Kepercayaan Hijau adalah kepercayaan yang didapat dari kemampuan dan kebaikan suatu
produk/merek atas kepedullannya terhadap lingkungan

Gunakan skala likert 1-5:
Je Sanom Tl Seu
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mmmmm
yang kuat di mana konsumen bersedia membayar lebih (premium price) ik
produk yang dianggap mampu

mmm1 -5
1-amrmm

sangaTidskseny O 2O O O O sengaisen

Mengonsumsi Jeruk Berastagi menghindar risiko kesehatan yang mungkin .
terkait dengan mengonsumsi jeruk nan-Berastagi

1 2 3 & a
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kansumen untuk mendapatkannya dengan usaha dan waktu menimal

Gunakan skala fikert 1+ 5
1= Sangat Tidak Setuju
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Pemasaran Digital adalah strategi pemanfaatan ekosistem daring untuk
mendistribusikan informasi produk secara transparan

Gunakan skala likert 7 - 5:
1= Sangat Tidak Setuju
2= Tidak Setuju

3= Netral

4= Setuju

5= Sangat Setuju

Saya mudah menemukan informasi mengenai Jeruk Berastagi di berbagal media *
sosial seperti WhatsaApp, TikTok Instagram maupun platiorm belanja daring

1 2 3 4 5

sangatTidaksey O 2O O O O sangatsewyu

Media pemasaran yang digunakan saat ini seperti WhatsApp,TikTok Instagram ~ *
memberikan pembaruan (update) stok atau harga Jeruk Berastagi secara tepat
waktu

Sangat Tidak Setuju O O O O O Sangat Setuju

Iklan atau konten promosi Jeruk Berastagi yang saya temui seperti %
Whatsapp, TikTok Instagram sangat informatif dan tidak membuang waktu saya
dalam mencari detail produk

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju
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Food Knowledge adalah kemampuan kognitif konsumen untuk
‘mengidentifikasi dan mengevaluasi kualitas produk pangan

Gunakan skala likert 1- 5:
1= Sangat Tidak Setuju
2= Tidak Setuju

3= Netral

d=semy
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il Prembalion adalah kecerdrungan kansumen untuk membeii suatu produk stou msa

1= Sangat Tidek Setiju
2= Tidak Setuj

3= Nedral

4= Sefiju

S Sangal Setuju

Seya bersedia membel Jeruk Barastag *

1 3 : 4 §

swpuiTaskseg. @ C QO O gangersen

Saya mecoba membedi Jeruk Berastegh
1 2 | 4 g

Sangat Tidak Setgu N, o O G O Sampat Seouju

Saya memiliki rencana membeli Jeruk Berastag

1 2 3 E] 5

swprTosssmy o OO QIO s S

Seya berusaha mermbeli Jeruk Berasg *
1 2 1 a §

Sangal Tidsk 21U O D Q o G Sangal Setujir

Terima Kasih

Terima Kasih atas wakiu dan kesediaan Anda dalam mengisi kuesioner ini. Partisipasi Anda
sangat berarti dan memberikan kontribusi penting bagi penelitian ini. Semoga hasil
penelitian ini dapat memberikan manfaat bagi pengembangan ilmu pengetahuan
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] Matrix || Crombach's Alpha 33 tho A )¢ Composite Relisbili. [J¢ Average Variance . COPY 1€l

Cronbach's Alpha tha f  Composite Reliability ~  Avesage Variance Extracted [AVE)
Wiat Parnbelian 0.762 0764 0.848

Matrix ]i;,i RSquare [jf R Square Adjusted

R Square R Square Adjusted
Niat Pembelian 0.836 0.830
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empirical study

wmﬂ‘-m“-‘*" Manita Matharu’, Megha Gupta

w mh_d“mﬂﬂh
’;::-Hiahu hﬂrﬂumﬂz
ARTICLEINED ARETRACT
-.—.-. — - “" - ,w,mﬂwmmmquummm
Wl-rrﬂumﬂ il iy el m gy like
ealth Iralia, The m ﬂﬂlﬂnﬂl;llﬂ'ﬁ 101 examiree whiat miotivanes commuEns’ [archase imecion e ants
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hmrﬂ%“ﬂ“\hmm
o vesturch on rusitenens’ organic food n India. This ady i T ieurﬂw ol
qumhhpsmmﬂrdmmﬂhhhmﬂmh
1, Introdustion 2027, peennding i moter smlyds by tnla Organic Food Geowih

Consumens Rave realized in e deesdes dhat thels purchasing
Tiahim Bave & dinecs imgact s she emviranmen (bl 3R
Congener are heing enemmiped o adopt envireemenally sound be-
haviors, such as eating organic food, in erder v belp the pvimenes
(e e P, 301 7). Food cossumption habses are rapidly dhumging
-lbmd!nlm‘h_mﬂ'-ﬂ.hﬂm-‘:m
switrriees wbotit the nutritionsd valie of Bood, Bt s believed thashisshil in
atziiade will el fivare grewsh i the orgsie food Buslness. The ongank:
Toexd market. iy anticipaed (o grow at s CAGR of aver 2% benisen 2021
and 20026 meed ressch over USD 2600 milllon. bdian organic food merket
iv anticipated 1o rise at & CAGE of 2325 percest between 2022 and

mhmnmhmm far eanganic
gpoesls, i Initiativg & working b plase ot stificial methods in favor
of mosr wastainable omes, (s prncipies s groonded in focal lites,
wuch ma the et dhat femers 5l other produren nesd ready s i
maees like lind, eredit, govemment h:hH, aml Iocal markess
'ﬁ.ﬁlll ool BO0L

Customers aze intesested in ongamic food because they helleve it i be
deviskd of pesticlides and chembeal pesidues dae o conceres ahet fod
mﬂ l&ﬁ' [Famosppmon mmil Krpvindlia, 3002 Tolos ul. 19
Tha labelling term “organic” designistes goods preduced in socondance
with the erganic food production act. Food that s erganic s cossidered
ta be food free of chemicaly, pesticides, sed prowth hoemoses. in
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L Kasdsy ot il
mmmmmﬂnhmdm
and geneticully modified ceganisms in animal hushandry i restricted,

artficial coleuring. synibecic swoetener, aridficlal lavours, and hy-
mmm-;mmmmmmmumum
MMMMMH!WMQMHIH
sousced Ingredienss, absence of synihetic wddielves, and prometion of
evological hatance and buman health {02l o il o)
Aeenrding 1o Vekasovic [2016) comsemers are more mclined 1o
wdwmthmﬂwhn:ﬂ-,h
talking st pon-veperarian, orgeese chicken, eggs, meat. and dairy
prodacts, i1 el e noted that these goods derive fram animals shat
umuﬁhﬂ”ﬂuhﬁﬂmm
T s Emsinend o fems withont the use ol wynihetic fenilisers, pes-
Hekdes, or (USTA, 200) Additionalky, conemers today
are more congermed about geakity than price. The quality of the product,
watective noems, and sevonmentad, headih, and Bfeeyle consider-
atians are all sgmificast fustifications for buying nrgans: foods. [Bedsa
et al, 215
Althrugh there: has beem ome empirical research done o organic
food and cestomers in Asta, the majority of the - this sector
b tnken place i the Vishied Staes and Eunape £ Ahmed o 0. 20 1),
m&umuﬂ:rumm&w#m
conmumer of erganic and Iocalfy-soarced produce and bigh orgmic
crstificssion swareness (Axrwmtats & Vecrhio, 20061 Hyes wiile (se
wﬂhiﬂqﬁimiuﬂhvﬂm
In develeping coantries,

mtnmwmmhunm
nlﬂhﬂhﬂ.ﬂhmﬁ-mﬂmr i pro-
mﬂrmﬂuldﬂm ﬂiﬂlhﬂnmq
(B or ol MELMG Elaaoalin £t a1, 20305 Beobialin s Nach it
S despite d\rMHﬁ‘uhﬂMhuﬂmwu
fioce in Indian (Sioke sl 2000 Outes ot Al BN budd ol
Fittes, 3] To address thiv shifting austosser demand, the beading
providersal organic feod require additional data o better comprebead
cnnstmier Yiews wanl these preducts (Goldeenbecher amd Hamm,
2003 _
whﬁmmmmm-m F-dﬁr
counizies wersld develop st a0 cxponcatial i, accounting for
than 1% of ghubal revenue by 2025 (1 ol 014l mﬂiwh
mmw-mwummmmm
mmﬂ.ﬁ#ﬁ&hwhm.mﬂrmdﬂﬁm
counizies are concerned about the guality and salety of their fo
{Hwsmain et al., 20171 As & resuhi, researching casiomer behaviar for
peganic foexd in developing and emerging poonomies is nesessary (bl
«f wl. J01). This stady fills a gap in the exliting licermiure an otgamic
Hosed by (demtifying several delving variables that conirilsse 15 the in-
periny o annsummes e irchase arganic food ameag Indinn conmmen.
A o vesuby, (s study Bl 3 gap in the existing body of reserch on
ceymnic food.

This pager is arganited 4 folloms; Firm ibe propesed hypotbeses are
developell hased on extssd literabare and concepiunl model & build.
Futther methodology s difined to spproach respondents and collect
data Thes cullected data is analyzed s revulls are discussad baved an
empirical findings derived from SEM. After that. discosion sed impll-
catinns are presenied and Inllowed by conclusion and futiee research

2. Development af hypotheses and concepual model
21, Functienal valne qualiy
‘When discussing orgasic food, the uselional valoe nefir 1o utsiy

walue that consumer exgseriemces bn making o declsion cha will have
practical effeces. This vallue iscludes aspocts e quality, avaiabliny,

Clatw ol Wegmaibls Commmprion § [2E51) 80121
awnntages mm ihe emvironment asd health, s safety (seens ol

Soutar, 2001 ), According to Gongalves o al (2006, hinctional valee
{F¥) has thought main deiermingn for consumen’ preferencos, wup-
porting Marshall s eooeomde uitdiiy ibeory | 1860 ), Addiidonadly, Sheth

et s, explaing “functional vabue” m “the pereived usefulness deres)
fim an alvernative's capacity for the functional, utlliasan, or physical
perfiemanes of o produc (1991, p. 1800 Price ssd quality, s ihe
prime elements inffurceing cusomer purchasing decisions (holmad
e, 030,

Functioal vlus i defied os perceived the ability of o subssicute o
perirm m n fusctional, wlliarian, or physical manner {Sheth et al,
1991} Sudies alss conflrm that coonsmsers’ resist repurdhasing ever-
#pﬂd#{m“h&m:ﬂq}ﬂﬂh
_m]ﬂuﬂﬂ Il:l.'l. nthuru green hotels may ulfer

worihiehide te pay for {vek: i . 20965 Verma and Chasdra, 2018).
Functiosal value has a biy infisence on how cemaen, choose green
soods ansd services {:=en and 1711, 300 Acerding t study, con

(0 b . 20K17), Thaes, . propse.

Hl. Fonctiomal value quadity of organic (omds will have s poitive
impact ca consumer parchase infrators of o gans foods.

In prrtiiular for socioeconomic, ssemdotypical demigraghic, and
euliaral-stimic grougs. social valoe (SV) relates to o+ percegainn of
oresedf and the peresived utility of commodities o services (Ramkis-
snon et al, 20071 A sfpnificens smount of effort and time has hesn
i esbial i the sitidy o woeial noems, allen o o e esoliicial oda
of comduct that gnvem hebavine i cemmunites g g Social
nmmnllnutmhumlhplmpndmﬂlalll'm_qudl
0, Tourists who purchuse coo-Eriendly goods miny believe tht their

nﬂdﬂkhhﬂﬂmﬁnﬂlmﬁhi' nj; sl 01,
Alshaugh, 1 i Tarun ""lllruudﬁ'llﬁln-ﬁhm
hmlﬂm:mpggpl:l iy pepisrchus:, On the other fund,

driuiun

anﬂmmmnhn::}MmMLmd
groups, peer eperinn, the peessure of sscial recognition, s other wcial
walues chat are fonnected o one another faie o dpnificant infleence an
conmImes deciskmi fegs thve guirchise and repurchase of environ:
meritally [Hondly and sustabnable prodisets (g, Voo ol Do N015
Bivwas & Koy, 3005 Lin s Musg 2017), discovered shat social
groups, peer opinion, the need for moiad scceptance, and other relevan
mnciad values hive o significant influesce on consiimen” decison o buy
anid e-buy green and sustaimabie ibems, Thus, we Bygthesiee,

HL  Social novs for poesoming organic feods will have 5 positive
mpact ea ennsumer purchave inientioes of arganis foods.

22 Consmmer nnoeuiveness

Innovativesess is one of the Tew ideas that is so crucial i customer
behmviour, according to Himchman (1580), The theories relating i
brand loyaky, decisionmaking, preft and ation all
Beavily depessd nn the consumer's propensity 1o accept mew goods,
e, amil services. Frum o persimal standipedni, every consumaer s, in
general, an innovainr becanse we ol necept products or coneegits that we
perceive an novel iroughout cur kietimes. Regarding lepenation, there
are o competing thenrlis. Tha frst, by Boger sl Sewmaber (1071,
P 271, emphashees thint Enovativeness refers o “the exient 1o which a
persom may he the firet b0 sccept innovacion compared  the other
mwimber of the social system 1o which ey belong.”

in this sheady, consumens’ prarchase intentlons lor organic foods were
predicerd by domain-specific movativenes. This kind of inverdivenes
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E Easdvy o

In defined o “the propensity 10 become Genlliar with and embrace new
|iems in & particular domain of consemer behadmr® (Gokbamith aml
IEfncker, 1991, p. 291}, Despite the growing popularity of srganic food,
w-mmmwm;umlhmm.mmum
the unigue qualities of thee food jlems with lnbels that sy “organic
fiaead™ may encoarage highly innovacive people o try these produces for
the fies! time. According to empirical studivs, consumer© innevation has s
lavoumble effect an thewr behavioor and purchasing intent

200 Rariels mnil Nepadees, 3000) Comart e al., Jmm.“u‘ﬂ.*
pumils;

H3,  Commumet innovativeness for onvoming organic Soods will have o
mmrmmmmmmm&.ﬂ

Z4, e st

“The term “green Wi“wunﬁ-h
mmamm'uumumm
froem ifs irostworiiness, goodness, ﬂ%ﬂw
petfusmmince (Lo S0L0) The ool of it ls b promise that mskes
viear what aceinns the oiher parry should o (- anil Ssenlers, 957,
ﬂmmﬂmmmwmm-

Wil M
de o by and rely ca ecol
perinrmance, oy

uuhﬂmﬂ
trendly produis hased on the
m#hﬂ“nﬂh“ﬁmmwmu
rn.:m-:whmwuwmd-n-ham or
mﬁuﬂ“ﬂuuﬂfdm
nffocts gt prarehasiog. h\mg-ln
cusmowry’ bang-tens pakimrny (1 o ab, B0
Cansurses (Lo for green procuct bave been (nfluencsl by green
trust. For imstance, if a touriat trists the hotel's green image, they will
remain there. B his boon remarked thay when (e edfect of oo brecn
ahility s improved, cusiomer trust 15 increased, and conaiers e
mastfuntesd in purchase berns that can be trusied when fransparent fond
irfornation & provided (Lin e al, 20313 Thio @ oal 2015

B Thpenmﬁ mﬂj.hn‘qFHnt:mpd €in
consainay e lisse (iistioes of wgniie feods.

25 Hiealth fenefis

Crpanéc frults, vegeinbles, and gealns are lower i nitrsies sl
pesticide vesjdies ind. higher = Vitamin ©, brom, magnestum, and
phasphorus than mwm kst the poblic's
healih are alsc reduced by organic farming. The degroe i which o
prrwan’s progular ach vithes Eneapornitr healih considerations i el
mummumﬂhumk I'Hl'l:.'.l'h:mm
organic foods & driven By consumers’ desire for berer heakth, who
penerally regatd organ food as being healtibier than comentional ool
penducts (¥adey and Pathak, 3006; Chakrabarm, 200k |r|l.m
205

mkﬂdmhﬂﬁmdmﬂhmw
health consclousness {ekes v ol 1777), Consumers who worrled
regarding their bealth and wellbeing are mativated fo maintain or
imprave thelr el and quality of e in order o prevent Biness, They
il this by ssbapitiong Besalthy hahilis andd being sell-mware of thels pliysben]
appearance [Nevsom o al, 2005 Wt snd Gondell, 1993 Flasi @il
Uik, 19907 Gould, 1988), These peophe typically have = interest in
anid knombedge of At anid Aises [ and Codell, [o0TL Acrarding
ta parlier studies, the main reason people buy seganic food is that they
are concerned abowd thelr headih (Lockie wr al - 3000 Comnboiv sod Biel,
2001 ). Ferthermoe, it hos been found thal consuimers of organic pro-
duce ore aware of bow their food cholces affect thetr health, value
healihy and rasural foods, and ae resdy to wwdich to healthier options
(Magrumsen et al., 2003, 2001 ). This i beciuse comumerns of orgimic
Fnh value healitey apad nasural Toods (Schiferses sl Opbmis

Clounar il Respoeviieh Cosmssspian ¥ (X11T) b Eh

11EE,

Aalilitionally, revendt shady has found that consumess have ignnmed
thee marketing mix in favor of forusing on service quality and healih
ctmciomoess gy o ol S000), beetuse organic foods ane belleved
v e beneficil 1o ome’s healibe this knowledge will impact the choéees
rustnmers misks whien purchasing foods far cheir regular meals {% g
sl Trunong, DOE1L A & resull, Wi i gposk |hat;

H5, Health benefis of organic jeods will have 8 poaitive inpact on
omaemer purchase mientions of organic fonds

26 Comvenience und avaifnhiliy

mmmu’-mu-mumm}:
o [l s Wiirsleg, 0053 1t was cited as the biggest deterrent
mmmﬂMmﬂ:yErIMhmui
Accanding to Lyas uﬂ.m:l}m‘t in Awstralia had difficult
scress 1o nd nvallabificy of orgsnic peoducts. They demon-
steateil that the range of organic products was smaller, heir romsastency
varied ssre, and they ulter, fusd shorter life than romvenrional prduzey

Pt s oo comfirmmed by nﬂqmmﬂur—umil'udn
ﬂmmuhﬁwmmm unable 1o
jmurchase sicgarsie products dive B & lnckool svaibabiliy (V0000 o1 Fo
mw&m#ﬁ‘mgurmmm
woulll wns 1@ see an increase i the mvadsbiliny, variety of arganic
jprodicts. The mubntresm e woud s by more onganic
produce iF it were widely accessibile Myl W0 by, 30071,

b axtuality, Taflosinem sed Sundgrie (U096 dhcovered thar
cimsnmet intertions tn perchase arganie prducts were wndlerted
'ﬂlllmm dlﬂ-lhmlnl'ulr il
i um $o not war to make 8 kot of effon in onder 1o

: proaigts woan 't causn
by pottusized that;

He. mmammnmuﬁm:;mﬂlmwlhmu positive
impart on commumer purchase inbentions of voganic fesds.

7. Organic knmifodge

hwlﬂlr-l:ﬂ-lﬁuu since it is thought oo affect how cossumers
muke decisions (lamcte o ul, 20008l Eymcherhom (20033

mumnqﬂmmh&mmm

dﬁu.lnpmhu.l.-kt'__'_ i Ldasaiiin o Al 12004, consmmen
mmﬂu\mﬂw o knisledye becasier they arm
imotivated to act in line nrmimuuﬁem-,

Enumwmdﬂhﬁhhm-,ﬂhm
matmg ddemanid for coganke goods (e & Wand, 20090 Accorlisg
mesearch, comsumens are familiar with the meaning of the phrse
“urganle”] thery niberpeet ww-m\tdu!thmhmuhlunum
WEnewnibalgh, |97 m{n Ilmul Wi oal (PR, mlrmd'.-_r
organic p OWEr D 1 it = more noiural,
raw, and unproceisel, 'lnupp-mﬂm. a sy by Fill amd Linchehaun
{1 pevenled thad although consiiniers ahe awinre of ibe fundamental
qualities of orgamic prodicts, they are unaware of the ways i which
orgamic Earming procedures differ from baose wsed in convestional
farmieg et studies have demonstroed that mnssmer awnreness of
weviranmential issues s correlated with increased interest in and pur.
chase of environmentally friendly products with aew evo-labels (Eush-
wah ef al, 3019 Aertsens et al_, 2011 ). it has heen found by Testa et al
1201 % and Joshi snd Rohman (2017) that eonsumes knonsdedge can
‘have n direct impact ow the adoption intention of enganic foods (1L« 1l
2T Consequently, H'PCI].I

HT. Mmhu—;ﬂ:hmﬂ.dnﬂmfuﬂ will have a
positive impact oa ions of prganic foods
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8§ Emmbay ov ol

Based on the angaments missd in this ssction & conceptual mode] i
developed with same relevant drivers of consumer purchase intention 1o
by organic food in am emerging country bike india, These key drivers
nre functional volue quality, social sorms, consamer inpovalivenes,
green trusi, henlth benefits, Conversience & Avadlability and organic
Tescud Bnowslechge (Fiz. 1),

1. Research methadalogy
3.1, Dan collection and sample

Far this study data wan ahesined shrough survey methed. Before the
ﬁmhmlmafthuﬂ&ﬂﬂ&twﬂmmui
senibor scademsics, Jnﬂlﬁr“#ﬁmﬂquﬂiﬂn WETE B0
duscted, 1. votal, mﬁmmwhmﬁ
wganic fooil indisary and wen vrsiversity studonts e considered for
pre testing. They all tharuughly checked il fems i srvey and also
provided their geniine feedbacks, Tased on their saggestions a few
yoesticas were Bortier wsodied o s s fit for final survey sultability.

The fnal questinnaire was eireulated amsong the qualified re-
thwhmmﬁqﬁlﬂ:’wﬁ.rﬂ
mammhm-lﬂhmmmmh
acneening qucstion we qﬁﬂlﬂnﬂﬂhﬂqﬂm
wiith thels food habits and pre . The final respandents werr from

a big repuicd univenity in ndin and either buyer ar users of arganic
foondl. Thais, e respondents in thas work are Inafiam eversimers vwhi had
exprriences witl baying and conssmicy seganle food riore Ui dnee.
Parposive samplig wis used b sélect requind sample respotdents, b
mmimwdmnmmm
fiar s parthoular purpase that i pertinent to the study, & non-probabilicy
method of cxmplineg |-+ parposive Sempling was oeed to get 3 nepre-
sentatim of samples via inchiding repandents who Glfili=d the spec-
H-p'];hﬁll_l:-*—-h'.‘!.m

The final quessionnaine consisted of four different slements fing
sample sereening questions; secomd the key questions sbow constracs;
M.!mm questions from organic food buyer or ey feedback
regardiny fnod bebaviour, habits eic {for example, recentdly m'hrn they
have parchased organic food? What was their ovesll ared
Mmmwmmmm-ﬂmm
fuasstions abien demigraphle chasacieristic of respondenis. A yies-
rionaaiee with 29 qaestions wies st and translated from Englishto Hindi
laguage and then changed in ity initial langumge 1 confim the
approprinteness of ranslation,

In tetal, 357 participants were spproached to fll the questionsatre.

| Functioea! Value Quality

I Social Norms

| Consumes Innovativences l—“__ " :h_::‘. {I‘m

| Gresa Trust |___ i Imn.mjruuh

[ Healt Benctios — [T
"

| Convenience & Availability

| Orgunic Food Knowhedpe ]-""’

=

" HT

Clerer und Bespoihle Comsanperon 9 (NG 100021

Adter @ folbow op with reminder mail/‘call to them, onby 316 question:
nadres were come backed to the researcher. Further, & few of e
spandents oot filled complete questionnaire, thus after making
adusiments abeast such questonnsires (with so resposse incamplete
resposses or missing valoes) 294 respocsds were counted with a
resposse rase of B2%, This response rate was adequate for uing SEM
{Ballen, 19841 Likewlse, Hair e al. (3002} also saggested “sample to
ltem ratko (1E1) for wsing multvariate snabysis. Addivonally, nos-
respoese hias was rested wia consldering “early™ and “laie” responses
[Armstrong & Overtan, 1977) and fousd saltable. Far the same 8 rest
between valid and invalid responsis was perfiomed which revealed oo
significant discrimination redating o demographic varishles ncluding

"&Mmmmmmmmm

n-u_.-nl' finall samgrle are presented in Tulle L

321 Meagsrenen: idevelopmens

Funetipas] value quality was measued with four iess which wis
dapied Froem W ot ul, 7 0 Aol gl 1w (2010 ) and Seveney
and Sestar (201 ). Another three constracts were Soclal noems,

Tabie 1
D phics featureso resposts (% - 2341,

Trrpograghie Peufils. Canegrries Eropeney  Peroomge S

Gaader Mile ™ 5550
Femile jt 1 e

Testal E

LT 524 Yooy L] na
540 Teem 113 mi
A1 year h 15,64
55 veary & sbone 0 13041

ol : =

Income [ R ] T ol ]
#0001, 2 Lk L3k 4115
318 lakiw i mm
2 lakbs aburee ] adz

Tueal "

Dorupatin B w7 0
Snaleni Hd M1
1 smanal ] b
Fhesnee Makex [ (L1
trepbaver Manage k.l L

Tinal ™

I~
—l""‘“'-—____‘_‘_ il \\,

Fig. 1. Concepial muded
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onsumer inuovativencss and green trust. These were memsured using
e jtems for each coestrec hased an Wong o ol C01A) Khan and
Mihsin, (20070, Awwni and D (2016, Sweeney and Soutar (3000 ) and
consumer mnovativeness based on Kook (2019), senilady green tnes

Amin wesd Tamm (20, Swsl and Kabir (201R), Chen (30] 5. Punter,
Health benefits was measured with five adapeed Hems from Aoen
120095, Based e Mlissabn and Limn (20160 Teeg and Wing | 2015 was

mmﬂnﬂhhmmvﬂﬂ: four and organic
knowledge two items based o St and Paladive 0000 respectively.
T five items for consumens purchase intensions for organke food were
considered from Prabod o ul (2085 Anddmova (2016) sudy, The
details about adapted scale Hems are mentiosed in Appendis-1. :

All bwmwed et were messured on 0 iﬂlwﬂ
where "I - simagly disagee, § = aree” {appendis 1} The
quﬁm-inrupmqm# d fur comman methods vaz

2003), The findings was accountahle
mmmuhﬂmm ﬂhhwahd Le., -250%
[Posdsakalf et ﬂ:..m;. Fhus, the veault of GV did not creats any
probiem for further analysis s coflected data was froe from the Besness.

4. Dara analysis
41, Confirmasary focto anafyals

ﬁﬁrtw-iﬂdﬂ'MMnmu&mwn
g o P e, B bwa-phase process was used. Initially mensurement
mode] was designed and nan followed By structaral model assessment,
All e proposed hypothesized relations ameng multlple comtrues zan
bt wfficiemtly testod with structarnl equation. modrling (labachiick &
Fidel, 0072 e e k., 195). Maimly, this anabytical method i useful
WWWMM| theoretical model including muliple in-

ol deperdens sariablies [fke the current paper (Tahachnick
lﬂ!il 2007, Hilwen k. 1958,

For the same, CFA basid messurement model was designed and
ehecki bur geocies of 1 indaces, standardied coelfickmis. The vl
of coafficlents were fousd aver and abave 0060 and thus depened that all
Inriors were lbaded well in CFA model. In this model, all 29 adapted
Itesns weee Inaded properly on eight different facters (105 11 Further
the valies uf ) fines indexes alw found in rerommended rnge (1)
DF = .00, p < AOOY, GF = 0,817, AGR - 0,770, EMSEA « 01063, CF1
= BB These (actor Yaedlings were oovided in 1% 2 with thelr
mmh;lmmﬂh-hmw were above (UG0
[Talde Th, eonsequently foand ndeguate loe measarement model assl-
ysis (Neanmatly, 1978} In addition, with SPSS, the value of Cronback's
slphas was shio checked for all key constructs and fotind sbove 070
([ Takle 1), Thus eollected data also fits for the internal

Fuar the validity eheck the vaboes Mwmullmwmm
mlmmmmmmmi
CR were found more than 070 (Femell & Larcker, 1981; Nunsadly,
1978] snd mentioned in Tably L The values of AVE for ol constrmcts
were above (.50 (Fomell & Larcker, 19810, Thus, tnkisg into consdd-
eratiom the value of OB, AVE and factor loading it can be said ihat data
were foand 1a have convergent walidiey (7oble 23

Moreaver, discriminant wvalidity was emsured bosed on inter-
enmstruct eorrelations oned s comparison with square root of AVEs.
Besih af thise values are reported in Tale ° As thay fable clearly
depicted that enrrelation valoes are bess than square ool of AVES thal
are presented diagonally, thus datn was Soused to Bt for discriminant
walidiry (Fornell & Larcker, 1981]. Besides, the values of intercanstruct
correlation were under 0.85 (Kline, 2005). Cossequently, all conditions:
fow diserieninast validiny mre ful{llial
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Table 3
Besults uf CFA model, rellsbilty snd validiey.
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4.2 Sirciiired! model ond Fypocheses testing

s n net step, SEM model was desigeed and checked for goodness of
fit indsees amd standardiznd coefficients, Svalugsand povalues. Basically,
shis model assist the reserchers o ten the hypotheses. All propossd
Wnﬂnﬁﬂnﬂmx.m ALDN5 levels of significance
(Tl 4, I o, thls mode] fiimess indeses were also found
in acceptable fangss (72 = 2097.5, GFT - 093, CF1 = 096, AMSEA -
0.06]. As o resalt, the this structeral mode] dhowcass a befter fit o the
collected data.

Fumncticmal value quality was fousd wignificant and esmblished o
affect Commumen’ parchase intentiond (F = 0.142, 1 = Z52), thus 71 &
accepterd. This is sapported by the Andings ase i line with the previow
wark in this arens per the sasller research om argamic feod items and
fusctional waloe. the biolegical charasteristics of arganic foods were
used o identify the functional value (Rahrma, 2H7; Finch, 20063
Acconling s spematic review that locked at §9 sudies betveeen 2008
and 2018, fumcrional value, whdch & the bealth anribute, b ose of the
ol factars thit influesces the: ntabe of arganic food (Kushwal et al
2019). Costoenens care bl quality because (€ relates | & varety of
propertiss of arganic products (hat preserve consamers’ health, soch @
their entire rnerainess, lack of chemienls and pesticides, and superion
hieadth benefits to those of conventiomal foods (Kushwab et al,, 2019).

Further, social morms (f = 8.153, 1 = 1.74), consumer innovative-
pes, (= 00121, 1 = 2.37) and green bt (= 0129, 1 = 2.39) was abs
found 1o significantdy and positlvely influsnce on consumers purchase
intemtsons towards organic food. Accordingly, H2, H3 and 14 are
accepied. The above sated findings are in line with the previous werk
that have confirmed this, demonsomting that consumers have inade-
guate understanding of the imspection procedures invalved in organic
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smadler, thelr consistency varsed mone, and they often had petive shell
life than comventional products (L yoms = gl 2001 L The same has been
confirmed by studdies condueted in other naticins (Rofmun, 20050, and i
ie significant since custoimers age unable o punchase organic prodicts
ilae o o lnck of nvndlability (Vadel and Foeser, 205], lnmﬂ; Tar-
lisinen aned Sunscivie (20051 discovered that customer indention (o
mmmmmw&mm
of organic fiems. Accending 1o Fade| -1IILI‘HMMM
wint 1o make a lod of effort i order to buy organic prodieces. 5 other
wuedds, eustomines want organie fiems i be sccessibile where tey fypl-
cally buy s that cheosing organic products won' comss them any
Imcomvenience.

Lastly, organic food knowlbedge was ofso found 1o influence con.
sumers” purchsse intentions towsrds oganic food () = 0,658, 1 - BATL
A o pesul, 7 il sugported i this study, above-stated findings are
i line wich the previoss soek in this area that proves, knowledge is
slgnificant sisee it i thinrrhs 1o affert b conumers make decisions
[Luruche u{“-.m"l mﬁﬁwﬂ]ul‘w ey
[0, ncation 52 www::d’
urganic products, wiich lends credence 1o this asetion. Accarding 1o
S et 1 304), ponsumers’ decilons are infuenced by their
subjective knontedge because they wre motivated to oct in line with the
knowledge they possess, Th, all hypotheses are accepied and were
Tenundl tir affect consumers” purchace intentlons toward creenie foml ata
differsm leved of significance. The empirical vahues of oll tested hy-
pubreses are reported ln Table 4 aned Flg. o,

5. Discussion and implications

This study emplricadly checked thar social norms, environmesital
awareness, ard health advantages all infiuence consumers’ intentions (o
by organde food, Fariber amoag ll predictors of constimer: purchise
Imtemtion towards argandc food their knowledge about arganie food
strangly sifeet cheir imtention. On the other hand, health benefits anid
ponvesienee and availability of such tvpe of pevducts also exerts prstive
and significnce mfugsce Lowards their puschage miention for this fype
of food, Thwese restlts.are coeistent with previous fnds that coafirm that,
organic fowds it gy pically sssoclated with health, environmental. and
soclal eoncenns (Himsen o ok, 3018 Slagh & Veoma, 3017}, Innovaive
consumers with a high kevel af knowledge of organic foosd may perceive
ies hoalth, environmental, and soclal benefits readily (Rursvthisic &
Thgersen. 2017). Therefore, inmovative customers rely mostly o thesr
knenwlndige to nooept crganic foods (100 gl 200TR '

5.1. Theorerioal bmplianion

First, fhis study provides en insbght to the fictars that determine
consumers’ incentions o purchase organic food; are infleenoed by
functional value quality, social nams, comsumer nnavativeness and
green tnust. Additionally, health benefits, convenience and availability
harve signifleant influence an consamers chaloe for orgarde food. Heving
knenwledige about orgamic food 5 one of the variables that have @ great
Impact on the situation. As a conseguence of this, the findings of this
study are vahiable o scademics in Indln who conld be interested in
researching the isie af a lack of organic food on the marker in lsdia
Researchers ln the food indusery in Indis will benefit from an under-
standing of ergamic food since it will allow them 1o betier comprehend
the stitudes omd behawiors of eusiomers. Secandly, based on the
selected set of facton, this gtudy propases a comprehensive vatline for
nnalveing comsumer healthy food chalee insentions amd prevalent
organde food management research orlentations.

By providing & seund theoretical framework for consumer behavicr
imany research congext, the resubts of this study will help o close major
research gaps in the erature, This stady contribates 1o the existing
liernture on sastainability by focusing on the mechanisms underdying
the numerous sube-dimensions of conmemer innovativensss i the proces

v ol Reponabie Comammpiom (20330 J061 )

of developing arganse [ood adoption behassor, These finidings also ald n
the development of marketing strategies 10 atiact posential clents
imterested in purchasing organic foods. In sddition, politicians in the
country and other nations can wtilize the fndings of this stody as a guide

‘b switch \o organie agricubare. This is because organke agriculiurm
-satisfies the preferences of comsumers, is beneficial to both the eavi-

rusimernt anid henlth, and & profitable for businesse.

i

This stndy’s finelings will have comequences for the maragemens of

domestic and intematioesl food comspanies, allowing them (o make

miore: informed doctioes and policies regaring the Indisn oo market
Firs, pelnforeing post stidiey that show health-tonsei o custemers are
dirven tie preserve or improve theie health und gaality ol lite o prevent
nickniess, Healihy behaviues ond solf-awameness holp them do this
(Memsom o1 al 30051 These peonle typlcally have an interest in and
knowledpe of diet and ftness (K47 ssd Goode)!, |9050 AL the sme

e, it bt feem identified that constmer scepticisn of arganic labedling

mm-mtmﬁ&m.ﬂ-ﬁm er, 3005 There-

& 4 A
FMMM“MMI.KM:& 2006},
Inigiraving knowledge ol the procestes organie farmens use b grow,/-
mwuﬂuﬂuﬁnumﬁmwm
Earme e pest products will boost prodwct trust and coganic sales (17000
el fasiber, SU05]. Therefore, compaikes should inerease green trust
mmwmqﬂmlﬂmmum
mmklﬂﬂm

Secondly, finting naegest that knowbedge of organic food i fanda-
mental lso s per enrlter sty by Lo ot ol (3181 alvo highlight char
peaple prefer arganic produce over conventional produce because It s
more matural, raw, asd unprocessed amd they nre swane sboat it
Therefare, it is suggested that Indian {elevision could brosdcast news
bt organke frming, 106 shows With doctors of naritonie discus-
ﬁ;mm&&ﬂmmmmm&mmm
to attract view er= Thirdly, Marketers should use sustainabie markesing
wm”_muu#mmmmm
mental awareness and promole green consemption. stead, then only
nddimg een-lnbels 1o liems, macketers may improve customer nowledge
of enrviremmental e, Governments and non-gevernmeental organi-
wations may he ohliged to lsunch advenising campaigas 1o validate
eco-dabel evidence regnrding the wse of onmnic products,

Lastly, research conducted by Lea and Worsley In 2005 suggests that
custmners seek @n incressed availabdlity of argande goesde 1f enganic
food was easker 1o get their hands on, the majortty of consumers would
puirchase mone of it [Lea ol Worsloy, 005). This s owdbg to the Hmibed
mvnilability of organic products for purchass. In contrast, research has
sbown that @ product's restricted avatlabiliny ls & ségnificnnt barrier to
purchase [Magnassoe et ol 2000), Based on these Endings, elform
shoulid be masde to mprove the effective distribution channels, and
abiorben food spply chain in order to encowrage customers to parchase
renl organie preduce. Therefore, it s sugeesied that marketing special-
ts st manage and guarantee the supply of organic loesd and make it
canvenient angd sceessible ie comumers, Increasing the pvailbilisy of
erer-frendly products coubd facilitaee sustainolde ronsamgiion.

5.1 Lmianions and firere reseorch direcrions

There nre several restrictbans of this study. Data fer this study were
gathered by a questioanaine survey. The resals could be impacted by
commen method bins becauss the same respondents submit
ments for ench variahle af the same time, Therefore, future studies
should ciroumveni this consiraint by gaibering datn frem ihe some re-

spandenis over 0 bonger percd of Gmee. Addiianatly, omes-sctional
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datn may un-mmmw-uphmmmhwmum
in better mited for d 1 the cousal rel

&Tﬂmﬁhmwmﬁﬂy h:q:fmnﬂ;lhqﬂd
be gathers] in subsegquent studies. Addigionafly, we gathered data from
weveral Tndian customnen. The resulie” geeralizability can be o denw-
bach. Thereloee, 1o identily problens with organic food, futire studies
whiuld gather dais bn other natlans. Moroaver, this sy check dineci
impact of 4 pumbser of key drivers of comsumer purchass insention 1 huy
orgamic fusd Fanher in opooming work some pedistor [consumses
attiimde. commitment, green prizing ele), mederator ar contred sariables
{age, gender, incoene, education @b can be included 1o asess both

direct as well an indirect impact of these drivers Gn conmmer purchise

intexition to buy organic food

6. Conchivions and fature research

mwwmhﬂm:ﬂlnﬂ'

Tvepar cad| Wospeensifely Conmamprn @ (013 100130

envirommental issues, local sutborities and marketing professicoals
should use prog like: inls, igmi, ar storyelling
mnuhuhmmrmmﬂnlhhwtmhiﬂ
wrganic products are justifiend, (e food business shemld alsy markes the
enefiis of rating crganse fods. The resulis of this stady have rmifl-
caliogs fur pcademics and executives a the maragement and growth of
aeganie lnoids. Dur resssrch specifically comribsite ti (e Reld' s body of
knowledge and aids company managers in formulsting and imple
menting market srategies for organic foods in indin,

‘Declaration of competing Interest

‘lh-ininm that they have s known competing financial
imteress ar personad relationships that coull hayve appenred 1o inflaence
mwhﬂw

awareness, and health ingentionz o Data availability
buy organic fvod. tn arder b effectively commenicuse she advantogesof .
MHMHWHMIH#&. Data will be made availabile on request
Appendin, Tahle
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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 fierce competition between competitors, This study
alms to analyze and examine the impact of digital marketing on brand trust
and brand image that influence the purchase decision of Mirrorplus.id
products. Data collection uses quantitative methods by distribuling 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 criterla and 139 respondents. The data analysis technique used SEM-PLS
with the help of SmartPLS 3.2.9. The results of the study yield several eonclu-
sions, namely, digital marketing has a significant and positive effect on brand
image and brand trust, brand image does not have a significant but positive
effect on purchasing decisions, and brand trust has a significant and positive
effect on purchasing decisions. The implication that will be carried oul is to
carry out a markel penetration and product development strategy. Market pe
netration can be done by adding promotion and marketing costs to Mirror
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,

Keywords: Digital Marketing, Brand Trust, Brand Image. Purchasing De-
cisions
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INTRODUCTION
Tniterned technology in Indonesia has entesed

high growth, and almost all jobs have used digial

based regulaiions (Blsma and Pramudisa, 20200,
Thiis significant growth eate is based on broadband
and digital transformation that has been widespre-
aeh siner the Condd- 19 pasdemic. Based on the cda-
ta from the Indonesian Internet Service Providers
Association (APJID, the internet users. reached
186,714,070, with an increase of 8 0%, From 2020,
The growth of the vemel also afeces te growh
of ¢commerce in Indonesia, where acconding o
BPS, there Is an increase of 45.93%, The increase
in e numnbier of o-commercs i doe to changes in
coaranme baldts i shopplog sinee the Covid-19
parebeinic The effects of the pandemic make con-
sumers avoid physieal contact (Rohmah, 20200,
Thas clsamgge in habit patberos is Felt until Inclomesi-
mais pot weed 1o meeting their enline shopging ne-
eits. It 15 what makes offline business people move
i sell online, Sales through anline media alsa ha.
ve many convenlences, Including easy access o
eogpand market segments so thal basiness perfarm-
ENCe processes can run aifectively and efficiently,
Some of these advaniages encoarage the pmergen:
o of e-commerce, which results inincreasingly i
erce competition.

The rmile ﬂfﬂ'lﬁlllﬂ mirdis tn isiness 15 be
lieved 1o be one of the attraciive marketing tools
where digital madia can carry oul two-way com
municiation between sellers and Buyers. gan make

advertising campaigns, and form brand images so
thist the value of the brand can be comveved 1o con-
sumers (Zahira andd Prasetio. 2021). Through digi-
ikl media. companies can display several reviews
e by provious comsumens in the form of pho

todvideo content, and this can be dane to build con-
sumer frust. Digital media changes are aluo grow

ing rapddiy, ane of which is tikiok. At first, Tikiok
was only social medis where only digital media
showed short videos as enterrainment. Sall. now i
tain b gsisd a5 @ shopping medium becawse Tikiok
has sdded o new soems, mamely tikiekshop, whene
consumers do not need 10 switch o e-commerce io
by prescthicts promaoted oo tikiok, An online adver

tisement 15 a Moem of profation thar nses the Inter

ol Lo attraet costomers ANz and Jaafar, 2001 8),
Cinline ahertisement bs an aliernative to Mimors

plus.td I targeting s oearkel segment. The online
mibvertisemont used by Mirrorplos.id & an sboni

sement shop. Through the shopee advertising fea-
ture, Mirrarplus,id can market its products through
kevwords, categories, and similar images in the
Shopee application. The average oost Tor Shopee
atvertising per week Is [DR 700,000, This amaaunt
can go up of down depending cn the char analy-
sis. Feos will be ncreased 2-3% i Mirorplus.id
participsies kn e-commerce such & the
10010 Shopping Sale and 12,12 Big Mega Shop

ping Lay events, The target of this promotion is in
Increase Mirrorplus.id products 1o the wop search

rankings.
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The rapid development of the digital media
functions shows the importance of companies im-
plementing marketing strategies through digital
media appropriately. Companies can use digital
marketing strategies to form a brand image and in-
crease trust (Zahira and 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 analyzed using the structural eq-
uation modeling method. The study's conclusion
shows that the variables of brand trust, brand com-
munity, brand awareness, and interaction affect
purchasing decisions. Another study was conduct-
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 used in this
study amounted to 50 and was analyzed using the
PLS method. The results showed that brand image
and brand trust had a positive and significant effe-
ct on purchasing decisions. Meanwhile (Pramez-
wary et al., 2021) researched the effeet of brand
trust and sales promotion on consumer purchasing
decisions. The number of samples in this study
amounted to 200 respondents and was analyzed
using the multiple linear regression method. The
resulis showed that sales promotions and brand
trust can significantly influence purchasing decisi-
ons. Subsequent research (Ali 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 to 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 to explore e-commerce, including
Mirrorplus.id. This company was founded in Sep-
tember 2020 by a family business in the Mojokerto
Regency area. Mirrorplus.id sells aesthetic mirrors
as its main product. Still, 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 al Mirrorplus.id uses Fa-
cebook media to target small businesses around
Mojokerto.

So far, Mirrorplus.id has never researched
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 out two-way communica-
tion, conduct reviews, offer campaigns, and provi-
de relevant content to strengthen relationships and
create value for consumers (Zahira and Prasetio,
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 (Khozi-
yah and Lubis, 2021). One of the factors that influ-
ence purchasing decisions are brand image and
brand trust (Nabila and Usman, 2020), (Sanny et
al., 2020), and (Hasan and Sohail, 2020). It is, of
course, utilized by Mirrorplus.id to market prod-
ucts through digital media to form a brand image
and build consumer brand trust. Seeing how im-
portant it is for a company to implement a market-
ing strategy through digital media to build a brand
image and increase customer trust in the brand to
increase consumer interest in buying (Zahira and
Prasetin, 2021). The fluctuation in Mirrorplus' re-
venue turnover does not align with the number of
complaints, The complaints experienced by Mir-
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 recei-
ved is broken. This guarantee is used to build con-
sumer frust.

Another 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 to 50 and was ana-
lyzed 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 (Pramezwary et al., 2021) rese-
arched the effect of brand trust and sales promoti-
ons on consumer purchasing decisions. The num-
ber of samples used in this study amounted to 200
respondents and was analyzed using multiple li-
near regression methods. The results of the study
shaw that sales promotions and brand trust can ha-
ve a significant influence on consumer purchasing
decisions. Digital marketing research is an excit-
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 brand
image. and brand trust in purchasing decisions.
This research will assist management in knowing
the effect of digital marketing on brand image and
trust and the impact of brand trust on purchasing
decisions. The research objective is to 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 brand image on purchasing decisions.

LITERATURE REVIEW
Digital Marketing

Digital marketing is a technology for mar-
keting products or services through digital media,
Some digital media that can be used are social me-
dia, websites, or even podcasts via youtube (Rach-
madi, 2020), (Graesch et al., 2021). The purpose
of the digital marketing process is to attract custo-
mers and be able to interact (Mkwizu, 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
(Khoziyah and Lubis, 2021), The vital role of digi-
tal marketing is to attract more consumers by usi-
ng marketing communication strategies.

Research on digital marketing strategies has
been widely carried out, one of which is the strate-
gy used by big fashion brands in digital marketing,
namely the storytelling technique (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 goals. Some of the digital media used by Mir-
rorplus.id are as follow.

Instagram. Instagram is a social networking
media used to share videos or photos with other
users (Suyono and Pambudi, 2019). Instagram is
an effective digital media for sharing experiences,
including shopping. Instagram users interact with
each other and recommend product purchases to
other users. lt Is what companies can use to build
4 brand image. Besides that, Instagram can also be
a liaison between sellers and potential buyers to
interact. Replay menus, messages, and comments
can be used as a medium 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 Nuraeni, 2019), Instagram can be used
in the company's marketing process through se-
veral features offered. such as the advertising pro-
cess, making discounts, and giveaways. This pro-
motional strategy can be used on the Instagram
platform as a promotional medium.

Tiktok. Tiktok 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, tiktok launched a new menu, namely tiktok-
shop, where users can sell directly through the tik-
tok application. So that companies can carry out
digital marketing processes using tiktok ads. In
addition, sellers can also take advantage of the live
broadcast menu to promote their products. The
live broadcast has a comment menu so viewers can
ask questions directly and interact with sellers.
From some of the explanations above, Tiktok is a
digital media with a good influence. Besides being
widely used in all circles, Tiktok also adds a tik-
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 to consumers.
Forming a good brand image will create the initial
perception of consumers, Therefore, the company
must pay attention to the steps for forming a brand
image so 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
praduct/brand (Enehasse 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 to
which consumers accept that the product fulfills
their 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 ahove, it
can be said that when consumers trust certain pro-
ducts, it will encourage trust to 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); (Nabila and Usman,
2020). The purchase decision is the stage of pro-
blem-solving to buy the desired target. So it can be
said that the purchase decision is.a series of chol-
ces before the buying process occurs (Komalasari
etal., 2021). The stages in decision-making are the
process of finding the information about products,
such as brands, uses, and advantages, after which
consumers begin to evaluate by comparing with
the other competitors before making a decision. A

Digital
marketing (x1)

Brand image

(z1)

company 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 Aurinawali (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 eves of consumers. The results of
this study are also reinforced by research conduct-
ed Harto et al. (2021), which states that the appli-
cation of digital marketing has a good impact on
the brand image because digital marketing activiti-
es provide information about the company to con-
sumers so that the brand image can be well percei-
ved by consumers.
H1: Digital marketing has an effect on brand ima-

ge.

Digital marketling 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 condueted by Subawa et al. (2020),
which states that digital marketing positively im-
pacts creating a company's brand trust. Companies
can easily target consumer brand trust through as-
sistance from digital marketing, especially social
media 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-
ssions, and perceptions of a person, a community,
or society about a brand (Parno, 2018). Consumers
view brand image as the most essential part of a
product because brand image reflects a product. In
other words, brand image is an important element
that can encourage consumers to buy a product.
The better the brand image attached to the product,
the more consumers will be interested in purchas-
ing the product. One of the studies conducted by
Zamrudi et al. (2016) said that brand image is an
important part that needs to be maintained from a
consumer perspective. It aligns with research con-
ducted by Fitrianna and Aurinawati (2020), which
says that brand image can influence purchasing
decisions. The better consumers perceive the pro-
duct's brand image, the higher the purchasing deci-

sion.

cisions.

Brand trust is one of the variables that influ-
ence purchasing decisions. In the field of e-com-
merce, brand trust has an important role. Accord-
ing to research conducted by Nabila and Usman
(2020), brand trust significantly affects purchasing
decisions. The higher self-efficacy owned by con-
sumers the impact on increasing purchasing deci-
sions owned by consumers. Likewise, if the brand
trust obtained by consumers is low, purchasing de-
cisions will decrease. Consistent with the results
of this study, several other studies were conducted
hy Subawa et al. (2020), Enehasse and Saglam
(2020), Hasan and Sohail (2020), Atulkar (2020),
and Sanny et al. (2020) also stated that brand trust
has a significant effect on purchasing decisions.
H4: Brand trust has an effect on purchasing de-

H3: Brand image has an effect on purchasing de- cisions.
METHOD
Table 1. Variable Operational Definition
Variable Indicator Size

Digital Marketing (X)
(Susena, 2019)

Interactivity

Demassification

Asynchronous

Brand Image (Z1)
(Susilawati and Wufron, 2017)

Corporate Image

User Image

Product Image

Brand Trust (72)
{Adiwidjaja and Tarigan, 2017)

Viability

Intentionality

Purchasing Decision (Y) Want To Have
{Adiwidjaja and Tarigan, 2017)

Buying

ease of exchanging information

interactive communication

information spread widely

efficient marketing media

can send and receive information at any time
increase product knowledge deeper

Company reputation

Enterprise production integrity

Consumer lifestyle

Consumer social strata

Product Variation

Product Quality

Products can satisfy consumer needs.

Value according to what is offered

Guarantee as a security guarantee

Trust that the product lives up to expectations.
Interest in the product

Knowing the function and value of the product well
Want to buy the product

Want to use

558 ILMI ET AL. (2023)
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Population is the target object for collecting
data. Populations can be organisms, people or gro-
ups of people, communities, organizations, objects,
or events, all of which have characteristics and
must be explicitly defined. The population in this
study are all Mirrarplus.id consumers. The resear-
ch sample intended as respondents in this study
were digital marketing users who had shopped at
Mirrorplus.id. The sampling technique used in this
study uses a purposive sampling method with the
criteria: Male and female, 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 io September
2021. The number of samples obtained was 139
people. This research includes a quantitative rese-
arch model with data obtained through distributing
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-PLS (Structural Equation Model-
Partial Least Square) statistical method. SEM-PLS
analysis using SmartPls 3.2.9 tools. The reason for
choosing PLS-SEM is that PLS does not require
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, and then hypothesis testing was carried
oul 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, suggestions 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, brand
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 correlation on the
latent variable. The convergent validity value can
be known by calculating the loading factor and the
caleulation 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 to be valid. Still, if
the loading 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 0.7, 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 0.7. So it can
be concluded that all indicators of brand image
variables used have a high level of validity to meet
convergent validity. The results of the validity test
of 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 lnading 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
level of validity to meet convergent 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 (.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 befween two concepis
where the results must show differences. This dis-
criminant validity test can be known by calculat-
ing the cross-loading value and the relationship
between the AVE value and its latent variable
(Purwanto and Sudargini, 2021). An indicator can
be declared to 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 cross-loading bet-
ween indicators and other variables has a cross-
loading value greater than 0.7. So 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 correla-
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
rool is greater than the correlation of the latent va-
riable.

Reliability Test

A reliability test is used to determine a me-
asuring instrument's consistency level. The relia-
bility test of this study can be seen from the value
of Cronbach's alpha and composite reliability. The
variable is 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 0.6, and the value of compaosite reliability

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

Inner Model Analysis (Structural Model)

The inner model 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 (R2) is used to
determine the amount of influence of the indepen-
dent variable, The value of the coefficient 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 0.365 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 (-statistic values. The p-value will have a sig-
nificant effect if the value is smaller than 0.05 or
5%, whereas if the p-value is greater than 0.05, it
has an insignificant impact. The value of t-statis-
tics will have a significant effect if the value is gre-
ater than 1.96, whereas if the value of t-statistics
is less than 1.96, then it means no significant ef-
fect. The measurement of positive influence can
be chosen from the original sample value. If the
value of the original sample is positive, the directi-
on of the effect is positive. If the value 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 ((O/STDEV|) P Values
Digital Marketing -> Brand Image 0.539 7.208 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 0.604 6.992 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 0.05, 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 affects bra-
nd image. Based on the test results, it can be con-
cluded that the first hypothesis is accepled.

The original sample value of the second hy-
pothesis is 0.596, and the p-value of 0.000 is 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 variables remain; the brand trust value
will increase. The positive direction shows that di-
gital marketing has a positive effect on brand trust.
Based on the test results, it can be concluded that
the second hypothesis is accepted.

The original sample value of the third hype-

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-
Tuence 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 hypethesis 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 hypo-
thesis is accepted.
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DISCUSSION
Digital Marketing and Brand Image

Based on the research results through test-
ing, the first hypothesis is accepted; it can be ex-
plained that digital marketing positively affects
brand image, These results support previous rese-
arch conducted by Sanny et 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-
ness and brand image so that it can influence pur-
chasing decisions for Chocolate Monggo products
in Yogyakarta. (Fitrianna and Aurinawati, 2020)

The influence of marketing strategies thro-
ugh digital marketing on brand image has a good
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 strategies, the brand image of Mirrorplus.id
can be well perceived by consumers. Consumer
perceptions are beiter 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 good impact by increa-
sing Mirrorplus.id'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 hypothesis is accepted. 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 Sehail, 2020), These results 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 to its competitors by providing a pur-

chase guarantee. Efforts to provide this informati-
on will eliminate consumer doubts about buying
so 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 test-
ing, the third hypothesis is not accepted. It 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 (Ali et al., 2019), which
states that brand image has no significant effect on
purchasing decisions. Brand image and brand trust
have a positive and significant impact on purchas-
ing decisions. (Adiwidjaja and Tarigan, 2017)

Every consumer has specific reasons for de-
ciding to buy a preduct. Sometimes consumers buy
products for the sole reason of desire. Another rea-
son is sometimes, to 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 Mir-
rorplus.id.

That also shows that the brand image of
Mirrorplus.id is still not strong in the eyes of con-
sumers. The brand image itself is interpreted as a
perceplion in the minds of consumers 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-
titiveness in attracting new consumers. With a str-
ong brand image, Mirrorplus should be able to ha-
ve a stronger bargaining position than its competi-
tors.

Brand Trust and Purchasing Decisions

Based on the research results through test-
ing, the fourth hypothesis is accepted. It can be ex-
plained that brand image has a positive effect on
purchasing decisions. These results support pre-
vious research conducted by (Nabila 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 results
of this study, several other studies were conducted
by (Subawa et al., 2020), (Enehasse and Saglam,
2020), (Hasan and Sohail, 2020}, (Atulkar, 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 competitors. Providing security in
shopping by providing a new product guarantee
for mirror products is quite a consideration for
consumers, 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
to attract consumer trust and also as a comparative
value from competitors,

A lean business in its operations can create
a competitive advantage to win the competition
(Harianto, 2018). It is essential to create a business
that has optimal operations. Digital marketing is
one of the efficient and effective business models
that ean make a business sustainable (Harianto and
Soenardi, 2022). Based on the research results 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 Susena (2019}, Fitrian-
na 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. It is because digital marketing acti-
vities provide information about preducts 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-
gital has a good impact by increasing Mirrorplus
.id's market share.

IMPLICATIONS

The implication that will be carried out is to
carry out a market penetration and product deve-
lopment strategy. Market penetration can be done
is by adding promotion and marketing cosis to
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-
mental 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.
Next is to add admin operating hours, where the
admins can respond and provide information to
consumers anytime.

The next implication that Mirrorplus.id can
do is to carry out a product development strategy.
Product development that Mirrorplus.id can do is
to increase product variations. It is very beneficial
for mirrorplus.id to develop several new products
in the market that has been built. Some products
will be made with vanity mirrors, standing mirrors,
mirror walls, and other accessories. A lot of variety
is expected to satisfy consumer needs. Some im-
plication strategy steps above are expected to en-
large consumer purchasing decisions. This puts 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 suggestions
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 trust in consumers can influence
purchasing decisions. It is hoped that Mirrorplus.
id can establish the right brand image improve-
ment strategy to attract consumers so that the Mir-
rorplus.id brand image 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 effect 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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