.050bandbthebbetabvaluebisb0.3
25,bsobitbcanbbebconcludedbthatbbrandbimagebhasbabsignificantbandbpositivebeffectbonbpurchase
bdecisions,bthisbresultbisbinblinebwithbthebresultsbofbresearchbbybSavitribetbal.b(2022);bSyazalib 
etbal.b(2019)bthatbbrandbimagebhasbabsignificantbandbpositivebeffectbonbpurchasebdecisions.bAnb
increasebinbthebbrandbimagebvariablebwillbencouragebanbincreasebinbthebpurchasebdecisionbvaria
ble.bResearchbconductedbbybTamannabetbal.b(2021);bWijayaabetbal.b(2021)bshowbthatbbrandbima
gebhasbanbinfluencebonbpurchasingbdecisions,babpositivebbrandbimagebwillbproducebpositivebcons
equencesbsuchbas:b1.bIncreasingbunderstandingbofbaspectsbofbconsumerbbehaviorbinbmakingbpurc
hasingbdecisions;b2.bEnrichingbconsumptionborientationbtowardsbthingsbthatbarebmorebsymbolicbt
hanbproductbfunctions;b3.bIncreasebconsumerbconfidencebinbproducts,benhancebsustainablebcomp
etitivebadvantage.bAccordingbtobSavitribetbal.b(2022);bSyazalibetbal..b(2019);bTamannabetbal.b(202
1);bWijayaabetbal.b(2021)bthatbBrandbImagebhasbanbinfluencebonbpurchasingbdecisions,bconsumer
sbpreferbbrandsbthatbarebcertainbinbqualitybandbimagebcomparedbtobotherbbrandsbthatbarebnotb 
yetbclearbbecausebthroughbbrandbimage,bconsumersbcanbrecognizebabproduct,bevaluatebitsbqualit
y,bandbreducebpurchasebrisk.bWijayabetbal.b(2021)bstatesbthatbifbbrandbimagebisbsomethingbthat
b 
hasbanbinfluencebonbpurchasingbdecisions,bwithbdigitalbmarketing,bconsumersbcanbcreatebandbrea
dbgoodbreviews,bcommentbdirectlybonbourbproductsbandbservices,bthisbcanbhelpbotherbconsumer
sbdeterminebtheirbpurchasingbdecisionsbwhenbgoingbshopping. 
 
RelationshipbofbDigitalbMarketingbtobbrandbimage 
BasedbonbthebresultsbofbSPSSbanalysis,bthebpbvaluebwasb0.001b<b0.050bandbthebbetabvaluebwas
b0.654,bsobitbwasbconcludedbthatbDigitalbMarketingbhasbabsignificantbandbpositivebeffectbonbbra
ndbimage,bthisbresultbisbinblinebwithbthebresultsbofbresearchbbybAdambetbal.b(2020);bAgmekabet
bal.b(2019);Daudbetbal.b(2022);bDumitriubetbal.b(2019)bthatbDigitalbMarketingbhasbabsignificantba
ndbpositivebeffectbonbbrandbimage.bIncreasingbthebDigitalbMarketingbvariablebwillbencouragebanb
increasebinbthebbrandbimagebvariable. 
InbthebinfluencebofbmarketingbstrategybthroughbdigitalbmarketingbonbBrandbImage,bHaudibetbal.b
(2022)bexplainedbthatbthebapplicationbofbdigitalbmarketingbhasbabgoodbimpactbonbbrandbimage,b
becausebdigitalbmarketingbactivitiesbprovidebinformationbaboutbthebcompanybtobthebcompany'sbc
onsumers,basbwellbasbthebbrandbimagebbeingbwellbperceivedbbybconsumers,basbevidencedbbybth
ebdominancebofbcustomersbwithbincreasedbrepurchasebratesbandbproductsbarebincreasinglybrecog
nizedbforbitsbtastebandbdistinctiveness.bLikewisebinbthebresearchbconductedbbybHaudibetbal.b(202
2);Indumathibetbal.b(2018);Juwainibetbal.b(2022)bexplainsbthatbtherebisbanbinfluencebfrombdigitalb
marketingbonbbrandbimage,basbevidencedbbybconsumerbperceptionsbofbbetterbvaluebthanbbefore.
bResearchbbybKhanbetbal.b(2020);bLiubetbal.b(2019);Melovićbetbal.b(2020)bconcludedbthatbthebuse
bofbmarketingbstrategiesbthroughbdigitalbchannelsbcanbhavebabgoodbimpactbbybincreasingbthebm
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arketbsharebofbabbrand.bDigitalbmarketingbhasbabkeybrolebinbcreatingbabbrandbimagebbecausebin
bmodernbtimes,badvertisingbhasbchangedbfrombtraditionalbmediabtobdigital. 
 
DigitalbMarketingbonbBrand-MediatedbPurchasebDecisions 
BasedbonbthebresultsbofbthebSobelbtest,babz-
valuebofb6.653b>b1.96bwasbobtainedbwithbabsignificanceblevelbofb5%,bitbcanbbebseenbthatbtheb 
influencebofbdigitalbmarketingbonbpurchasingbdecisionsbisbmediatedbbybbrandbimagebwithbanbindi
rectbeffectbofb6.543.bTherebarebseveralbstudiesbthatbalsobsupportbthebpositivebresultsbofbthisbstu
dy,bnamelybthebresearchbconductedbbybHaudibetbal.b(2022);Indumathibetbal.b(2018);Juwainibetbal.
b(2022)bprovebthatbdigitalbmarketingbhasbabsignificantbeffectbonbconsumerbpurchasingbdecisionsb
becausebtherebisbelectronicbwordbofbmouthbwhichbaffectsbconsumerbtrust.bJuwainibetbal.b(2022)
bexplainedbthatbmarketingbstrategiesbthroughbdigitalbmarketingbandbbrandbimagebaffectb 
consumerbpurchasingbdecisions.bHaudibetbal.b(2022);Indumathibetbal.b(2018)bresultsbinbabconclusi
onbwhichbstatesbthatbthebmajoritybofbconsumersbhavebswitchedbtobdigitalbcommunication,bmakin
gbrunningbabmarketingbstrategybthroughbdigitalbmarketingbabpositivebimpactbonbconsumerbpurch
asingb 
decisions. 
 
Conclusion 
Thisbstudybrevealsbthatbmarketingbstrategiesbthroughbdigitalbmarketingbinfluencebpurchasingb 
decisionsbwherebbrandbimagebasbabmoderatingbvariablebstrengthensborbincreasesbthisbinfluence.b
Thebstrengthbofbthisbresearchbisbthatbthisbresearchbisbusedbtobhelpbmarketingbmanagersbmeasur
ebthebeffectivenessbofbdigitalbmarketingbinbattractingbconsumersbtobmakebpurchasesbandbexplore
botherbfactorsbthatbcanbimprovebbrandbstrategy.bItbcanbalsobhelpbfuturebresearchersbwhobfocusb
onbdigitalbmarketingbandbconsumerbbehaviorbbecausebmanybresearchersbhavebanalyzedbdigitalb 
communicationbandbsocialbmedia.bFuturebresearchersbcanbalsobincludebmanybvariablesbinbab 
long-termbresearchbapproachbtobuncoverbotherbfactorsbthatbinfluencebpurchasingbdecisions 
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