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Lampiran 4 Olah data statistik deskriptif

Descriptives Pemasaran Digital

[DataSet2]
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation

PD1 175 1 5 4.30 938
PD2 175 1 5 4.34 1.037
PD3 175 1 5 4.35 863
PD4 175 1 5 4.34 a0
PD5 175 1 5 427 885
PD& 175 1 5 4.23 914
PDTOTAL 175 9 30 25.83 4.872
Valid N (listwise) 175
Descriptives Kepercayaan Merek

[DataSet2]

Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation

KP1 175 1 5 422 972
KP2 175 1 5 4.26 934
KP3 ey 1 5 423 973
KP4 175 1 5 429 1.022
KPTOTAL 175 5 20 17.00 3.417
Valid N (listwise) 175
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Descriptives Citra Merek

[DataSet2]
Descriptive Statistics
Minimum | Maximum Mean Std. Deviation
CM1 175 1 5 4.33 973
CM2 175 1 5 4.25 966
CM3 175 1 5 418 987
CM4 175 1 5 421 978
CM5 175 1 5 429 921
CME 175 1 ] 4.35 903
CMTOTAL 178 6 30 2560 4,999
Valid N (listwise) 175
" Descriptives Kepercayaan Merek
[DataSet2]
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation

KM1 175 1 5 4.26 927
KM2 175 1 5 423 791
KM3 175 1 5 429 983
Km4 175 1 5 4.22 970
KMTOTAL 175 D 20 16.99 3.249
Valid N (listwise) 175
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Lampiran 5 Lampiran olah data mentah

Correlations
PD1 PD2 PD3 PD4 PD5 PD6 | PDTOTAL
PD1 Pearson Correlation 1 655 503 a7 503 392 763
Sig. (2-tailed) 000 .000 004 000 002 000
N 60 60 60 60 60 60 60
PD2 Pearson Correlation 655 1 430 502 702 440 84T
Sig. (2-tailed) 000 001 000 000 .000 000
N 60 60 60 60 60 60 60
PD3 Pearson Correlation 503 430 1 356 335 241 63
Sig. (2-tailed) 000 001 005 009 063 000
N 60 60 60 60 60 60 60
FD4 Pearson Correlation 370 502 356 1 691 234 707
Sig. (2-tailed) 004 000 005 000 072 000
N 60 60 A0 60 60 60 60
PD5 Pearson Correlation 503 702 335 691 1 377 815
Sig. (2-tailed) 000 000 .009 000 003 000
N 60 60 60 0 60 60 60
PD6 Pearson Correlation 392 440 241 234 377 1 636
Sig. (2-tailed) 002 000 063 072 003 000
N 60 60 60 60 60 60 60
PDTOTAL  Pearson Corelation 763 847 639 707 815 636 1
Sig. (2-tailed) .000 000 000 000 000 000
N 60 60 60 0 60 60 60

** Correlation is significant atthe 0.01 level (2-tailed).

Reliability Statistics

Cronbach's

Alpha

N of ltems

706

4

CORRELATIONS

/VARIABLES=PDL PD2
/PRINT=TWOTAIL NOSIG
/MISSING=PAIRWISE.

PD3 PD4 PD5S PD& PDTOTAL
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Correlations

KP1 KP2 KP3 KP4 KPTOTAL
KP1 Pearson Correlation 1 316 360 430 745
Sig. (2-tailed) 014 .005 001 .000
N 60 60 60 60 80
KP2 Pearson Correlation 316 1 283 406 694
Sig. (2-tailed) 014 028 001 .000
N 60 60 60 60 60
KP3 Pearson Correlation 360 283 1 501 709
Sig. (2-tailed) .005 .028 .000 .000
N 60 60 60 60 60
KP4 Pearson Correlation 430 406 501 1 781
Sig. (2-tailed) 001 001 .000 .000
N 60 60 60 60 60
KPTOTAL Pearson Correlation 745 694 709 781 1
Sig. (2-tailed) .000 .000 .000 000
N 60 60 60 60 60

*. Correlation is sianificant at the 0.05 level (2-tailed).

** Correlation is significant at the 0.01 level (2-tailed).

Reliabiity Staustics

Cronbach's
Alpha

N of ltems

.824

6

RELIABILITY

/VARIABLES=KP1 KP2 KP3 KP4
/SCALE ('ALL VARIABLES') ALL

/MODEL=ALPHA.
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Correlatons

CcM1 cM2 CM3 CM4 CM5 CM6 | CMTOTAL
cM1 Pearson Correlation 1 566 198 388 201 583 698
Sig. (2-tailed) .000 130 002 124 000 .000
N 60 60 60 60 60 60 60
cMm2 Pearson Correlation 566 1 456 174 508 260 724"
Sig. (2-tailed) .000 .000 183 .000 045 .000
N 60 60 60 60 60 60 60
cM3 Pearson Correlation 198 456 1 429 447 250 695
Sig. (2-tailed) 130 .000 001 .000 054 .000
N 60 60 60 60 60 60 60
CM4 Pearson Correlation 388 174 429 1 142 538 682
Sig. (2-tailed) 002 183 001 279 000 .000
N 60 60 60 60 60 60 60
CM5 Pearson Correlation 201 508 447 142 1 355 617
Sig. (2-tailed) 124 .000 000 279 005 .000
N 60 60 60 60 60 60 60
CM6 Pearson Correlation 583 260 250 538 355 1 696
Sig. (2-tailed) .000 045 054 .000 005 .000
N 60 60 60 60 60 60 60
CMTOTAL  Pearson Correlation 698 724 695 682 617 696 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 60 60 60 60 60 60 60

** Correlation is significant atthe 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).

Reliability Statistics

Cronbach's
Alpha

N of ltems

705 4

RELIABILITY
/VARIABLES=CM1 CM2 CM3 CM4 CM5 CMé
/SCALE('ALL VARIABLES') ALL
/MODEL=ALPHA.
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Correlations

KM1 KM2 KM3 KM4 | KMTOTAL
KM1 Pearson Correlation 1 363 473 435 783
Sig. (2-tailed) 004 000 001 000
N 60 60 60 60 60
KM2 Pearson Correlation 363 1 243 466 656
Sig. (2-tailed) .004 055 000 000
N 60 60 60 60 60
K3 Pearson Correlation 473 249 1 346 762
Sig. (2-tailed) .000 055 007 000
N 60 60 60 60 60
K4 Pearson Correlation 435 466 346 1 730
Sig. (2-tailed) 001 000 007 000
N 60 60 60 60 60
KMTOTAL  Pearson Correlation 783 656 762 730 1
Sig. (2-tailed) .000 000 000 000
N 60 60 60 50 60

** Correlation is significant atthe 0.01 level (2-tailed).

Reliability Statistics

Cronbach's
Alpha

N of ltems

765

6

RELIABILITY

/VARIABLES=KM1 KM2 KM3 RM4
/SCALE ("ALL VARIABLES') ALL

/MODEL=ALPHA.
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A. Regresi Sederhana Pemasaran Digital ke Citra Merek

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate
1 937¢ 879 878 1.745
a. Predictors: (Constant), PD
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 3821175 1 3821.175 | 1254.807 0o0°®
Residual 526.825 173 3.045
Total 4348.000 174
a. Dependent Variable: CM
b. Predictors: (Constant), PD
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Maodel B Std. Error Beta 1 Sig.
1 (Constant) 758 714 1.063 .289
FD 962 027 937 35423 .000

a. Dependent Variable: CM

B. Regresi Sederhana Pemasaran Digital ke Kepercayaan Merek

Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 933 .B70 869 1177
a. Predictors: (Constant), PD
ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 1597.460 1 1597 460 | 1153.743 000°
Residual 239,534 173 1.385
Total 1836.994 174
a. Dependent Variable: KM
b. Predictors: (Constant), PD
Coefficients™
Standardized
Unstandardized Coefficients Coefficients
Mode| B Std. Error Beta t Sig.
1 (Constant) 932 481 1.938 .054
FPD 622 018 933 33.967 .000

a. Dependent Variable: KM
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C. Regresi Berganda Citra Merek dan Kepercayaan Merek ke Keputusan

Pembelian
Model Summary
Adjusted R Std. Error of
Model R R Square Square the Estimate
1 932¢ 869 .B68 1.244

a. Predictors: (Constant), KM, CM

ANOVA®
Sum of
Model Squares df Mean Square F Sig.
1 Regression 1765.875 2 882938 | 570655 .000°
Residual 266.125 172 1.547
Total 2032.000 174
a. Dependent Variable: KP
h. Predictors: (Constant), KM, CM
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta 1 Sig.
1 (Constant) 296 508 582 561
CM 455 .048 666 9.526 .000
KM 297 074 .283 4044 000
a. Dependent Variable: KP
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Abstract- Factors forming purchasing decisions are important for companies
to analyze to be sustainable in rapid technological developments. The rapid
development of technology is followed by e-commerce in Indonesia, which
results in increasingly flerce competition between competitors. This study
aims to analyze and examine the impact of digital marketing on brand trust
and brand image that influence the purchase decision of Mirrorplus.id
prodducts. Data collection uses quantitative methods by distributing question-
naires to Mirrorplus.id consumers. The study was conducted from July 2021
to January 2022, The sampling technique used purposive sampling with sever-
al criteria and 139 respondents. The data analysis technique used SEM-PLS
with the help of SmartF15 3.2.9. The results of the study yield several conclu-
sioms, namely, digital marketing has a signiticant and positive effect an brand
image and brand trust, brand image does not have a significant but positive
effect on purchasing decisions. and brand trust has & significant and positive
effect on purchasing decisions. The implication that will be carried out is to
carry out a marke! penetration and product development sirategy. Market pe-
netration can be done by adding promotion amnd marketing costs to Mirros-
plus.id digital media. Some steps can be taken are collaborating with several
influencers, where influencers can spread the Mirrorplus. id brand by explain-
ing product functions and values.
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cisions

CITATION

limi, 5. H., Harianto, E., Mas'ud, B., and Azizurrochman, k. 2023, Does Digital Marketng Based an
Brand Image and Brand Trust Affect Purchase Decisions in the Fashion Industry 4.07. lurnal Api-
kasi Mongjemen, Yolume 21, Issue 3, Pages 553-566. Malang: Universitas Brawijaya. 0OI: hitp:/f
dx.dai.ong10. X176 fubjam.2022.021.03.01.

553

147



JURNAL APLIKASI MANAJEMEN

VOLUME 21 IS5UE 3 SEPTEMBER 2023

INTRODUCTION

Internet technology in Indonesia has entered
high growth, and almost all jobs have used digital-
based regulations (Bisma and Pramudita, 2020).
This significant growth rate is based on broadband
and digital transformation that has been widespre-
ad since the Covid-19 pandemic. Based on the da-
ta from the Indonesian Internet Service Providers
Association (APJIN. the internet users reached
196,714,070, with an increase of 8.9% from 2020,
The growth of the Internet also affects the growth
of e-commerce in Indonesia, where according to
BFS, there is an increase of 45.93%. The increase
in the number of e-commerce is due to changes in
consumer habits in shopping since the Covid-19
pandemic. The effects of the pandemic make con-
surners avoid physical contact (Rohmah, 2020).
This change in habit patierns is felt until Indonesi-
ans get used o mecting their online shopping ne-
eds. It is what makes offline business people move
to sell online. Sales through online media also ha-
ve many conveniences, including easy access (o
expand markel segments so that business perform-
ance processes can run effectively and efficiently.
Some of these advantages encourage the emergen-
ce of e-commerce, which results in increasingly fi-
erce competition.

The role of digital media in business is be-
lieved to be one of the attractive marketing tools
where digital media can carry out two-way com-
munication between sellers and buyers, can make

advertising campaigns, and form brand images so
that the value of the brand can be conveyed to con-
sumers (Zahira and Prasetio, 2021). Through digi-
tal media, companies can display several reviews
made by previous consumers in the form of pho-
tovideo content, and this can be done to build con-
sumer trust. Digital media changes are also grow-
ing rapidly, one of which is tiktok. At first. Tikiok
was only social media where only digital media
showed short videos as entertainment. Stll, now it
can be used as a shopping medium because Tikiok
has added a new menu, namely tiktokshop, where
consumers do not need (o switch to e-commernce o
buy products promoted on tiktok. An online adver-
tisement is a form of promotion that uses the Inter-
net to attract customiers (Nizam and Jaafar, 2018).
Online adverlisement is an alternative to Mirror-
plus_id in targeting its market segment. The online
advertisement used by Mimmorplus.id is an adverti-
sement shop. Through the shopee advertising fea-
ture, Mirrorplus_id can market its products through
keywords, categories, and similar images in the
Shopee application. The average cost for Shopee
advertising per week is [IDR 700,000. This amount
can go up of down depending on the chart analy-
sis. Frees will be increased 2-3x if Mirrorplus.id
participates in e-commerce programs such as the
1010 Shopping Sale and 12.12 Big Mega Shop-
ping Day events. The target of this promotion is to
increase Mirrorplus.id products to the op search

rankings.

r' !
Penetrasi Intermet 2019 Infernet Uiser
Prerietrard Inberrest () Prerigund FUefmet
73, 7% 196.714.070,3
L A
g Gronh (%) Populasi Indonetis 2019 BPE )
0 50| ia 209 Proyeksi }
8,9% 266.911.900
Growth Internet User ; Population Crowts | 2018 > 2018 (%)
25.537.353,5 1,03%
l‘;.__ A
Source: AP]JI Internet Survey Report 2019-2020
Figure 1. Internet User Penetration 2020
]
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The rapid development of the digital media
functions shows the importance of companies im-
plementing marketing sirategies through digital
media appropriately. Companies can use digital
marketing strategies to form a brand image and in-
ceease trust (Zahira amd Prasetio, 2021). Several
studies were conducted on the influence of digital
marketing, one of which was conducted by (Hasan
and Sohail, 2020). This study discussed the influ-
ence of digital marketing on purchasing decisions
and the impact of the moderating relationship bet-
ween local and non-local brands. The number of
samples used in this study amounted to 343 res-
pondents and was analyaed using the structural eg-
uation modeling method. The studys conclusion
shows that the variables of brand trust, brand com-
miiily, brand awareness, and interaction affect
purchasing decisions. Another study was comduct-
ed by (Adiwidjaja and Tarigan, 2017), which dis-
cussed the impact of the influence of brand image
and brand trust on the purchasing decision of Con-
verse shoes. The number of samples wsed in this
study amounted (o 50 and was analyzed using the
PLS method. The results showed that brand image
and brand trist had a positive and significant effie-
ct on purchasing decisions. Meanwhile (Pramez-
wary et al., 2021) researched the effect of brand
trust and sales promotion on consumer purchasing
decisions. The number of samples in this study
amounied to 200 respondents and was analyzed
using the multiple linear regression method. The
results showed that sales promotions and brand
trust can significantly influence purchasing decisi-
ons. Subsequent rescarch (Al et al., 2019) discus-
sed the influence of several variables on purchas-
ing decisions, such as brand image, brand equity,
and brand trust. The number of samples in this stu-
dy amounted o 40 respondents and was analyzed
using the multiple linear regression method. The
results showed that brand image, brand equity, and
brand trust had no significant effect partially on
purchasing decisions.

Huge profit opportunities encourage many
business people (o explore e-commerce, including
Mirrorplus.id. This company was founded in Sep-
tember 2020 by a family business in the Mojokerto
Regency arca. Mirrorplus.id sells aesthetic mirrors
as its main product. 5till, for the last three months,
Mirrorplus.id has also been packing sale materials
or product packaging such as bubble wrap and in-

sulation. Mirrorplus.id segment customers are wo-
men ranging in age from 14 years to 45 years in
Indonesia. Mirrorplus.id focuses on conducting
online advertisements and collaborating with vari-
ous influencers to reach its target market. Mean-
while, the customer segment for packing and pac-
kaging material products at Mirrorplus.id uses Fa-
cebook media to target small businesses around
Mojokerto.

So far, Mirrorplus.id has never rescarched
the influence of digital marketing on purchasing
decisions. The use of digital media in a business is
believed to be an attractive marketing tool, where
digital media can carry oul two-way communica-
tion, conduct reviews, offer campaigns, and provi-
de relevant content to strengthen relationships and
coeate value for consumess (Zahira and Peasetio,
2021). Several researchers conducted research and
concluded that digital marketing has a significant
effect on purchasing decisions (Fitrianna and Au-
rinawati, 2020), (Harto et al.. 2021}, and (Khogi-
yah and Lubis, 2021). One of the factors that influ-
ence purchasing decisions are brand image and
brand trust (Mabila and Usman, 2020, (Sanny et
al., 2020), and (Hasan and Sohail, 2020). It is, of
course, utilized by Mirrorplus.id o market prod-
ucts through digital media to form a brand image
and build consumer brand trust. Seeing how im-
paortant it is for a company to implement a market-
ing strategy through digital media to build a brand
image amnd increase customer frust in the brand (o
increase consumer interest in buying (Zahira and
Prasetio, 2021). The fluctuation in Mimorplus' re-
venue turnover does not align with the number of
complaints. The complaints experienced by hir-
rorplus.id were in the form of product complaints
that were not in good condition (broken) when re-
ceived by consumers. Because the main product is
mirror glass, Mirrorplus id cannot avoid problems
during shipments made by the expeditionary par-
ty. Mirrorplus.id anticipates this by providing a
new product return guarantee if the product reced-
ved is broken, This guarantee is used to build con-
sumer irust.

Anather study was conducted by [Adiwid-
jaja and Tarigan, 2017), which discussed the effect
of brand image and brand trust on purchasing de-
cisions for Converse shoes. The number of sampl-
es used in this study amounted tw 50 and was ana-
Iyzed using the PLS method. The results of the stu-
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dy show that brand image and brand trust have a
positive and significant effect on purchasing deci-
sions. Meanwhile (Prameswary et al., 2021) rese-
arched the effect of brand trust and sales promati-
ons on consumer purchasing decisions. The num-
ber of samples used in this study amounted o 200
respondents and was analvzed using maltiple Li-
near regression methods. The resulis of the study
show that sales promotions and brand trust can ha-
wie a significant influence on consumer purchasing
decisions. Digital marketing rescarch is an exeit-
ing matter associated with brand image and trust
because the digital marketing world is relevant to
today's developments. The novelty in this research
is the link between digital marketing and bramnd
image, and brand trust in purchasing decisions.
This research will assist management in knowing
the effect of digital marketing on brand image and
trust amd the impact of brand trust on purchasing
decisions. The rescarch objective is 1o analyze the
effect of digital marketing on brand trust, the ef-
fect of digital marketing on brand image, the effect
of brand trust on purchasing decisions, and the in-
fluence of beand image on purchasing decisions.

LITERATURE REVIEW
Digital Marketing

Diigital marketing is a technology for nar-
keting products or services through digital media.
Some digital media that can be used are social me-
dia, websites, or even podceasts via youtube (Rach-
madi, 2020). (Graesch et al.. 2021). The purpose
of the digital marketing process is to atiract custo-
mers and be able (o interact (Mkwiza, 2019) (Hi-
lal-Ramadhan et al., 2021). The successful imple-
mentation of digital marketing will positively im-
pact the expansion of the company’s target market
{Khozivah and Lubis, 2021). The vital role of digi-
tal marketing is (o attract more consumers by wsi-
ng marketing communication strategies.

Research on digital marketing strategics has
been widely carried out, one of which is the strate-
gy used by big fashion brands in digital marketing,
namely the storytelling technigue (Romo et al.,
2017). Another strategy for optimizing content in
digital content marketing is optimizing social me-
dia content through scheduled interactions (Hayu,
2019). The relationship between digital marketing
and social media is significant now. Using social
media, we can buy goods with one click or market

goods easily. Digital marketing is a digital techno-
logy related to communication to achieve market-
ing poals. Some of the digital media wsed by BMir-
rorplus.id are as follow.

Instagram. Instagram is a social networking
media used to share videos or photos with other
users (Suyono and Pambudi, 2009). Instagram is
an effective digital media for sharing experiences,
including shopping. Instagram users interact with
each other and recommend product purchases to
other users. It is what companies can use to build
a brand image. Besides that, Instagram can also be
a liaison between sellers and potential buyers o
interact. Eeplay menus, messages, and comments
can be used as a mediom of interaction between
companies and buyers. Several other menus can
also be used, such as product advertisements that
lead to purchases by directing them to websites or
e-commerce. Related research conducted by (Pus-
pitarini and MNuraeni, 2019), Instagram can be used
in the company's marketing process through se-
veral features affered, such as the advertising pro-
oess, making discounts, and giveaways. This pro-
motional strategy can be used on the Instagram
platform as a promotional medium.

Tiktok. Tikiok application is a social net-
working media used to share short videos and bro-
adcast live. Initially, TikTok was only used as a
medium for social interaction. However, in early
2022, tikiok launched a new menu, namely tikiok-
shop, where users can sell directly through the tik-
tok application. 5o that companies can camy oul
digital marketing processes using tikiok ads. In
addition, sellers can also take advantage of the live
broadeast menu o promote their products. The
live broadeast has & comment ment so viewers can
ask questions direcily and inferact with sellers.
From some of the explanations above, Tikiok is a
digital media with a good influence. Besides being
widely used in all circles, Tiktok also adds a tk-
tokshop menu where business people can directly
target their market segments. Therefore, the right
digital marketing process will have a positive ef-
fect (Wibowo and Yudi, 2021).

Brand Image

Brand image is a form of initial belief in a
particular brand or product. Consumers can give a
first impression by forming a brand image (Harto
et al., 2021), both positive and negative impressi-
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ons. Companies use the brand image to display the
value and advantages of the brand (o consumers.
Forming a good brand image will create the initial
perception of consurmers. Therefore, the company
miiest pay attention to the steps for forming a brand
image s0 that consumers’ perception becomes a
positive one.

Brand Trust

The definition of brand trust is a form of
consumer voluntary action to trust the value of a
productbrand (Enchasse and Saglam, 2020). Tru-
st is one of the main features between customer
and company relationships and is one of the core
variables for building long customer relationships.
Trust in the brand can be seen from the extent (o
which consumers accept that the product fulfills
thedr desires. When trust is well formed in consu-
mers, products will be purchased more often for
reasons of less perceived risk. Based on the state-
ment about the description of brand trust above, it
can be said that when consumers trust certain pro-
ducts, it will encourage trust (o buy the brand.

Purchase Decision

A purchase decision is a process of compar-
ing a product to form a purchase decision (Susi-
lawati and Wufron, 2017); (Mabila and Usman,
2020). The purchase decision is the stage of pro-
blem-solving to buy the desired target. Soit can be
said that the purchase decision is a series of choi-
ces before the buying process occurs (Komalasari
et al., 2021). The stages in decision-making are the
process of finding the information about products,
such as brands, uses, and advantages, after which
consimers begin o evaluale by comparing witk
the other competitors before making a decision. &

Dhgiial
marketirig (x{)

Brand image
1)

corpany must be able to analyze consumers' desi-
res and decision-making processes. In short, the
purchase decision means the selected item has mo-
re value than competitors.

Hipotesis Framework

Digital marketing is one of the variables
that positively impact brand image. Research con-
ducted by Fitrianna and Aurinawati (2020) states
that the relationship between the use of digital
marketing and the effect of strengthening brand
image has a positive impact. It means that the bet-
ter digital marketing is done, the brand image can
increase in the eyes of consumers. The results of
this study are also reinforced by research conduct-
el Harto ot al. (2021), which states that the appli-
cation of digital marketing has a good impact on
the brand image because digital marketing activiti-
o5 provide information about the company (o con-
sumers 5o that the brand image can be well perced-
ved by consumers,
H1: Digital marketing has an effect on brand ima-

ge.

Digital marketing is one of the variables
that have a positive impact on brand trust. One of
the crucial requirements for having a strong brand
in the online world is influenced by the trust fac-
tor. Trust in a brand is a consumer's desire for pro-
mises offered by a brand to be kept. It is in line
with research conducted by Subawa et al. (2020),
which states that digital marketing positively im-
pacts creating a company’s bramd trust. Companies
can easily target consumer brand trust through as-
sistance from digital marketing, especially social
midia marketing.

H2: Digital marketing affects brand trust.

Purchase
Decision (y1)

Figure 2. Hipotesis Framework
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Brand image is a set of beliefs, ideas, impre- cisions.
ssions, and perceptions of a person, a community,
or society about a brand (Parno, 20018). Consumers Brand trust is omne of the variables that influ-

view brand image as the most essential part of a8 ence purchasing decisions. In the field of e-com-
product because brand image reflects a product. In- merce, brand trust has an important role. Accord-
other words, brand image is an important element  ing (o research conducted by Nabila and Usman
that can encourage consumers 0 buy a product. (20200, brand trust significantly affects purchasing
The better the brand image attached to the product,  decisions. The higher self-efficacy owned by con-
the more consumers will be interested in purchas-  sumerss the impact on increasing purchasing deci-
ing the product. One of the studies conducted by sions owned by consumers. Likewise, if the brand
Zamrudi et al. (2016) said that brand image is an  (rust obtained by consumers is low, purchasing de-
important part that needs to be maintained froma  cisions will decrease. Consistent with the results
consumer perspective. It aligns with research con-  of this siudy, several other siudies were conducted
ducted by Fitrianna and Aurinawati (2020), which by Subawa cf al. (2020), Enchasse and Saglam
says that brand image can influence purchasing  (2020), Hasan and Sohail (2020), Awlkar (2020),
decisions. The better consumers perceive the pro- — and Sanny et al. (2020) also stated that brand trust
duct's brand image. the higher the purchasing deci-  has a significant effect on purchasing decisions.

sion. H4: Brand trust has an effect on purchasing de-
H3: Brand image has an effect on purchasing de- cisiomns.
METHOD

Table 1. Variable Operational Definition

Variahle Indicator Size
Digital hMarketing (X) Interactivity ease of exchanging information
(Susenno, 2019) Interactive communication
Demassification information spread widely
efficient marketing media
Asynchronous cam send &nd receive information at any time

increase product knowledge deeper

Brand Image (Z1) Corporate Image Company reputation
(Susilawati and Wufron, 2017) Enterprise production integrity
User Image Consumer lifestyle

Consumer social strata

Prosfuct Image Product Variation
Product Quality
Brand Trust {£2) Viability Products can satisfy consumer needs.
(Adiwidjaja and Tarigan, 2017) Walue according to what is offered
Intenticnality Guarantee as a security guarantee

Trust that the product lives up to expectations.

Purchasing Decision (Y] Want To Have Interess in the product
{Adiwidjaja and Tarigan, 2017) Knowing the function and value of the product well
Buying Wani to bary the product
Want to use

¥ ______________________________________________________________________|
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Population is the target object for collecting
data. Populations can be organisms, people or gro-
ups of people, communitics, organizations, objects,
or events, all of which have characteristics and
mist be explicitly defined. The population in this
study are all Mirrorplus.id consumers. The resear-
ch sample intended as respondents in this study
were digital marketing users who had shopped at
Mirrorplus.id. The sampling technigue used in this
study uses a purposive sampling method with the
criteria: Male and fermale, Minimum age of 15 ye-
ars, Using digital marketing in daily activities, ha-
ving made purchases at Mirrorplus.id at least three
times, Purchase period from June to Septermber
2021. The number of samples obfained was 139
people. This research includes a quantitative rese-
arch model with data obtained through disiributing
questionnaires. The research population uses a
purposive sampling technique, where the sample
is selected based on an assessment of specific cha-
racteristics. The collected data will be analyzed
using the SEM-FLS (Structural Equation Model-
Partial Least Square) statistical method. SEM-PLS
analysis using SmartPls 3.2.9 tools. The reason for
choosing PL5-5EM is that PLS does not requine
data normality univariably or multivariate (Tanjo-
yo et al, 2021). Several analyses were carried out,
namely the process of analyzing the outer and inn-
er models, amd then hypathesis testing was carried
out to determine the effect of significance between
variables. The results of the data analysis process
will draw conclusions based on the theory in pre-
vious research. In addition, supgestions will also
be given for reference for readers and future rese-
arch (Sugiono, 2017). In this study, four variables
are used: digital marketing, brand image, bramd
trust. and purchasing decisions. The analysis used
is a descriptive quantitative analysis using SEM-
PLS.

RESULTS
Testing Outer Model

The outer model analysis process is carried
out to measure the outer part of the SEM-PLS mo-
del, and to measure the outer model used two tests,
namely validity and reliability. For the validity test
process in SEM-PLS, there are two types of tests,
namely calculations using convergent validity and
discriminant validity (Purwanto and Sudargini,
2021).

Convergent Validity

Convergent validity analysis is used to mea-
sure the validity of the construct carrelation on the
latent variable. The convergent validity value can
be known by calculating the loading factor and the
caloulation of AVE (Average Variance Extracted)
value (Purwanto and Sudargini, 2021). If the value
of the loading factor indicator is more than 0.7,
then the indicator can be said o be valid. Sll, if
the lnading factor of the indicator is less than 0.7,
then the indicator has not met convergent validity.
The results of the validity test of digital marketing
variables that have been processed showed that all
digital marketing variable indicators’ loading fac-
tor value is above (LT, So it can be concluded that
all indicators of digital marketing variables used
have a high level of validity to meet convergent
validity. The results of the validity test of the bra-
nd image variable that has been processed showed
that the loading factor value of all brand image
variable indicators has a value above (.7, 5o it can
be concluded that all indicators of brand image
variables used have a high level of validity to meet
convergent validity. The resulis of the validity test
af the brand trust variable that has been processed
showed that the loading factor value of all indica-
tors of the brand trust variable is above 0.7. So it
can be concluded that all indicators of the brand
trust variable used have a high level of validity to
meet convergent validity.

The results of the validity test of the purcha-
sing decision variables that have been processed
showed that the loading factor value of all purcha-
sing decision variable indicators has a value above
0.7. So it can be concluded that all indicators of
the purchasing decision variables used have a high
leweel of validity tomect comvergent validity. In ad-
dition to being known from the loading factor val-
ue, the convergent validity test can be seen by lo-
oking at the Average Variance Extracted (AVE)
value., The AVE value that must be generated for
each variable is at least 0.5, IF the AVE value of
the variable is above 0.5, it can be said that the
variable has met convergent validity (Marliana,
2020). It can be seen that the AVE value of all re-
search variables has a value greater than 0.5,
which means that it has met the limit of convergent
validity. So it can be concluded that the indicators
of the research variables used have met conver-
gent validity and are declared valid.
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Discriminant Validity

Discriminant validity is used for the compa-
rison evaluation process between two concepls
where the results must show differences. This dis-
criminant validity test can be known by calculat-
ing the cross-lpading value and the relationship
between the AVE wvalue and its latent variable
{Purwanto and Sudarging, 2021). An indicator can
be declared (o meet the discriminant validity limit
if the cross-loading value has a value above the
critical factor value (0.7) and the vice versa. If the
cross-loading value is less than 0.7, it can be stated
that the indicator does not meet discriminant vali-
dity and is declared invalid. The cross-loading val-
ues processed showed that the eross-loading bet-
ween indicators amd other variables has a cross-
loading value greater than 0.7. 5o it can be said
that the research indicators have met discriminant
validity so that it is declared valid. In addition to
cross-loading, discriminant validity can be measu-
red by comparing the AVE value with the cormela-
tion of the latent variables. The relationship bet-
ween the AVE value and the latent variable / dis-
criminant validity the variable is valid if the AVE
root is greater (han the correlation of the latent va-
riable.

Reliability Test

A peliability test is used to determine a me-
asuring instrument’s consistency level. The relia-
hility test of this study can be seen from the value
of Cronbach's alpha and compaosite reliability. The
variable s declared reliable if the value of Cron-
bach's alpha is greater than 0.07 and the composite
reliability value has a value above 0.07. The resul-
ts of the research sample reliability test showed
that the value of Cronbach's alpha of all variables
is above 06, and the value of composite reliability

on each variable is above 0.7, So it can be conclu-
ded that the research construct can be said (o be
reliable.

Inner Model Analysis (Structural Model)

The inner mode] analysis uses the r-sguare
value (reliability indicator) as a determinant. If the
r-square value is high, the better the study's predic-
tion model. Analysis of Variance (RZ) is used to
determine the amount of influence of the indepen-
dent variable. The value of the coefTicient of deter-
mination of this study can be concluded that the
value of the r-square of the impact of digital mar-
keting on the Mirrorplus.id brand image is 0.291
or 29.1%. Meanwhile, based on the r-square brand
trust value, the influence of digital marketing on
Mirrorplus.id brand trust is (0365 or 36.5%. And
the value of the independent variable on the pur-
chase decision of Mirrorplus.id has an r-square va-
lue of 0.517 or 51.7%.

Hypothesis Testing

The measurement of the significance of the
structural model test can be seen from the p-value
and t-statistic values. The p-value will have a sig-
nificant effect if the value is smaller than 0.05 or
2%, whereas if the p-value is greater than 0,05, it
has an insignificant impact. The value of (-statis-
tics will have a significant effect if the value is gre-
ater than 1.96, whereas if the value of (-statistics
is less than 1.96, then it means no significant ef-
fect. The measurerment of positive influence can
be chosen from the original sample value. I the
value of the original sample is positive, the directi-
on of the effect is positive. IF the valie of the origi-
nal sample is negative, the direction of the effect
is negative. The value of testing the hypothesis of
this study can be seen in Table 2.

Table 2. Path Koefisien
Hypothesis Original Sample (0) T Statistics (((/STDEV|) P Values
Digital Marketing -> Brand Image 0.539 T.208 0.000
Digital Marketing - Brand Trust 0,596 9.754 0.000
Brand Image -> Purchase Decision 0.181 1.910 0.057
Brand Trust -= Purchase Decision 0604 6.092 0.000
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The original sample value in the first hypo-
thesis is 0.539, and the p-value of 0.000 is smaller
than 0.03, meaning that the relationship has a sig-
nificant effect. The direction of influence of the
original sample value shows a positive value, and
there is an increase in digital marketing variables.
In contrast, other variables remain, and the brand
image value will increase. The positive direction
shows that digital marketing positively afTects bra-
nd image. Based on the test resulis, it can be con-
cluded that the first hypothesis is acoepted.

The ariginal sample value of the second hy-
pothesis is 0.596. and the p-value of 0.000 i5 smal-
ler than 0,05, meaning that the relationship has a
significant effect. The direction of influence of the
original sample value shows a positive value, and
there is an increase in digital marketing variables
while other varfables remaing the brand trust value
will increase. The positive direction shows that di-
pital marketing has a positive effect on brand trust.
Based on the test results, it can be concluded that
the second hypothesis is accepted.

The ariginal sample value of the third hypo-

thesis is 0,151, and the p-value of 0.057 is greater
than 0.05, meaning that the hypothesis relation-
ship has no significant effect. The direction of in-
Auence of the original sample value shows a posi-
tive value, and there is an increase in the brand
image variable while other variables remain; the
value of purchasing decisions will increase. The
positive direction indicates that the brand image
has a positive effect on purchasing decisions. Bas-
ed on the test results, it can be concluded that the
third hypothesis is not accepted.

The original sample value of the fourth hy-
pothesis is 0,604, and the p-value of 0.000 is great-
er than 0.05, meaning that the hypothesis relation-
ship has a significant effect. The direction of influ-
ence of the original sample value shows a positive
value, and there is an increase in the brand trust
variable while other variables remain; the value of
purchasing decisions will increase. The positive
direction indicates that brand trust has a positive
effect on purchasing decisions. Based on the test
results, it can be concluded that the fourth by po-
thesis is accepted.
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Figure 3. Hypothesis Test Results
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DISCUSSION
Digital Marketing and Brand Image

Based on the research results through test-
ing, the Arst hypothesis is accepted; it can be ex-
plained that digital marketing positively affects
brand image. These resulis support previous rese-
arch conducted by Sanny ef al. (2020), Fitrianna
and Aurinawati (2020). and Harto et al. (2021),
which stated that digital marketing has a positive
effect on brand image. The better digital market-
ing is done, the better the brand image in the eyes
of consumers. Marketing through digital media
has a significant effect on increasing brand aware-
mess and brand image so that it can influence pur-
chasing decisions for Chocolate Monggo products
in Yogyakarta. (Fitdanna and Aurinawati, 2020)

The influence of marketing sirategies thro-
ugh digital marketing on rand image has a gpood
impact on Mirrorplus.id's brand image. It is becau-
se digital marketing activities provide information
about products and the value of buying mirrors at
Mirrorplus.id to consumers. Through digital mar-
keting strategics, the brand image of Mirrorplus.id
can be well perceived by consumers. Consumer
percepdions are better than before because by utili-
zing digital marketing strategies, consumers know
Mirrorplus.id's image better. Even with a digital
marketing strategy, it has a pood impact by increa-
sing Mirrorplusid's market share. That proves di-
gital marketing has a key role in creating a brand
image.

Digital Marketing and Brand Trust

Based on the research results through test-
ing, the second hypathesis is accepied. It can be
explained that digital marketing has a positive ef-
fect on brand trust. Brand trust, community, awa-
reness, and interactions affect purchasing decisi-
ons. (Hasan and Sohail, 2020). These resulis sup-
port previous research conducted by (Subawa et
al., 2020}, which stated that digital marketing has
a positive and significant impact on brand trust.

Marketing strategies through digital compa-
nies can easily target consumer brand trust. The
process of using digital media properly with effor-
ts to provide continuous information through digi-
tal media can build a level of consumer confiden-
ce. Mirrorplus.id always informs consumers about
the advantages/values of shopping at Mirrorplus.id
compared 1o ils competitors by providing a pur-

chase guarantee. Effosts to provide this informati-
on will eliminate consumer doubts about buying
s0 that a good digital marketing process can signi-
ficantly affect the growth of trust in a brand.

Brand Image and Purchasing Decisions

Based on the research results through tesi-
ing, the third hypothesis is not accepted. [t can be
explained that brand image has a positive effect on
purchasing decisions but does not have a signifi-
cant impact on purchasing decisions. This resear-
ch is not in line with the study conducted by Harto
etal. (2021). However, this research is in line with
research conducted by (Al et al., 2019), which
states that beand imapge has no significant effect on
purchasing decisions. Brand image and brand trust
have a posiiive and significant impact on purchas-
ing decisions. (Adiwidjaja and Tarigan, 2017)

Every consumer has specific reasons for de-
ciding to buy a product. Sometines consumers buy
products for the sole reason of desire. Another rea-
som 18 sometimes, (o meet needs without looking
at the brand image, there is a need for encourage-
ment so that consumers in making decisions can
look at it in terms of brand image to create a strong
relationship with mirror buying decisions at hir-
rorplus.id.

That also shows that the brand image of
Mirrorplus.id is still not sirong in the eves of con-
sumers. The brand image itself is interpreted as a
perception in the minds of consumess that they can
freely associate with the brand. This collection of
associations will help consumers make decisions
with limited information, even before they try the
product or service. This limited information should
be utilized by Mirrorplus.id to increase its compe-
litiveness in attracting new consumers. With a sir-
ong brand image, Mirrorplus should be able to ha-
v a stronger bargaining position than its competi-
Lors.

Brand Trust and Purchasing Decisions

Based on the research results through test-
ing, the fourth lypothesis is accepted. It can be ex-
plained that brand image has a positive effect on
purchasing decisions. These results support pre-
vipus research comducted by (Mabila and Usman,
2020): brand trust significantly affects purchasing
decisions. The higher self-efficacy owned by con-
sumers the impact on increasing purchasing deci-
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sions owned by consumers. Likewise, if the brand
trust obtained by consumers is low, purchasing de-
cisions will decrease. Consistent with the resulis
of this study, several other studies were conducted
by (Subawa et al., 2020), (Enchasse and Saglam,
2020), (Hasan and Sohail, 20200, (Awlkar, 2020).
(Sanny et al., 2020) also stated that brand trust has
a significant effect on purchasing decisions.

Creating brand trust is a positive value for
Mirrorplus.id. Growing trust shows that the com-
pany's consistency in providing shopping security
is better than its competitons. Providing security in
shopping by providing a new product guaraniese
for mirror products is quite a consideration for
constmers. Apart from providing a warranty for
the delivery of a new product iF the product receiv-
ed is damaged/broken, mirrorplus.id also bears the
shipping cost. This value is built by Mirrorplus.id
(o aftract consumer trust and also as a comparative
value from competilors.

A lean business in s operations can create
a competitive advantage to win the competition
(Harianta, 2018). It is cssential to create a business
that has optimal operations. Digital marketing is
one of the efficient and effective business models
that can make a business sustainable (Harianto and
Soenardi, 2022). Based on the research resulis thr-
ough testing, the first hypothesis is accepted. It can
be explained that digital marketing has a positive
effect on brand image. These results support previ-
ous research conducted by Suseno (2019), Fitrian-
na and Aurinawaii (2020), and Harto et al. (2021),
which stated that digital marketing has a positive
effect on brand image. The better digital market-
ing is done, the better the brand image in the eyes
of consumers. It i3 because digital marketing acti-
vities provide information about products and val-
ues in buying mirrors at Mirrorplus.id so that con-
sumers know better about Mirrorplus_id's image.
The existence of a marketing strategy through di-
pital has a good impact by increasing Mirmorplus
d's market share.

IMPLICATIONS

The implication that will be carried out is (o
carry oul a market penetration and product deve-
lopment strategy_ Market penetration can be done
is by adding promotion and marketing costs o
Mirrorplus.id digital media. Some steps that can

be taken are collaborating with several influencers,
where influencers can spread the Mirrorplus.id
brand by explaining product functions and values.
A strong value proposition in a business is funda-
medtal to creating products that follow consumers'
wishes (Harianto and Leoparjo, 2022). The second
is to expand the campaign to give new products as
a guarantee for purchasing Mirrorplus.id products.
Mext i (0 add admin operating hours, where the
admins can respond and provide information to
CONSUMErs anytime.

The next implication that Mircorplus.id can
do i to carry out a product development strategy.
Product development that Mirorplus.id can do is
o increase product variations. It is very beneficial
for mirrorplus.id to develop several new products
in the marked that has been built. Some products
will be made with vanity mirrors, standing mirrors,
mirror walls, and other accessorics. A lot of variety
is expected to satisfy consumer needs. Some im-
plication strategy steps above are expected o en-
large consumer purchasing decisions. This puis a
business in a blue ocean and creates an innovation
that is difficult for its competitors to follow (Hari-
anto and Lookman, 2021).

RECOMMENDATIONS

Based on the results of the research, discus-
sion, and conclusions obtained. the sugpestions
that can be given are as follows: It is hoped that
Mirrorplus.id can improve digital marketing stra-
tegies to build a strong brand image and brand
trust. Increased rust in consumers can influence
purchasing decisions. It is hoped that Mirrorplus.
il can establish the right brand image improve-
menl strategy Lo atiract consumers so that the bir-
rorplus.id brand fmage can be easily remembered
in the minds of consumers.

CONCLUSIONS

This study examines the impact of digital
marketing on brand image and brand trust to inf-
luence purchasing decisions for Mirrorplus_id pro-
ducts. The research concluded that digital market-
ing has a significant and positive efTect on brand
image and brand trust, brand image has no signifi-
cant but positive effect on purchasing decisions,
and brand trust has a significant and positive effect
on purchasing decisions.
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