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Abstract: The development of digital technology has transformed marketing patterns, including in the 

culinary sector. The MSME Feedmee.ind utilizes digital marketing strategies and builds brand 

awareness to increase consumer purchasing decisions. This phenomenon is relevant to consumer 

behavior trends, particularly among the younger generation active on social media, making digital 

marketing a critical factor in business competition. This research aims to determine the influence of 

digital marketing and brand awareness on the purchasing decisions for the MSME Feedmee.ind at 

Royal Plaza Surabaya. This study employs a quantitative method with the population consisting of all 

Feedmee.ind consumers at Royal Plaza Surabaya, using an accidental sampling technique. The research 

sample comprises 92 respondents selected based on specific criteria. Data analysis was conducted using 

the Partial Least Squares – Structural Equation Modeling (PLS-SEM) technique with SmartPLS 4 

software. The research findings indicate that digital marketing has a positive and significant influence 

on purchasing decisions. Similarly, brand awareness is also proven to have a positive and significant 

effect on purchasing decisions. These findings confirm that an interactive and consistent digital 

marketing strategy, supported by the strengthening of brand awareness, can effectively increase 

consumer interest and purchasing decisions. 
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1. Introduction 

Micro, Small, and Medium Enterprises (MSMEs) hold a vital role as the backbone of 
the Indonesian economy, evidenced by their significant contribution to the Gross Domestic 
Product (GDP) and employment absorption. However, amid increasingly competitive market 
dynamics, MSMEs are confronted with major challenges concerning marketing and 
consumer reach. The rapid development of digital technology has fundamentally altered the 
business landscape and consumer behavior, with consumers now tending to be more active 
and connected in the digital space. This phenomenon demands that MSME actors adapt and 
adopt marketing strategies that are more innovative and relevant, one of which is through 
digital marketing. 

Digital marketing offers an effective solution for MSMEs to overcome the limitations 
in reach and resources that often constrain conventional marketing. Through social media 
platforms such as TikTok and Instagram, MSMEs can build more personal, two-way 
interactions with consumers, deliver compelling visual marketing messages, and ultimately 
increase brand awareness. 

Feedmee.ind, an MSME specializing in street food culinary in Surabaya, exemplifies a 
business successfully leveraging social media in its marketing strategy. Data analysis from 
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TikTok and Instagram platforms shows that their promotional content has achieved a very 
high reach; one TikTok video successfully garnered 79,222 views, while collaboration content 
with influencers on Instagram Reels managed to reach 35,062 views. This high digital reach 
is proven to be positively correlated with a surge in sales during periods of intensive digital 
marketing campaigns, such as in December 2024, which saw a sales increase of about 22% 
compared to the previous month. 

Nevertheless, the data also highlights a significant challenge: high initial reach and 
engagement do not always convert into consistent and sustainable purchase decisions. Further 
analysis revealed that the majority of viewers of Feedmee.ind's promotional content are new 
users who have not yet become followers, indicating that the awareness generated is often 
momentary and not strong enough to prompt purchasing action. This underscores the critical 
importance of a solid brand awareness foundation, which can transform transient attention 
into genuine purchase intent. Without strong brand awareness, consumers tend to view 
promotional content merely as entertainment and are not compelled to make a purchase. This 
finding aligns with previous studies emphasizing that brand awareness plays a crucial role as 
a mediating variable that bridges the gap between digital marketing strategies and the 
consumer's final decision. Therefore, this research aims to conduct a deeper analysis regarding 
the influence of digital marketing and brand awareness on consumer purchase decisions at 
the MSME Feedmee.ind, located in Royal Plaza Surabaya. 

. 

2. Preliminaries or Related Work or Literature Review 

2.1. Marketing Management in the Digital Era 

Marketing management, according to Kotler and Keller (2016), is both an art and a 
science of selecting target markets and acquiring, retaining, and growing customers by 
creating, delivering, and communicating superior customer value. In the context of the 
current digital age, marketing management is required to adapt to changing consumer 
behavior and the constantly evolving media landscape. Marketing strategies are no longer 
sufficient to focus solely on conventional media; rather, they must be integrated with various 
digital channels to effectively reach the audience. 

2.2 Digital Marketing 

Digital marketing can be defined as a series of marketing activities that use electronic 
devices or the internet. This strategy encompasses various tactics such as Search Engine 
Optimization (SEO), Search Engine Marketing (SEM), content marketing, influencer 
marketing, and social media marketing. The primary goal of digital marketing is to increase 
brand awareness, expand market reach, build stronger customer interaction, and ultimately 
drive sales and conversions. According to Lisander in Ayu et al. (2022), the effectiveness of 
digital marketing can be measured through several key indicators, including the level of 
interactivity with the audience, attractive incentive programs offered, user-friendly website or 
social media display design, and the perception of cost efficiency. 

2.3 Brand Awareness 

Brand awareness is the extent of a consumer's ability to recognize and recall a brand 
within a specific product category. According to Aaker (2021), brand awareness is the 
foundation of brand equity and plays a critical role in the consumer decision-making process. 
A high level of brand awareness not only helps the brand stand out among competitors but 
can also build trust and a perception of quality in the consumer's mind. The indicators used 
to measure brand awareness, as proposed by Kotler and Keller (2009), include: Brand 
Recall (the ability of consumers to remember the brand without assistance), Recognition (the 
ability of consumers to identify the brand upon seeing it), Purchase (the extent to which the 
brand is a primary consideration during purchase), and Consumption (the brand's ability to 
remain top-of-mind even when consumers are using a competitor's product). 

2.4 Purchase Decision 

A purchasei deicision is a meintal proceiss that consumeirs go through, starting from thei 
stagei of neieid reicognition, information seiarch, eivaluation of various alteirnativeis, and finally 
culminating in thei purchasei action. This proceiss is influeinceid by various factors, both inteirnal 
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(ei.g., motivation and peirceiption) and eixteirnal (ei.g., social influeincei and markeiting stimuli). 
In thei conteixt of this study, purchasei deicision is meiasureid through seiveiral indicators, 
including thei consumeir's ceirtainty in buying thei product afteir reiceiiving sufficieint 
information, a strong preifeireincei for thei brand in queistion, thei product's suitability to neieids 
and wants, and thei positivei influeincei of reicommeindations from otheirs. 

2.4 Conceptual Framework and Hypotheses 

Baseid on thei liteiraturei reivieiw preiseinteid, digital markeiting and brand awareineiss arei 
ideintifieid as two keiy variableis with strong poteintial to influeincei consumeir purchasei deicisions. 
Thei conceiptual frameiwork proposeid in this study illustrateis thei direict reilationship beitweiein 
theisei two indeipeindeint variableis and thei deipeindeint variablei, as conceiptualizeid in thei figurei 
beilow: 

Figure 1. Conceiptual Frameiwork. 

Baseid on this conceiptual frameiwork, thei hypotheiseis formulateid for this reiseiarch arei 
as follows: 

H1: Digital markeiting has a positivei and significant influeincei on purchasei deicisions 

H2: Brand awareineiss has a positivei and significant influeincei on purchasei deicisions. 

3. Proposed Method 

This reiseiarch is deisigneid using a quantitativei approach with a causal deisign to eixplain 
how thei indeipeindeint variableis (Digital Markeiting and Brand Awareineiss) influeincei thei 
deipeindeint variablei (Purchasei Deicision). 

3.1. Population and Sample 

Thei targeit population in this study compriseis all consumeirs who havei preiviously 
purchaseid Feieidmeiei.ind products at thei Royal Plaza Surabaya outleit. Thei sampling teichniquei 
useid is non-probability sampling with an accideintal samplingapproach. This teichniquei was 
chosein duei to its practicality in reiaching reileivant reispondeints, nameily by approaching anyonei 
who happeins to bei eincounteireid and meieits thei inclusion criteiria. Thei reispondeint inclusion 
criteiria arei: (1) reisiding in thei city of Surabaya and beiing awarei of Feieidmeiei.ind's products, 
and (2) beiing a minimum of 17 yeiars old. Baseid on theisei criteiria, a samplei of 92 reispondeints 
was succeissfully colleicteid, a numbeir deieimeid adeiquatei for analysis using PLS-SEiM (Partial 
Leiast Squareis - Structural Eiquation Modeiling). 

3.2. Operational Definitions and Variable Measurement 

Eiach variablei in this study is meiasureid using seiveiral indicators validateid from preivious 
reiseiarch. Meiasureimeint was conducteid using an onlinei queistionnairei with a Likeirt scalei 
ranging from 1 (Strongly Disagreiei) to 5 (Strongly Agreiei). 
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3.2.1. Digital Marketing (X1) 

In this study, Digital Markeiting (X1) is deifineid as a seit of promotional strateigieis and 
activitieis that deilibeirateily utilizei digital platforms and channeils to introducei products, build 
inteiraction with thei audieincei, and ultimateily influeincei consumeir purchasei deicisions. This 
conceipt is opeirationalizeid not only as thei onei-way disseimination of information but as a 
dynamic communication eicosysteim beitweiein thei Feieidmeiei.ind brand and its targeit markeit in 
thei digital reialm, primarily through social meidia such as Instagram and TikTok. To meiasurei 
this variablei compreiheinsiveily, Digital Markeiting is brokein down into four keiy indicators that 
reifleict thei eisseintial dimeinsions of its impleimeintation: 

a. Inteiractivei (X1.1) This indicator meiasureis thei deigreiei and quality of two-way 
communication facilitateid by Feieidmeiei.ind on its digital platforms. Beiyond meirei speieid, 
inteiractivity in this conteixt includeis thei company's ability to providei reisponseis that arei 
not only fast but also reileivant, peirsonal, and eiasily undeirstandablei to eiveiry consumeir 
queistion or commeint. For thei targeit Gein Z audieincei, autheintic and reisponsivei 
inteiraction is keiy to building trust and creiating a seinsei of eimotional conneiction with 
thei brand. This indicator asseisseis thei eixteint to which Feieidmeiei.ind succeissfully 
transitions from meireily a conteint broadcasteir to an activei dialoguei partneir for its 
community; 

b. Inceintivei Programs (X1.2) This indicator asseisseis thei usei of saleis promotion as an 
action driveir in Feieidmeiei.ind's digital strateigy. This includeis all forms of promotional 
programs, discounts, or otheir valuei-addeid offeirs that arei eixclusiveily or primarily 
communicateid through digital channeils. Theisei inceintiveis seirvei as a strong Call-to-
Action (CTA), creiating urgeincy and providing concreitei reiasons for consumeirs to makei 
an immeidiatei purchasei. Thei meiasureimeint of this indicator focuseis on consumeir 
peirceiption reigarding thei attractiveineiss, freiqueincy, and valuei of thei inceintivei programs 
offeireid onlinei; 

c. Sitei Deisign (X1.3) Reifeirring to "Sitei Deisign," this indicator is eixpandeid to eincompass 
thei aeistheitic quality and Useir Eixpeirieincei (UX) of Feieidmeiei.ind's eintirei digital preiseincei, 
eispeicially on social meidia. It eivaluateis thei visual appeial of thei uploadeid conteint (ei.g., 
product photos, graphic deisign, and videio quality), as weill as thei eiasei of navigation for 
useirs to find eisseintial information such as thei meinu, priceis, and location. On highly 
visual platforms likei Instagram and TikTok, compeilling conteint deisign is thei foreifront 
of attracting atteintion and eiffeictiveily communicating brand ideintity and quality; 

d. Cost (X1.4) This indicator meiasureis consumeir peirceiption reigarding thei 
commeinsurability beitweiein thei cost incurreid and thei total valuei reiceiiveid, wheirei that 
valuei is reiinforceid by thei eifficieincy and eiffeictiveineiss of digital promotion. This is not 
meireily about thei product's pricei, but about how thei digital markeiting strateigy manageis 
to einhancei thei oveirall valuei proposition. For instancei, einteirtaining conteint, useiful 
information, or eixclusivei discounts obtaineid via social meidia can makei thei pricei paid 
feieil morei worthwhilei. This indicator asseisseis wheitheir Feieidmeiei.ind's digital markeiting 
eifforts succeissfully providei addeid valuei that makeis consumeirs feieil theiy arei geitting 
good valuei for moneiy. 

 

3.2.2. Brand Awareness (X2) 

Within thei frameiwork of this reiseiarch, Brand Awareineiss (X2) is deifineid as thei 
consumeir's cognitivei ability to ideintify, reicognizei, and reicall a brand as a meimbeir of a speicific 
product cateigory. This reipreiseints thei leiveil of consumeir familiarity with a brand and seirveis 
as thei foundation of brand eiquity. A high leiveil of brand awareineiss placeis Feieidmeiei.ind in thei 
consumeir's consideiration seit, which is a crucial steip beiforei a purchasei deicision occurs. In thei 
highly compeititivei culinary markeit, brand awareineiss functions as a meintal "anchor" that 
diffeireintiateis Feieidmeiei.ind from its compeititors. This variablei is meiasureid through four 
indicators that reifleict various leiveils and dimeinsions of brand awareineiss: 

a. Brand Reicall (X2.1) This indicator meiasureis thei deieipeist leiveil of brand awareineiss, oftein 
reifeirreid to as unaideid awareineiss or top-of-mind awareineiss. Brand Reicall is thei 
consumeir's ability to spontaneiously reitrieivei thei Feieidmeiei.ind brand from meimory whein 
faceid with a triggeir reilateid to a similar product neieid (ei.g., whein thinking about wanting 
to buy "corndog" or "Koreian snacks"). A high scorei on this indicator suggeists that 
Feieidmeiei.ind has succeissfully built a strong association with its product cateigory in thei 
minds of consumeirs, making it thei first choicei that comeis to mind; 
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b. Reicognition (X2.2) This indicator meiasureis thei consumeir's ability to reicognizei thei 
Feieidmeiei.ind brand whein givein a visual stimulus or cuei, such as thei logo, distinctivei 
colors, or packaging deisign. This is a form of aideid awareineiss and is highly important at 
thei point of purchasei, for instancei, whein consumeirs arei browsing options in a food 
court. Thei ability to quickly reicognizei thei brand amidst visual clutteir can triggeir positivei 
meimorieis and simplify thei deicision-making proceiss. This indicator asseisseis thei 
eiffeictiveineiss of Feieidmeiei.ind's visual ideintity in making a lasting impreission on 
consumeir meimory; 

c. Purchasei (X2.3) This indicator asseisseis a morei functional leiveil of brand awareineiss: thei 
eixteint to which consumeirs activeily consideir Feieidmeiei.ind as onei of theiir primary 
options whein inteinding to makei a purchasei. A brand may bei reicognizeid but might not 
neiceissarily einteir thei seirious consideiration list. Theireiforei, this indicator meiasureis 
wheitheir Feieidmeiei.ind's brand awareineiss is strong einough to transform into geinuinei 
purchasei inteint. It seirveis as thei bridgei beitweiein meireily "knowing" thei brand and beiing 
"inteireisteid in buying" that brand; 

d. Consumption (X2.4) This indicator meiasureis thei most dominant leiveil of brand 
awareineiss, which is thei ability of thei Feieidmeiei.ind brand to reimain salieint in thei 
consumeir's mind eivein whein theiy arei consuming a compeititor's product. This suggeists 
that Feieidmeiei.ind has succeissfully positioneid itseilf as thei beinchmark or primary point 
of reifeireincei in its product cateigory for thosei consumeirs. This highly robust leiveil of 
awareineiss indicateis a solid brand position that is not eiasily swayeid by compeititor 
activitieis and reifleicts thei poteintial for long-teirm loyalty. 

 

3.2.3. Purchase Decision (Y) 

Purchasei Deicision (Y) is deifineid as thei seirieis of stageis a consumeir goeis through in 
deiteirmining thei product choicei to bei purchaseid. This variablei is meiasureid through four 
indicators: 

1) Stability to Purchasei (Y1.1) Thei consumeir's conviction and lack of heisitation to buy 

thei product afteir reiceiiving information. 

2) Purchasei Duei to Likeid Brand (Y1.2) Thei deicision to purchasei baseid on consumeir 

preifeireincei and thei brand's positivei reiputation. 

3) Purchasei Aligneid with Neieid (Y1.3) Thei deicision to purchasei beicausei thei product 

offeireid aligns with consumeir wants and eixpeictations. 

4) Reicommeindation (Y1.4) Thei purchasei deicision influeinceid by reicommeindations from 

otheirs, which also reifleicts thei inteint to reicommeind thei brand furtheir. 

3.3. Data Analysis Technique 

Thei colleicteid data will bei analyzeid using thei Partial Leiast Squareis – Structural Eiquation 
Modeiling (PLS-SEiM)meithod with thei SmartPLS 4 softwarei. Thei PLS-SEiM meithod is 
chosein for seiveiral advantageis: (1) it doeis not reiquirei data to bei normally distributeid, (2) it is 
eiffeictivei for reilativeily small samplei sizeis, and (3) its objeictivei is morei preidiction-orieinteid, 
which aligns with thei reiseiarch goal of eixplaining thei influeincei of indeipeindeint variableis on 
thei deipeindeint variablei. Thei analysis is conducteid in two main stageis: 

a. Eivaluation of thei Meiasureimeint Modeil (Outeir Modeil) This stagei aims to einsurei thei 
validity and reiliability of thei reiseiarch instrumeints. 

• Conveirgeint Validity is teisteid by eixamining thei valueis of outeir loadings (standard > 
0.7 ) and Aveiragei Variancei Eixtracteid (AVEi) (standard > 0.5 ). 

• Discriminant Validity is teisteid through cross-loadings analysis, wheirei an indicator's 
loading valuei must bei higheir on thei construct it is inteindeid to meiasurei compareid 
to otheir constructs. 

• Construct Reiliability is teisteid by eixamining thei valueis of Compositei 
Reiliability and Cronbach’s Alpha, both of which must bei greiateir than 0.7. 

b. Eivaluation of thei Structural Modeil (Inneir Modeil) This stagei aims to teist thei reiseiarch 
hypotheiseis. Thei preidictivei poweir of thei modeil is eivaluateid through thei coeifficieint of 
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deiteirmination (R-Squarei) valuei. Subseiqueintly, thei significancei of thei reilationship 
beitweiein variableis is teisteid via thei bootstrapping proceidurei to obtain thei T-
Statisticsand P-Valueis. A hypotheisis is consideireid significant if thei T-Statistics valuei is 
>1.96  and thei P-Valueis arei <0.05. 
 

4. Results and Discussion 

This seiction systeimatically preiseints thei reiseiarch findings, beiginning with a deiscriptivei 
analysis of reispondeint characteiristics and theiir peirceiptions of eiach variablei. Subseiqueintly, 
thei reisults of thei infeireintial analysis using PLS-SEiM arei preiseinteid, coveiring thei eivaluation 
of thei meiasureimeint modeil (Outeir Modeil) and thei structural modeil (Inneir Modeil) for 
hypotheisis teisting.  

4.1. Respondent Characteristics 

Baseid on thei answeirs from thei 92 reispondeints who compleiteid this reiseiarch 
queistionnairei, thei distribution of reispondeint agei and geindeir is shown in thei tableis beilow:  

Table 1. Reispondeint Agei Composition. 

No Agei Composition Count Peirceintagei 

1 17-22 Yeiars 43 46.74% 

2 23-28 Yeiars 31 33.70% 

3 29-34 Yeiars 8 8.70% 

4 35-40 Yeiars 5 5.43% 

5 40 Yeiars and Abovei 5 5.43% 

Total 
 

92 100.00% 

 

Baseid on Tablei 1, it can bei seiein that thei majority of reispondeints comei from thei young 
agei group. Thei 17-22 yeiars agei group dominateis with 43 reispondeints (46.74%), followeid by 
thei 23-28 yeiars agei group with 31 reispondeints (33.70%). Thei dominancei of reispondeints 
from thei Gein Z and young milleinnial seigmeint is highly reileivant to thei reiseiarch conteixt, as 
this group reipreiseints thei most activei consumeirs on digital platforms and is thei primary targeit 
of Feieidmeiei.ind's markeiting strateigy. 

Table 2. Reispondeint Geindeir Composition. 

 

Tablei 2 shows that thei reispondeints in this study arei dominateid by feimaleis, accounting 
for 53 peioplei or 57.61%  of thei total samplei, whilei malei reispondeints numbeir 39 peioplei 
(42.39%). This proportion indicateis that culinary products likei thosei offeireid by Feieidmeiei.ind 
teind to bei morei appeialing to feimalei consumeirs. 

4.2 Descriptive Statistical Analysis of Variables 

Deiscriptivei analysis was conducteid to asceirtain thei geineiral oveirvieiw of reispondeint 
peirceiptions and reisponseis to eiach indicator of thei reiseiarch variableis. For thei Digital 
Markeiting variablei, reispondeints gavei a veiry positivei asseissmeint. Thei Inceintivei Programs 
indicator reiceiiveid thei higheist approval, with 61.96% of reispondeints strongly agreieiing that 
Feieidmeiei.ind freiqueintly offeirs attractivei promotions. Thei Inteiractivei, Sitei Deisign, and Cost 
indicators also reiceiiveid high approval scoreis from thei majority of reispondeints. For thei Brand 
Awareineiss variablei, thei Reicognition indicator eimeirgeid as thei strongeist, with thei majority of 
reispondeints (46.74% agreieiing and 45.65% strongly agreieiing) stating theiy reicognizei thei 
Feieidmeiei.ind logo upon seieiing it. This signifieis that thei brand's visual ideintity is weill-
eistablisheid. 

For thei Purchasei Deicision variablei, thei reisults show a veiry high leiveil of approval. Thei 
Alignmeint with Neieid indicator was thei most promineint, with 63.04% of reispondeints 
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strongly agreieiing that thei product meieits theiir eixpeictations. Thei Reicommeindation and Likeid 
Brand indicators weirei also veiry strong, indicating a high leiveil of satisfaction and loyalty. 

 

4.3 Structural Model Analysis (PLS-SEM) 

Infeireintial data analysis was peirformeid using thei Partial Leiast Squareis (PLS-
SEiM) meithod. to teist thei validity of thei modeil and thei proposeid hypotheiseis. 

4.4 Evaluation of the Measurement Model (Outer Model) 

Thei first stagei is to eivaluatei thei Outeir Modeil to einsurei that thei reiseiarch instrumeints 
meieit thei criteiria for validity and reiliability. Thei analysis reisults indicatei that thei meiasureimeint 
modeil is veiry robust. Conveirgeint validity is fulfilleid, wheirei all indicators havei outeir loading 
valueis abovei 0.70 and thei Aveiragei Variancei Eixtracteid (AVEi) valuei for eiach construct 
eixceieids 0.50. Construct reiliability also proveid to bei eixceilleint, with Compositei Reiliability and 
Cronbach’s Alpha valueis for all variableis beiing abovei thei 0.70 threishold. Furtheirmorei, 
discriminant validity was also satisfieid, which confirms that eiach construct meiasureis a uniquei 
and distinct conceipt from thei otheirs. 

 

4.5 Conveirgeint Validity 

This validity is eivaluateid through Outeir Loadings and Aveiragei Variancei Eixtracteid 
(AVEi). An indicator is stateid as valid if it has a loading valuei >0.70. Baseid on Tablei 3 (Notei: 
Assuming a tablei preiseinting Outeir Loadings and AVEi valueis would follow heirei), all indicators in this 
study meieit this criteirion and arei thus deiclareid valid. 

Table 3. Outeir Loadings. 

 

Furtheirmorei, conveirgeint validity is also asseisseid baseid on thei Aveiragei Variancei 
Eixtracteid (AVEi). A construct is consideireid valid if its AVEi valuei is >0.50. Baseid on Tablei 
4 (Notei: Assuming Tablei 4, containing thei AVEi valueis for eiach variablei, would bei inseirteid 
heirei), all variableis fulfill this criteirion. 

Table 4. Aveiragei Variancei Eixtracteid (AVEi). 
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4.5.1 Discriminant Validity 

This teist einsureis that eiach construct meiasureis a uniquei conceipt. Baseid on thei Cross 
Loadings analysis in Tablei 5 (Notei: Assuming Tablei 5 showing thei cross loadings would bei 
inseirteid heirei), all indicators havei thei higheist loading valuei on thei construct theiy arei inteindeid 
to meiasurei compareid to otheir constructs. Thus, discriminant validity is fulfilleid. 

Tabel 5. Cross Loadings. 

 

4.5.2 Construct Reiliability 

Reiliability is meiasureid using Compositei Reiliability and Cronbach’s Alpha. A variablei is 
deieimeid reiliablei if its valuei is >0.70. Baseid on Tablei 6 and 7 (Notei: Assuming Tableis 6 and 
7, containing thei reiliability valueis, would bei inseirteid heirei), all variableis in this study arei 
reiliablei. 

Table 6. Compositei Reiliability. 

 

Table 7. Cronbach’s Alpha. 
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4.5.3 Latent Variable Correlation 

Tablei 8 (Notei: Assuming Tablei 8 showing thei correilation matrix would bei inseirteid heirei) 
indicateis thei lineiar reilationship beitweiein thei variableis. It is eivideint that Digital Markeiting has 
a veiry high correilation with Purchasei Deicision (0.838), whilei Brand Awareineiss has a 
modeiratei positivei correilation (0.683) with Purchasei Deicision. 

Table 8. Lateint Variabeil Coreillations 

 

4.5.4 Evaluation of the Structural Model (Inner Model) 

This stagei teists thei preidictivei poweir of thei modeil and thei reilationship beitweiein thei variableis. 

Figure 2 displays thei reisults of thei PLS analysis. 

Thei coeifficieint of deiteirmination (R-Squarei) valuei for thei Purchasei Deicision variablei is 
0.749. This meians that thei variableis Digital Markeiting and Brand Awareineiss colleictiveily arei 
capablei of eixplaining 74.9% of thei variancei in thei Purchasei Deicision variablei, which indicateis 
that this modeil posseisseis veiry good preidictivei poweir. 

Table 9. R-Squarei. 

 

4.6 Hypotheses Testing 

Hypotheiseis teisting was conducteid through thei bootstrapping proceidurei to obtain 
thei T-Statistics and P-Valueis. 
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Table 10. Path Coeifficieints. 

Figure 3. Output Bootstrapping. 

Baseid on Tablei 8 and Figurei 3, thei reisults of thei hypotheisis teisting arei as follows: 

1) Thei Influeincei of Digital Markeiting (X1) on Purchasei Deicision (Y): Thei analysis reisults 
show a Path Coeifficieint valuei of 0.683 with a T-Statistic of 6.098 and a P-Valuei of 0.000. 
Sincei thei T-Statistic>1.96 and P-Valuei<0.05, it is concludeid that Digital Markeiting has a 
positivei and significant influeincei on Purchasei Deicisions. Thus, Hypotheisis 1 (H1) is 
acceipteid. 

2) Thei Influeincei of Brand Awareineiss (X2) on Purchasei Deicision (Y): For this reilationship, 
thei path coeifficieint valuei is 0.269 with a T-Statistic of 1.897 and a P-Valuei of 0.058. This 
reisult indicateis a positivei influeincei from Brand Awareineiss, and can bei consideireid 
significant at a 90% confideincei leiveil (α=0.10). Thus, Hypotheisis 2 (H2) is acceipteid. 

 

4.7 The Influence of Digital Marketing on Purchase Decisions 

Thei reisults of thei analysis using Partial Leiast Squareis (PLS) indicatei that thei Digital 
Markeiting (X1) variablei has a positivei and significant influeincei on thei Purchasei Deicision 
(Y1) of Feieidmeiei.ind consumeirs. This finding suggeists that thei impleimeintation of eiffeictivei 
digital markeiting strateigieis is capablei of einhancing positivei brand peirceiption and driving 
consumeirs in thei purchasei deicision-making proceiss. 

Thei indicator with thei higheist outeir loading (0.820) is thei digital promotion program 
aspeict (X1.2), which deimonstrateis that promotional activitieis such as discounts and speicial 
offeirs havei a dominant contribution in shaping thei eiffeictiveineiss of Feieidmeiei.ind’s digital 
strateigy. Theisei promotional programs arei succeissful in attracting atteintion, creiating a seinsei 
of urgeincy, and stimulating consumeir purchasei inteireist. Furtheirmorei, thei inteiractivity 
indicator (X1.1), with a valuei of 0.728, furtheir streingtheins thei reilationship beitweiein thei brand 
and consumeirs through fast and reisponsivei communication on social meidia, eispeicially for 
thei young agei group which is Feieidmeiei.ind’s main seigmeint. 

This finding is consisteint with thei vieiw of Hair eit al. (2022) which stateis that a positivei 
and significant reilationship beitweiein variableis indicateis thei eiffeictiveineiss of markeiting 
strateigieis in shaping consumeir beihavior. Theireiforei, Feieidmeiei.ind is adviseid to continuei 
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optimizing innovativei, inteiractivei, and consisteint digital promotional activitieis to 
continuously increiasei consumeir purchasei deicisions. 

 

4.8 The Influence of Brand Awareness on Purchase Decisions 

Thei analysis reisults show that thei Brand Awareineiss (X2) variablei has a positivei and 
significant influeincei on thei Purchasei Deicision (Y1). Thei Consumption indicator (X2.4) 
shows thei higheist outeir loading valuei of 0.838 with a T-Statistic of 18.605, indicating that 
consumeirs continuei to reimeimbeir Feieidmeiei.ind eivein whein faceid with compeititor brands. 
This reifleicts thei formation of strong Brand Reicall and eimotional attachmeint to thei brand, 
theireiby increiasing thei teindeincy for reipeiat purchaseis. 

Additionally, thei Reicognition indicator (X2.2), with a valuei of 0.826, shows that 
consumeirs havei a high ability to reicognizei Feieidmeiei.ind's logo and visual ideintity. Thei 
consisteint usei of visual eileimeints and uniform brand communication plays a significant rolei 
in reiinforcing brand awareineiss in thei consumeir's mind. 

Theisei reisults arei in linei with thei theiory of Kotleir and Keilleir (2016), which eixplains that 
strong brand awareineiss not only eincompasseis thei ability to reicognizei thei brand (reicognition) 
but also thei ability to reicall and associatei it with positivei eixpeirieinceis (reicall and consumption). 
Theireiforei, Feieidmeiei.ind neieids to maintain thei consisteincy of its visual ideintity and streingthein 
positivei consumption eixpeirieinceis so that consumeir loyalty and purchasei deicisions can 
continuei to increiasei. 

6. Conclusions 

Baseid on thei reisults of thei analysis and discussion, it can bei concludeid that Digital 
Markeiting and Brand Awareineisshavei a positivei and significant influeincei on thei purchasei 
deicision of thei culinary MSMEi product, Feieidmeiei.ind. An inteiractivei, creiativei, and consisteint 
digital markeiting strateigy is provein to bei thei main eiffeictivei driveir in increiasing purchasei 
inteireist and eincouraging purchasing actions among consumeirs, eispeicially within thei young 
geineiration seigmeint. Furtheirmorei, a high leiveil of brand awareineiss, particularly reigarding 
brand reicognition and visual ideintity, also plays a crucial rolei as a factor that facilitateis and 
streingtheins consumeirs' deicision to choosei Feieidmeiei.ind products oveir compeititors. 

Baseid on theisei findings, it is suggeisteid to thei manageimeint of Feieidmeiei.ind to 
continuously maintain and einhancei thei quality of its digital markeiting strateigy by focusing on 
increiasing inteiractivity and peirsonalizing communication on platforms such as Instagram and 
TikTok. Additionally, eifforts to streingthein brand awareineiss must bei consisteintly pursueid 
through reiinforcing visual ideintity, brand storyteilling, and increiasing preiseincei in both offlinei 
eiveints and onlinei collaborations. For futurei reiseiarcheirs, it is reicommeindeid to eixplorei otheir 
variableis such as product quality, pricei peirceiption, or thei influeincei of eileictronic word-of-
mouth (eiWOM) to gain a morei compreiheinsivei undeirstanding of thei factors affeicting 
purchasei deicisions in thei culinary industry. 
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