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Abstract 
This study investigates the effects of digital marketing and product innovation on consumers’ 
purchasing decisions for local culinary products based on the local wisdom of Sumbawa Regency, with 
brand image serving as a mediating variable. A quantitative research approach was applied to 144 
consumers who had previously purchased local culinary products. Respondents were selected using 
purposive sampling according to predetermined criteria, including being at least 17 years old and having 
obtained product information through digital media. Data were collected through structured 
questionnaires and analyzed using Partial Least Squares–Structural Equation Modeling. The results 
indicate that digital marketing does not significantly influence brand image but has a positive and 
significant effect on purchasing decisions. Product innovation has a positive and significant effect on 
both brand image and purchasing decisions. Furthermore, brand image does not mediate the relationship 
between digital marketing and purchasing decisions or between product innovation and purchasing 
decisions. These findings demonstrate that product innovation plays a more significant role than brand 
image in increasing product attractiveness and encouraging consumer purchasing decisions. 
Accordingly, local culinary MSMEs should continuously develop innovative products while optimizing 
their digital marketing strategies to strengthen competitive advantage and improve market performance. 
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1. Introduction 
Micro, Small, and Medium Enterprises (MSMEs) constitute the backbone of Indonesia's 
economy. According to Kementerian Koordinator Bidang Perekonomian Republik Indonesia 
(2025), MSMEs contribute more than 60% of the national Gross Domestic Product (GDP), 
absorb nearly 97% of the national workforce, and account for more than 64 million business 
units These figures highlight the strategic role of MSMEs in promoting economic resilience, 
employment generation, and inclusive economic development. Furthermore, MSMEs account 
for approximately 99% of all business establishments in Indonesia, demonstrating their 
dominant position within the national economic structure. Beyond their economic contribution, 
MSMEs support the development of local products, create new market opportunities, enhance 
export potential, and contribute to the country's balance of payments. Despite their significant 
role, Indonesian MSMEs continue to face various structural and adaptive challenges, 
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particularly in responding to increasingly competitive and digitalized market environments 
(Tambunan, 2022). 
According to the Ministry of Cooperatives and SMEs through the Legal Documentation and 
Information Network (JDIH), Indonesia had more than 30.18 million formally registered 
MSMEs by the end of 2024. Including informal businesses, the total number of MSMEs 
reaches approximately 66 million, of which more than 99% are classified as micro-enterprises. 
At the regional level, Sumbawa Regency recorded more than 5,500 active MSMEs in 2024, 
primarily operating in the culinary, handicraft, and agricultural sectors. This substantial number 
reflects the important contribution of MSMEs to regional economic development while also 
emphasizing the need to strengthen their competitiveness through effective marketing 
strategies and continuous product innovation. 

 
Figure 1. Chart Showing the Growth of MSMEs 
Source: KADIN Indonesia & Ministry of MSMEs (2024) 
According to (Dataset - Satu Data NTB, 2026), Sumbawa Regency recorded more than 5,508 
active MSMEs during the 2023–2024 period, with the majority operating in the culinary, 
handicraft, and agricultural sectors. This reflects the significant contribution of MSMEs to the 
regional economy while also highlighting the need to enhance their competitiveness in an 
increasingly dynamic business environment. 
At the same time, the rapid expansion of internet access in Indonesia has transformed the way 
businesses operate and interact with consumers. Over the past two decades, internet penetration 
has grown substantially, creating new opportunities for MSMEs to adopt digital technologies 
in their business activities. According to Asosiasi Penyelenggara Jasa Internet Indonesia 
(2025), the number of internet users in Indonesia has continued to increase annually, providing 
a broader digital marketplace and enabling MSMEs to expand their market reach through 
digital marketing and online business platforms. 

 
Figure 2. Number of Internet Users in Indonesia 
Source: Maddalena, S., & Maddalena, 2025 
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Based on the chart above, more than 75% of Indonesia's population has access to the internet. 
Moreover, reports from Maddalena, S., & Maddalena (2025) indicate that Indonesians rank 
among the world's most active social media users. This rapid growth in internet penetration has 
significantly transformed the business environment, particularly for Micro, Small, and Medium 
Enterprises (MSMEs). 
The internet has become a key driver of MSME development in Indonesia by shifting business 
practices from conventional methods to more efficient, technology-based approaches. Through 
digital platforms such as Shopee and Tokopedia, MSMEs can expand their market reach 
beyond local boundaries to national and international markets. Furthermore, the internet 
facilitates cost-effective promotion, simplifies business transactions, and enhances 
organizational capabilities, enabling MSMEs to improve their competitiveness and achieve 
sustainable growth in the digital economy (Ministry of Cooperatives and MSMEs of the 
Republic of Indonesia). 
In today's highly digitalized business environment, MSMEs can no longer rely solely on 
conventional marketing strategies. Advances in digital technology have fundamentally changed 
consumer behavior, particularly in how consumers search for information, evaluate 
alternatives, and make purchasing decisions. Consequently, digital marketing has become an 
essential strategic tool for business sustainability. Social media marketing, as one of the core 
components of digital marketing, has been shown to influence consumer perceptions positively 
and purchasing decisions (Dewi et al., 2024). Therefore, the ability of MSMEs to effectively 
utilize digital media has become a competitive necessity rather than merely a business option. 
Besides digital marketing, product innovation is another critical factor in strengthening MSME 
competitiveness. Innovative products create added value, improve consumers' perceptions of 
quality and uniqueness, and enable businesses to differentiate themselves from competitors 
(Tarmidi, et al. 2023). Previous empirical studies have consistently demonstrated that product 
innovation positively influences consumers' purchasing decisions, making it one of the primary 
determinants of market success (Wardani, et al.  2026).  
Despite these opportunities, many MSMEs, particularly those producing traditional goods, 
continue to struggle to establish a strong market position. One of the primary challenges is the 
relatively weak brand image associated with local products, which are often perceived as less 
modern and less competitive than contemporary commercial brands. Accordingly, 
strengthening brand image through digital marketing and continuous product innovation is 
essential. A favorable brand image can enhance consumer trust and reinforce the effects of 
marketing activities and product innovation on purchasing decisions. Previous research has 
shown that brand image significantly mediates the relationships between digital marketing, 
product innovation, and purchasing decisions (Farouk & Sukaatmadja, 2026). 
Among the region's leading MSME sectors, traditional culinary products represent an 
important component of Sumbawa's cultural heritage. Local specialties include dishes such as 
sepat, singang, and gecok, as well as traditional snacks such as manjareal, bingka, and dange. 
Despite their uniqueness and cultural value, these products remain relatively unknown outside 
the region, even though some have entered e-commerce marketplaces. This indicates that the 
economic and cultural potential of Sumbawa's traditional culinary products has not yet been 
fully optimized, particularly in terms of strengthening competitiveness and expanding market 
reach. 
Based on these conditions, it is important to examine the factors that influence consumers' 

https://jenni.ai/citation?d=z%3A7VfNbhs3EFbSJu01t7aHlkAucWHrz7Ic91LUid2msREhcpsztZzVUuKSG5Krn5zc9BF6Td%2BiQKEH6HsUeYeceunHpWQrtYOmQOGTActYkcOZb2a%2Bb7j6aVH7IDVWDqX%2BiJ6XxtP8tjvJpGPOl2LOuMwd84ZxzdX8BTGfEbNGETMpG1iuBZM5HxKTmuUkJPdSDysjqVNVkk4qy8IaUSYei9pMYGM0HAomENZzxXJux1SdxEZR2iTjLnwTlEgHY8e4r5y%2BPn31sBTlmB3zMdevT39lLjNFnZ1gL%2BK1lJKtEAd7rBs7Dwh6imtNgu1TxifSWHbvpLe%2FscmmmUwyRrNCcYk4PkOk90abcA0AvCBWGCe9nBBLgLbMyQKxl0BEroqBgq1XiyceOeFvWTTgqSI7b0kPgbyCgkqTquK7TBZsQH5KpNmEW8kHilzMu4C1yfHRIU8UPfFlPBSaErzoMh8AEXZX6BAZWGIEVyqAwWb4WljacqWd0HwJKDNTVE2ZKSvIJlREx7A%2BL87mxcpsVv7fythG7gzQWcfAuIAlVDnyZcW3mBJAEQcLGC%2FQC46H0gEFjJ6XXKOuiDshFFb6jAnuOZwpRXCGIvjMmnKYwZRcWNBcwt%2BKwAKuVhTtexuKZYH8AI6r08dGkAoG9%2FoHxxtoj88MMuEhPrZ73HoJ%2ByPizrM%2BTiGve72j%2FkYEE9xmpIpQoT7K4bHFOvUWcyb1Uxj%2FI0E8FKgDabQgtglxWs0mqm0KkGaaGZZxgcoKNCcqIyTz73JYNTZ08D%2FSGgpBw845TWmK2ob03%2Booni7Tap3tr88FgFXOhOATcBe6XHp3cqhlKiEhvxbgcvHDW9QJUv%2FfZ0tVLkcslVpgwwViptLmsWhQIE0CxnW%2BR7yhNBejQMLAOZRB%2BAEHMvXWYGO9du85ONBA2HtScyasnAT3lxYIOgdnwZYVBTHbgl5dEWGGFNGIM9aFZkhEYAMTDxgL8AnyAApv5aCMMq9abDGsqj1LickxaCC4ajeI%2BDEJLi%2FhIRDBf2gxgGLKIcBa1S5Ua14XU2PHi9qdjA%2FCWuKvr6Hra%2Bj6Grq%2Bhq6voetr6OquIcWThBxU9jB8bzfb3a3mdh7gYC6TfaRTs6jdGvISerTuVMm8AK5DfIwVzXqzQ9K5km7CrVc0a39fWgieHYwNhqMEMM1HBPBBwXIqXRgaAl3okc3w2wu3QzoxCg24VZwFPTJJGM2L2g1ZoGtPuR7SonYTrLXO97Dy6c3PM4VBEJ%2B31Vn1APElLIXmeTiRpjyXap4ecoymMcgBKagTK50HgieohghXau3iiXG%2FHHPuof4Rj8dGj1iv9CX7VlA8lIINPZG%2BSaRwi9qHiTBy9lmrWd%2FZ6Ta7DeRcgAj1yY5s17u7rY6QbqBP8d%2Fpl7J9v7m3tbPXbMWnbnN7F%2FODUDiajZ%2Ftttr3d%2Fea3e4ezJ%2FwN6OqwlWDRrFB7a1WZwxWGZCSfrBqdph5X7ivGo0RluAmwWBDdGOHDaiLZvUiK1aYGmGUJooawky1Mlw0Ar5GZ29ve%2BjKgZ8XoRDjpdUJvt4A7cikj%2BFqfZkgQDWHrUqkJ7E%2Ff2BK7Wu4SvEqEKaEeIZXHBdXl%2FxI0XfU%2FoEE%2F9gxzMBd0AMzxklwQg%2B5LTP2KEg%2BLIQRM6748nAp%2BOMzCiNBTGheQAsFOuMqUmGSKwlOeVPIxP28qN1OhcnBKsAcSMHbVaNN3yThNuknMuB0lEpSIpoM0KtgM7u7H24saGOzYvEwsNhX0vwmSUJOAAH79KTVaXeWZzYerKbJ2ftOOHAOGnqKE5RcAm3%2B9fUfd179WavVMlR%2BDYRodZrdyqU8O3s1uWzvrnL54lBqrivfR%2BgvxhHeSnFildkqg98P7r8jgwhwdB7iitrR2Y61m909yAtl5kRh3GBs5sgnXqB4jxCY03i9W6Xx2ye%2FnF6exm50tvPEDrmWL6opDLRvdfi7Er7Z
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purchasing decisions regarding local culinary products. Accordingly, this study investigates the 
effects of digital marketing and product innovation on purchasing decisions for local culinary 
products based on local wisdom in Sumbawa Regency, with brand image serving as a mediating 
variable. The findings are expected to contribute to the literature on MSME marketing 
strategies and provide practical recommendations for strengthening the competitiveness of 
local culinary businesses in the digital era. 
Literature Review 
Grand Theory 
This study employs the Stimulus–Organism–Response (SOR) approach proposed by 
Mehrabian & Russell (1974) to explain the relationships among variables. Within this 
framework, digital marketing and product innovation serve as external stimuli that influence 
consumers through information and promotions. These stimuli are processed cognitively and 
affectively as the "organism," represented by brand image that is, consumers' perceptions and 
evaluations of the product. Subsequently, this process generates a response in the form of a 
purchase decision. 
Additionally, this study also draws upon the Diffusion of Innovation Theory introduced by 
Rogers, (2003)  to reinforce the role of product innovation in influencing consumer behavior. 
Innovations such as menu variety development, the use of more modern packaging, and 
improvements in taste quality can enhance product appeal while strengthening the brand image 
in consumers’ minds. Thus, the higher the level of innovation perceived by consumers, the 
greater the likelihood that the product will be accepted and chosen, which ultimately drives the 
purchase decision. 
 Product Innovation 
Product innovation is the process of creating something new or adding value to enhance a 
product’s competitive edge in line with consumer expectations (Tarmidi and Mulyani, 2023). 
According to Rogers (2003), these are relative advantages, compatibility, complexity, 
trialability, and observability. 
 Digital Marketing 
Digital marketing employs indicators adapted from Ducoffe (1996), Taylor & Strutton (2011), 
Logan et al. (2012), and the concept of interactive marketing described by Ellis-Chadwick, 
(2019). These are Accessibility, Interactivity, Entertainment, Trust, and Informativeness. 
 Brand Image  
Brand Image is the perception that a manufacturer or company conveys regarding a brand or 
product, aimed at fostering a positive perception in consumers' minds toward a specific brand. 
In this study, brand image indicators are based on Aaker & Biel (2009), namely Corporate 
Image, Product Image, and User Image 
 Purchase Decision 
A purchase decision is the process of resolving a problem faced by an individual in selecting 
the most appropriate behavior from two or more behavioral alternatives. It is considered the 
most appropriate action in purchasing, going through the stages of the decision-making process 
(Tjiptono 2011, n.d.). The dimensions for measuring purchase decisions in this study are based 
on the decision-making stages outlined by (Kotler & Armstrong, 2008), namely: recognition 
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of needs, information search, evaluation of alternatives, purchase decision, and post-purchase 
behavior. 
Research Method 
The study used a non-probability sampling method with a purposive sampling technique. This 
method was selected because the exact population size of consumers of local culinary products 
based on Sumbawa Regency’s local wisdom was unknown. Respondents were therefore 
selected based on criteria aligned with the research objectives. The eligibility criteria required 
respondents to have purchased local culinary products based on local wisdom in Sumbawa 
Regency, be at least 17 years old, and have obtained information about these products through 
digital media. 
Data were collected by distributing questionnaires directly to potential respondents at locations 
where local culinary products based on local wisdom were sold or promoted in Sumbawa 
Regency. Before completing the questionnaire, the researcher explained the purpose of the 
study and verified that each respondent met the specified criteria. The respondents then 
completed the questionnaire independently. A total of 144 questionnaires were collected from 
respondents who fulfilled the research criteria. All questionnaires were complete and suitable 
for analysis; consequently, the final sample consisted of 144 respondents. 
The sample size was determined based on the guideline that the minimum sample size for PLS-
SEM should be five to ten times the number of indicators of the most complex latent construct 
(Hao & Chon, 2021, p. 122). As this study included 18 indicators, the recommended sample 
size ranged from 90 to 180 respondents. With 144 respondents, the sample met this guideline 
and was considered adequate for conducting PLS-SEM analysis and testing the proposed 
research model. 
This study employed a quantitative approach to examine the causal relationships among the 
variables specified in the research model. This approach involved measuring the variables 
using numerical data and applying statistical analyses to test the proposed hypotheses and 
evaluate the relationships among the latent constructs. Partial Least Squares Structural 
Equation Modeling was used for data analysis because it is appropriate for examining complex 
research models involving multiple latent variables and for assessing both direct and indirect 
relationships. 
Questionnaire Distribution 
The questionnaire in this study was distributed directly to respondents through face-to-face 
administration. This method was chosen to ensure that the respondents met the predetermined 
selection criteria and to increase the accuracy and completeness of the collected data. The 
respondents were consumers who had purchased local culinary products based on local wisdom 
in Sumbawa Regency, were at least 17 years old, and had experience accessing product 
information through digital media. Before completing the questionnaire, each respondent was 
informed about the purpose of the study, and the researcher confirmed that the respondent met 
all inclusion criteria. A total of 144 valid questionnaires were successfully collected and used 
for further analysis. 
 
 
 Respondents by Gender 

https://jenni.ai/citation?d=z%3AvVhNbBxJFR6jBMGekLIrRSBBwSKtvZp%2FZ5LMStbmj8Qhf06csAeQopqu6u6yq7s6Vd1jj08BFA5wWHHktmg5R4ITviIhLsB1OcEuBy5B4hSEZEH4XnXPTMex90eO1pJnprur3vvee9%2F7Xs38cLdxPNIm4Lmxu42FjYxH8maRjKQNev1%2BaKyKVHosyUS4qqJY4z93WKf8FmVS9%2B5u4wtiNDLbu41jYSxpwd7b%2Fwv9n9AyzPfOLS77vyA32d65q6%2F97t0fLP5bbimRx3vn1l%2Fd%2BejK41drfr%2F8GQ1%2B9%2FaTR1%2F%2F7Z2ZwRMfvLKS%2FeoIBq%2F9DPZu%2F3Nm8DVcPXl0BIPX%2F%2FAYUa6%2BvJBvLmD%2Fzkczg195HzE%2FOILBWysZmfiMOXxWmjjI4NpZX5WXF%2FLaX56CN0svryi3i%2Bd5eGSDd8qkvUSDv36%2Byif8syMYXL9JiL4xNbj22F9%2BYpWpG548Osgge57YX3uhyq8cZHCP8vT%2BBwcZfOMfHvzU4BvX%2F4i%2FP32SwedD7r%2Fu61AabKLGIM7U4O2f%2B5TWDcoHhcnl5Ngv71ouFEka13rSZBm3ueKaacldztyDglvpmMttEeSFxQNs9ArIEiOkVmnEFteur7fWv3NjiVk8VLSes0SlKikS5niSacmc2pHMhKzXZYvGMjmWKRsssVwlWJ3HkqUeFi1RqVBelx1d0bPEAEpgyNA20zyXKV2mJSi2uMoVLOaM63aT9bu9%2FlKT8VTQVitHE7wriqAQkylAUQPoQQFVr%2FsmwNWcq9Q7dxKuRMtYAXhzr0HhcpPgFlnMJ0v1QNts1WwhRNtkV4wRcSEreGzRw2PcRgVA5DHPvQ9bYOc8O%2FVbSFLCJyzghZNA7XIk3%2BXAiGrBWZSqEBdIiDbOJyyDa9tmV970H9gWRzW0M4wLk%2BXk1DBhipGWrSCWwWYZY61IWyqP2WWWS5fPckAZ8BwhB6i55JYlhc4V7bIyQskdPcXcZKHahhdPDl%2BFO30m5FiVnAmtSdiOtAYA1ZjII0F7pNO7XmHddg8UtGbER0ojreRPWguz9KxLD31Ui70W%2B%2FNvDly55JcOB00fApWaqGByUHfOsQwcUGgVlHmFnWI8CFBfgoPsUMCqKnMV8mVegPizEnaHxDBiOQJHGuCKWHoA40G8%2FilA8UlNTRqAumgiwotG44nMgWeF9QftbrfJAosko7JI%2Fwpbbi8PT59uEmhpiZFMhAS2iXSmBs7m9%2FoDbKYwOXoU28sclWlos7vUBqiMLGHW4fEs0wop8mWeNQk%2BEM8VCE%2FpQ5zCN7309SUbyHtmHB5iXSAz79RXvM3u%2BIw4donnHJi4njjY81cABZd0awdbC0f5rqSjulpPoD64xZaZM2G%2BBe1pM7Fl7OZu40TMRygKQpwc%2F%2F1aYQkAu2T5litZRbjKXqSPxk58Rva1KciLjHMomc%2FGLGSuEsgQmoQac96XilKVoGYle8EEBJwDggbhoQx2rAKEhAylyGFqxlg3JskoHwhJDTptoti4TIGGBAMyA2DAiNZlkUwJE9qsAuv%2B%2FvAXTCamVGXGc7iMCUYZkkHTez9yzHUlxpVSjixWtNkl77gDesVGGG2iSQeltgZmQIdZ1JAUd4jgz8SdPAqqnk8yh%2FzaSLYcWIo4CzuWvvNizBLNkDsSja3YsJgTvu1MWiVBEc%2BUFxKHxCRcpZp8XIzBaE9WxgvARmdiMwiX%2BBamUhibc9hqVffpM%2FZnc5ahgFVKqIbE8ak8YiUVb9pfY24VhwRS4Ty0stsdw7RQaaCLUguI6TVfAsMKbWHSNrtMcyKNHLu4j19AwbHRStmaLYfDGBNb2heGiCeaTFC1AFgIumw1yyK2PDQrMe7o60assspFm51nYCV3JPrzDB9GTuS4TjwsNUWKHnAz2hFiNFNFqVKOwaj9neOJAE7g6AEIon5mQMosAFGV96cjAevGdICgsRUC
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The characteristics of respondents by gender were used to determine the composition of the 
respondents who participated in this study. Based on the results of the questionnaire distributed 
to 144 respondents, gender data were obtained as presented in the following figure. 

 
Figure 3. Respondents by Gender 
Source: Processed primary data, (2026) 
Based on Figure 3, the sample consisted of 76 female respondents (52.8%) and 68 male 
respondents (47.2%). This indicates a relatively balanced gender distribution, with female 
respondents slightly outnumbering their male counterparts. The small difference in proportions 
suggests that both male and female consumers are adequately represented in the study, 
providing a balanced perspective on purchasing decisions for local culinary products based on 
local wisdom in Sumbawa Regency. The higher proportion of female respondents may indicate 
greater participation among women in the survey; however, the difference is not substantial 
enough to suggest a meaningful gender disparity in the respondent profile. 
  Respondents by Educational Level 
Respondents' highest level of education was used to determine the educational level of 
respondents in this study. Educational level can influence a person's ability to receive, 
understand, and evaluate information obtained through digital media, including information 
about local culinary products based on local wisdom in Sumbawa Regency. The distribution of 
respondents by highest level of education is presented in the figure. 

 
Figure 4.  Respondents by Educational Level 
Source: Processed primary data, (2026) 
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Based on Figure 4, the majority of respondents held a Bachelor's degree, accounting for 89 
individuals (61.8%). This was followed by respondents with a senior high school education 
(SMA/SMK), totaling 39 individuals (27.1%). Respondents in the "Other" education category 
accounted for 7 individuals (4.9%), while 6 respondents (4.2%) held a diploma. The smallest 
proportion of respondents held a Master's degree, with only 3 individuals (2.1%). 
These findings indicate that individuals with relatively high educational attainment dominated 
the respondent profile. This educational background may contribute to respondents' ability to 
access and evaluate information through digital media, understand marketing communications, 
and assess product attributes and brand image before making purchasing decisions. 
Nevertheless, this observation is descriptive in nature and does not imply a causal relationship 
between educational level and purchasing behavior. 
  Respondents by Occupation 
The characteristics of respondents by occupation were used to determine the occupational 
backgrounds of the respondents who participated in this study. Occupation is one of the factors 
that can influence consumer behavior, particularly in terms of economic capacity, access to 
digital information, and consumption patterns regarding local culinary products based on local 
wisdom. The distribution of respondents by occupation is presented in the figure. 

 
Figure 5. Respondents by Occupation 
Source: Processed primary data, (2026) 
Based on Figure 5, the largest proportion of respondents were students, comprising 42 
individuals (29.2%). This was followed by private-sector employees with 31 respondents 
(21.5%), self-employed individuals with 29 respondents (20.1%), and civil servants with 26 
respondents (18.1%). The remaining 16 respondents (11.1%) were classified under the "Other" 
occupational category. 
These findings indicate that the respondents represented a diverse range of occupational 
backgrounds, with students constituting the largest group. The distribution suggests that the 
study captured responses from individuals with varying employment statuses, providing a 
broad representation of consumers of local culinary products in Sumbawa Regency. The 
relatively high proportion of students may also reflect the greater participation of younger, 
digitally connected consumers, who are more likely to access product information through 
digital media, consistent with the sampling criteria adopted in this study. 
4. Findings and Discussions 
The data were analyzed using Partial Least Squares–Structural Equation Modeling (PLS-SEM) 
with SmartPLS software. The analysis consisted of two stages: evaluation of the 
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measurement model (outer model) to assess the validity and reliability of the constructs, 
followed by evaluation of the structural model (inner model) to test the proposed hypotheses. 
The estimated research model generated using SmartPLS is presented in Figure 6. 
Figure 6. Research Model 

 

 
Source: Processed primary data, (2026) 

4.1. Evaluation of the Measurement Model (Outer Model) 
The evaluation of the measurement model (outer model) serves to test the validity and 
reliability of the model. In this study, the outer model was evaluated through convergent 
validity and discriminant validity of the construct-forming indicators, as well as composite 
reliability and Cronbach's Alpha for the indicator blocks. Convergent validity is based on the 
principle that the measures (manifest variables) of a construct should be highly correlated. 
4.1.1. Convergent Validity 
To facilitate the interpretation of the measurement model, the questionnaire items 
corresponding to each indicator code used in this study are presented in Table 1. These items 
serve as references for the indicator codes employed in the subsequent validity analysis. 
Table 1. Items Utilized to Measure the Constructs 
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Indicator Constructs Items Reference 
Brand Image 

Corporate 
Image 

BI1.1 Local culinary businesses in Sumbawa 
prioritize product quality. 

Aaker & 
Biel, (2009) 

BI1.2 These businesses provide excellent service to 
customers. 

BI1.3 Local culinary businesses in Sumbawa have a 
good reputation. 

Product Image 

BI2.1 Sumbawa’s local culinary products have an 
appealing appearance. 

BI2.2 Sumbawa’s local culinary products reflect the 
region’s cultural values. 

BI2.3 Sumbawa’s local culinary products are of 
consistent quality. 

Consumer 
Perception 

BI3.1 I feel proud to enjoy Sumbawa’s local cuisine. 

BI3.2 Consumers of Sumbawa’s local cuisine are 
seen as caring about local culture. 

BI3.3 Enjoying Sumbawa’s local products reflects a 
positive sense of self-identity. 

Digital Marketing 

Accessibility 

DM1.1 I can easily find information about Sumbawa’s 
local cuisine through digital media. 

(Ellis-
Chadwick, 

2019) 

DM1.2 Information about Sumbawa’s local cuisine is 
available on various digital platforms. 

DM1.3 I can access information about Sumbawa’s 
local cuisine at any time via the internet. 

Interactivity 

DM2.1 I can communicate with sellers through digital 
platforms (chat, comments, or DMs). 

DM2.2   Local Sumbawa food businesses respond 
quickly to customer questions. 

DM2.3 
I have interacted (discussions/comments) 
regarding local Sumbawa food products on 
digital platforms. 

Entertainment 

DM3.1 The promotional content featuring Sumbawa’s 
local cuisine is interesting to view. 

DM3.2 The presentation of Sumbawa’s local culinary 
content feels creative and entertaining. 

DM3.3 
The digital content makes me interested in 
learning more about Sumbawa’s local culinary 
products. 

Trust 

DM4.1 I trust the information about Sumbawa’s local 
cuisine presented through digital media. 

DM4.2 Online testimonials increase my trust in 
Sumbawa’s local culinary products. 

DM4.3 Digital content accurately reflects the actual 
condition of Sumbawa’s local culinary 
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products. 

Informative 

DM5.1 
The information presented in digital media 
helps me understand Sumbawa’s local 
culinary products. 

DM5.2 Digital content provides comprehensive 
information (price, location, taste, etc.). 

DM5.3 Digital information makes it easier for me to 
make purchasing decisions. 

Product Innovation 

Relative 
Advantages 

PI1.1 Sumbawa’s local culinary products are unique 
compared to other products. 

(Rogers, 
2003) 

PI1.2 Innovations in Sumbawa’s local culinary 
products provide high added value. 

PI1.3 Sumbawa’s local culinary products are of 
good quality compared to other alternatives. 

Suitability 

PI2.1 Sumbawa’s local culinary products suit my 
taste. 

PI2.2 Sumbawa’s local culinary products align with 
my consumption habits. 

PI2.3 Product innovations preserve cultural values 
and local wisdom. 

Complexity 

PI3.1 
Sumbawa’s local culinary products are easily 
recognizable by their taste, shape, and 
presentation. 

PI3.2 Information about Sumbawa’s local culinary 
products is easy for consumers to understand. 

PI3.3 I can easily understand the characteristics of 
Sumbawa’s local culinary products. 

Opportunity to 
Try 

PI4.1 I had the opportunity to try Sumbawa's local 
culinary products before buying them. 

PI4.2 The availability of samples or small portions 
made me interested in trying them. 

PI4.3 Sumbawa’s local culinary products are easy to 
find and try. 

Ease of 
Observation 

PI5.1 
The uniqueness of Sumbawa's local culinary 
products is evident from their appearance or 
presentation. 

PI5.2 I can assess the quality of Sumbawa's local 
products based on their visual appearance. 

PI5.3 The distinctive characteristics of the products 
are easily recognizable by consumers. 

Purchase Decision 

Identifying 
Needs 

PD1.1 I recognize the need to consume local 
Sumbawa cuisine. (Kotler & 

Armstrong, 
2008) PD1.2 Local Sumbawa cuisine can satisfy my dietary 

needs. 
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Searching for 
Information 

PD2.1 I look for information before purchasing local 
Sumbawa cuisine. 

PD2.2 I pay attention to reviews and testimonials 
from other consumers. 

PD2.3 I use social media to find information about 
local Sumbawa cuisine. 

Evaluation of 
Alternatives 

PD3.1 I compare several local Sumbawa food 
products before purchasing. 

PD3.2 I compare prices among local Sumbawa food 
products. 

PD3.3 I consider the taste before purchasing local 
Sumbawa food products. 

Purchase 
Decision 

PD4.1 I decide to purchase based on personal 
considerations. 

PD4.2 I am confident in my decision to purchase 
Sumbawa’s local culinary products. 

PD4.3 I am willing to repurchase Sumbawa’s local 
culinary products. 

Post-Purchase 
Behavior 

PD5.1 I feel satisfied after consuming Sumbawa’s 
local culinary products. 

PD5.2 Sumbawa’s local culinary products meet my 
expectations. 

PD5.3 I am willing to recommend Sumbawa’s local 
culinary products to others. 

Source: Data processed in 2026 
Convergent validity is used to measure the degree of correlation between an indicator and the 
construct it represents. This test is conducted by examining the outer loading values. An 
indicator is considered valid if it has an outer loading value greater than 0.70. Convergent 
validity is used to measure the degree of correlation between an indicator and the construct it 
represents. This test is conducted by examining the outer loading values. An indicator is 
considered valid if it has an outer loading value > 0.70. 
Table 2. Outer Loading 

Constructs Indicators 
Original 
sample 

(O) 

Sample 
mean 
(M) 

Standard 
deviation 
(STDEV) 

T statistics 
(|O/STDEV|) 

P 
values Notes 

Brand 
Image 

BI1.1 0,832 0,831 0,039 21,217 0,000 Valid 
BI1.2 0,817 0,813 0,042 19,421 0,000 Valid 
BI1.3 0,782 0,777 0,052 14,943 0,000 Valid 
BI2.1 0,837 0,834 0,043 19,528 0,000 Valid 
BI2.2 0,817 0,813 0,052 15,728 0,000 Valid 
BI2.3 0,799 0,795 0,062 12,931 0,000 Valid 
BI3.1 0,860 0,858 0,032 26,557 0,000 Valid 
BI3.2 0,854 0,852 0,039 21,693 0,000 Valid 
BI3.3 0,884 0,884 0,021 41,511 0,000 Valid 
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Digital 
Marketing 

DM1.1 0,708 0,705 0,075 9,427 0,000 Valid 
DM1.2 0,740 0,739 0,053 13,986 0,000 Valid 
DM1.3 0,740 0,738 0,066 11,273 0,000 Valid 
DM2.1 0,794 0,790 0,044 17,899 0,000 Valid 
DM2.2 0,815 0,812 0,039 20,890 0,000 Valid 
DM2.3 0,764 0,762 0,057 13,489 0,000 Valid 
DM3.1 0,799 0,795 0,044 18,357 0,000 Valid 
DM3.2 0,820 0,816 0,039 20,752 0,000 Valid 
DM3.3 0,853 0,849 0,037 22,950 0,000 Valid 
DM4.1 0,808 0,803 0,054 15,027 0,000 Valid 
DM4.2 0,821 0,816 0,040 20,694 0,000 Valid 
DM4.3 0,810 0,808 0,043 19,012 0,000 Valid 
DM5.1 0,838 0,835 0,036 23,557 0,000 Valid 
DM5.2 0,821 0,816 0,054 15,338 0,000 Valid 
DM5.3 0,860 0,858 0,030 28,790 0,000 Valid 

Product 
Innovation 

PI1.1 0,759 0,758 0,055 13,819 0,000 Valid 
PI1.2 0,800 0,795 0,052 15,259 0,000 Valid 
PI1.3 0,863 0,860 0,030 28,687 0,000 Valid 
PI2.1 0,738 0,733 0,063 11,719 0,000 Valid 
PI2.2 0,792 0,788 0,052 15,342 0,000 Valid 
PI2.3 0,859 0,857 0,030 28,635 0,000 Valid 
PI3.1 0,845 0,841 0,038 22,112 0,000 Valid 
PI3.2 0,843 0,841 0,030 27,750 0,000 Valid 
PI3.3 0,705 0,700 0,069 10,170 0,000 Valid 
PI4.1 0,822 0,820 0,039 20,924 0,000 Valid 
PI4.2 0,754 0,752 0,063 11,923 0,000 Valid 
PI4.3 0,817 0,813 0,044 18,709 0,000 Valid 
PI5.1 0,826 0,823 0,038 21,793 0,000 Valid 
PI5.2 0,818 0,815 0,035 23,190 0,000 Valid 
PI5.3 0,811 0,806 0,047 17,384 0,000 Valid 

Purchase 
Decision 

PD1.1 0,740 0,743 0,051 14,433 0,000 Valid 
PD1.2 0,722 0,725 0,047 15,493 0,000 Valid 
PD2.1 0,702 0,701 0,063 11,081 0,000 Valid 
PD2.2 0,772 0,771 0,044 17,572 0,000 Valid 
PD2.3 0,771 0,767 0,049 15,852 0,000 Valid 
PD3.1 0,733 0,729 0,058 12,543 0,000 Valid 
PD3.2 0,793 0,789 0,051 15,595 0,000 Valid 
PD3.3 0,746 0,741 0,063 11,934 0,000 Valid 
PD4.1 0,762 0,761 0,052 14,673 0,000 Valid 
PD4.2 0,763 0,758 0,063 12,083 0,000 Valid 
PD4.3 0,826 0,823 0,038 21,599 0,000 Valid 
PD5.1 0,791 0,789 0,044 17,941 0,000 Valid 
PD5.2 0,713 0,706 0,076 9,376 0,000 Valid 
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PD5.3 0,791 0,787 0,046 17,251 0,000 Valid 

Source: Smart PLS 4 
Based on Table 2, all measurement indicators exhibit outer loading values exceeding the 
recommended threshold of 0.70. This indicates that each indicator adequately reflects its 
respective latent construct, thereby satisfying the criterion for convergent validity. Accordingly, 
all indicators were retained for subsequent analysis. 
Convergent validity was further assessed using the Average Variance Extracted (AVE), which 
measures the proportion of variance in the indicators explained by their corresponding latent 
construct. According to Hair et al. (2017), an AVE value greater than 0.50 indicates adequate 
convergent validity, meaning that the construct explains more than 50% of the variance in its 
indicators. The AVE values for each construct are presented in Table 3. 

    Table 3. Average Variance Extracted (AVE) 
Constructs Average variance extracted (AVE) 

Brand Image 0,692 
Digital Marketing 0,641 
Product Innovation 0,647 
Purchase Decision 0,577 

Source: Smart PLS 4 
Based on Table 3, all constructs achieved Average Variance Extracted (AVE) values above the 
recommended threshold of 0.50, indicating adequate convergent validity. Specifically, the AVE 
values were 0.692 for Brand Image, 0.641 for Digital Marketing, 0.647 for Product Innovation, 
and 0.577 for Purchase Decision. These results demonstrate that each construct explains more 
than 50% of the variance in its corresponding indicators, thereby satisfying the convergent 
validity criterion recommended for PLS-SEM analysis (Hair et al., 2017). 
Among the four constructs, Brand Image exhibited the highest AVE value (0.692), indicating 
that its indicators provide the strongest representation of the underlying construct. Overall, the 
findings confirm that all constructs possess satisfactory convergent validity, suggesting that the 
measurement model (outer model) is valid and appropriate for subsequent structural model 
analysis. 
4.1.2. Discriminant Validity 
Discriminant validity is used to ensure that a construct is clearly distinguishable from other 
constructs. This can be assessed by examining cross-loadings or using the Fornell-Larcker 
criterion. A construct is said to meet the criterion of discriminant validity if the indicators within 
that construct have higher loadings than those of other constructs. 
Table 4. Cross Loading 
 

Brand Image Digital Marketing Product Innovation Purchase 
Decision 

BI1.1 0,832 0,773 0,798 0,663 
BI1.2 0,817 0,709 0,785 0,640 
BI1.3 0,782 0,701 0,706 0,607 
BI2.1 0,837 0,704 0,731 0,644 
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BI2.2 0,817 0,715 0,768 0,625 
BI2.3 0,799 0,674 0,709 0,590 
BI3.1 0,860 0,737 0,757 0,685 
BI3.2 0,854 0,697 0,733 0,648 
BI3.3 0,884 0,770 0,791 0,692 
DM1.1 0,555 0,708 0,587 0,546 
DM1.2 0,590 0,740 0,627 0,553 
DM1.3 0,597 0,740 0,613 0,548 
DM2.1 0,655 0,794 0,724 0,616 
DM2.2 0,718 0,815 0,714 0,650 
DM2.3 0,682 0,764 0,706 0,603 
DM3.1 0,727 0,799 0,747 0,586 
DM3.2 0,761 0,820 0,777 0,673 
DM3.3 0,757 0,853 0,799 0,662 
DM4.1 0,717 0,808 0,792 0,629 
DM4.2 0,700 0,821 0,778 0,661 
DM4.3 0,734 0,810 0,782 0,685 
DM5.1 0,716 0,838 0,775 0,701 
DM5.2 0,705 0,821 0,770 0,640 
DM5.3 0,748 0,860 0,796 0,720 
PI1.1 0,719 0,741 0,759 0,644 
PI1.2 0,742 0,753 0,800 0,624 
PI1.3 0,780 0,800 0,863 0,677 
PI2.1 0,702 0,656 0,738 0,579 
PI2.2 0,767 0,709 0,792 0,626 
PI2.3 0,754 0,775 0,859 0,688 
PI3.1 0,752 0,749 0,845 0,664 
PI3.2 0,766 0,795 0,843 0,714 
PI3.3 0,650 0,643 0,705 0,560 
PI4.1 0,704 0,762 0,822 0,598 
PI4.2 0,644 0,715 0,754 0,621 
PI4.3 0,720 0,776 0,817 0,630 
PI5.1 0,742 0,765 0,826 0,692 
PI5.2 0,761 0,742 0,818 0,637 
PI5.3 0,715 0,693 0,811 0,567 
PD1.1 0,730 0,739 0,694 0,740 
PD1.2 0,717 0,646 0,682 0,722 
PD2.1 0,540 0,620 0,543 0,702 
PD2.2 0,609 0,656 0,648 0,772 
PD2.3 0,504 0,628 0,564 0,771 
PD3.1 0,467 0,531 0,533 0,733 
PD3.2 0,521 0,533 0,529 0,793 
PD3.3 0,502 0,519 0,532 0,746 
PD4.1 0,482 0,571 0,557 0,762 
PD4.2 0,582 0,550 0,610 0,763 
PD4.3 0,658 0,646 0,664 0,826 
PD5.1 0,613 0,589 0,608 0,791 
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PD5.2 0,598 0,475 0,571 0,713 
PD5.3 0,611 0,631 0,599 0,791 

Source: Smart PLS 4 
A Based on Table 4, the cross-loading results indicate that each measurement indicator has a 
higher loading on its respective construct than on any other construct in the model. This 
demonstrates that all indicators are more strongly associated with their intended latent variables 
than with other constructs, thereby satisfying the criterion for discriminant validity. 
Accordingly, the constructs of Digital Marketing, Product Innovation, Brand Image, and 
Purchase Decision exhibit adequate discriminant validity, confirming that the measurement 
model (outer model) is valid and suitable for subsequent structural model analysis. 
4.1.3. Composite Reliability 
Composite reliability is used to measure the level of internal consistency of indicators within a 
construct. A construct is considered reliable if it has a composite reliability value greater than 
0.70. 

Table 5. Composite reliability 

 Composite reliability  
Brand Image 0,945 
Digital Marketing 0,962 
Product Innovation 0,962 
Purchase Decision 0,945 

          Source: Smart PLS 4 
Based on Table 5, all variables have a composite reliability score above 0.70. This indicates 
that the indicators within the variables of Brand Image, Digital Marketing, Product Innovation, 
and Purchase Decision exhibit a very high level of internal consistency. Thus, all constructs in 
this study are deemed reliable and meet the criteria for composite reliability. 
4.1.4. Cronbach's Alpha 
Cronbach's Alpha is used to measure the reliability or consistency of a research instrument. A 
construct is considered to have good reliability if its Cronbach's Alpha value is greater than 
0.70. 
Table 6. Cronbach's Alpha 

 Cronbach's alpha 
Brand Image 0,944 
Digital Marketing 0,960 
Product Innovation 0,961 
Purchase Decision 0,944 

Source: Smart PLS 4 
Based on Table 6, all variables have Cronbach’s Alpha values above 0.70. This indicates that 
the indicators for the variables Brand Image, Digital Marketing, Product Innovation, and 
Purchase Decision exhibit excellent consistency in measuring the constructs under study. Thus, 
all variables in this study are deemed reliable and meet the Cronbach’s Alpha criteria. 
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5.2   Model Fit Test 
A model fit test was conducted to determine the overall level of fit of the research model. In 
this study, the model fit was assessed by examining the Standardized Root Mean Square 
Residual (SRMR) and Normed Fit Index (NFI) values generated by the SmartPLS application. 
According to Hair et al. (2021), a model is said to have a good level of fit if the SRMR value 
is < 0.10 or, more strictly, < 0.08. Meanwhile, an NFI value that approaches 1 indicates an 
increasingly better level of model fit. 

Table 7. SRMR 

 Saturated model 
SRMR 0,064 
d_ULS 5,781 
d_G 6,104 
Chi-square 3445,676 
NFI 0,637 

            Source: Smart PLS 4 
Based on Table 7, the SRMR value of 0.064 is below the threshold of 0.08, indicating that the 
model has a good fit. Thus, the research model is deemed suitable for use in the next stage of 
analysis. 
5.3   Evaluation of the Structural Model (Inner Model) 
Structural model evaluation (internal model) is used to test the relationships between latent 
constructs (hypothesis testing). Structural model evaluation is conducted by examining values 
such as: 
5.3.1 R-Squares (R2)  
R-squared is the coefficient of determination for an endogenous variable, used to assess the 
ability of exogenous variables to explain the endogenous variable. According to Chin (1998) 
as cited in Ghozali and Latan (2015:78), R-squared values of 0.67 are considered good, 0.33 
moderate, and 0.19 weak. The R-squared values are presented in the table below: 

Table 8. R-Square 

 R-square 
Brand Image 0,829 
Purchase Decision 0,664 

         Source: Smart PLS 4 
Based on Table 8, it is evident that the R-Square value for Brand Image is 0.829. This indicates 
that the variables Digital Marketing and Product Innovation account for 82.9% of the variation 
in Brand Image, while other variables outside the research model explain the remaining 17.1%. 
Based on Chin's (1998) criteria, an R-Square value of 0.829 falls into the "substantial" category, 
indicating that the model has a very strong ability to explain the variation in Brand Image. 
Furthermore, the R-Square value for Purchase Decision of 0.664 indicates that the variables 
Digital Marketing, Product Innovation, and Brand Image account for 66.4% of the variation in 
Purchase Decision. In comparison, the remaining 33.6% is influenced by other factors not 
examined in this study. Based on Chin's (1998) criteria, an R-Square value of 0.664 also falls 
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into the "good" (substantial) category because it is close to 0.67. Thus, it can be concluded that 
the research model has a strong ability to explain the variables of Brand Image and Purchase 
Decision; therefore, the model used in this study is considered good for explaining the 
relationships among the variables under investigation. 
5.3.2 Q² Predictive Relevance 
Predictive Relevance (Q²) is used to measure how well the model performs. This test assesses 
the model's predictive ability through a blindfolding procedure. A Q² value greater than 0 
indicates that the model has predictive ability, while a Q² value less than 0 indicates that the 
model does not have good predictive ability. The Q² value in this study was obtained through 
the following calculation: 

𝑄𝑄2 = 1 − (1 − 0,829)(1 − 0,664) 
𝑄𝑄2 = 1 − (0,171 × 0,336) 
𝑄𝑄2 = 1 − 0,057 
𝑄𝑄2 = 0,943 

Based on these calculations, a Q² value of 0.943 was obtained. Since this value is greater than 
0, it can be concluded that the research model has predictive relevance (Fauzi, 2022, p. 117). 
This means that the variables—Digital Marketing, Product Innovation, Brand Image, and 
Purchase Decision—used in the model can explain and predict the phenomenon under study 
with a high degree of accuracy. Thus, this research model has strong predictive relevance and 
is suitable for explaining the relationships among the variables in this study. 
5.3.3 Hypothesis Testing 
Hypothesis testing was conducted using the bootstrapping method in SmartPLS to determine 
the relationships among the variables in the research model. The hypothesis is accepted if the 
t-statistic value is > 1.645 and the p-value is < 0.05 at a 5% significance level (one-tailed) (Hair 
et al., 2021, p. 108). Conversely, if the t-statistic value is < 1.66 and the p-value is > 0.05, the 
hypothesis is rejected. The results of the hypothesis testing based on path coefficients are 
presented in the following table. 
Table 9. Path Coefficient 

 Original  T  P  
sample statistics values 

Digital Marketing -> Brand Image 0,217 1,836 0,066 
Product Innovation -> Brand Image 0,707 6,293 0,000 
Digital Marketing -> Purchase Decision 0,363 2,704 0,007 
Product Innovation -> Purchase Decision 0,225 1,585 0,113 
Brand Image -> Purchase Decision 0,257 1,965 0,049 
Digital Marketing - Brand Image > Purchase 
Decision 0,056 1,168 0,243 
Product Innovation - Brand Image > Purchase 
Decision 0,181 1,922 0,055 

Source: Smart PLS 4 
 

Based on the bootstrapping results obtained from the PLS-SEM analysis in SmartPLS, the 

https://jenni.ai/citation?d=z%3ArVfPcxxHFV47hoNPUHBIFRXSqVSKXdCOZlfSSjLlim39sBQiW9Y6%2BECKVO90z05re6bH3T1aLacQCq7hH%2BBErlDFLbrCFagil1zJGSi4GCgUCr7unl2tQYrLsV2WtNP9%2Bnvvfe97r2d%2FeNL4wlCqhFqlTxqXDks65HeqfMB10onXUqXFUBRX8pKlO2KYSfxYAzvhjwhVmJ%2BeNC6zwUAdnzSupBl3Bqevn3589Xr584%2BZ5Kk9vfHq281Hv37%2F7cSq8vTGxs%2BwcfU6Hwtms9Mb%2FT%2F86cdf%2F%2FBgzu%2BXnxJw80du74MZ4C88%2FjMAbh26natPGeG%2FndW9P58HuL3jPreeEvDT37p%2FvzsP8Paif3p%2BHO689HmK8hkp73zqH54S8D8XR7gbtp5fym8EhCng5uX3sfubJxbF0VR%2BcB7g3pfc3sMpYPPDe87BkwD%2F9cntX371B5%2FUgK1Q8wB4J4Q0BTzoeMsnAf7TRdT8%2B7mAf3sswoMQ8DMA3n28KM8OuP99x9rLzy%2Fl%2FY%2BeM4f3tvzWZ6TMH1bK8smVyR38ITajlgyUssZqWpackSMqK24I1ZwMecE1tVjEoCVUSpJzairNc15YkivGJRn7mMwCGVQWD0QVckISDF7BuAY8J6Jgws9vQ1TqV4CW07YVR9xbWl0l1kTkPrbCQKeScGNFDt%2FuDC3OQGqHpGkyNXbrHtFwADECOFnlxQK5O4XZMjb6NonIthhGZCVabREmjhAaI4OJPznLnRhLC0Y1I1xrpRfIOBNJRgj4otJcZMv4kfAXDWkG39fIrZlVf7O14KnzLJ%2BlMM1Bc1NJa1wSAn94XgoNE0ls21eBUINwTSnpBAHXqdpMaNa2qi2psXXCbm8uybNY7pO%2BpTZqReSAAxjILhIHk2hhva%2B63i5MI4aFSLFaJJxIfsSRN%2BgnnddI8%2Fe%2FItdJHMUdpLQy97yCZ3BBOvHZYidukVKrAR0IKezEYXhOvai60cpqbwGg0Xovrs9GveUV0rRjRSwVkjNggpuSJ04jchKRV8hNayE6R7STyZliRTGc8TiTxBwVY4GsmUhTqDHVKicTVenpiYjchHQct4ZUJnCsERHMEpWXFbiDR5CEbBJuDHiyiuR05MrAp6b1JkDxiVVJWwwkj8iOGoNCCKmYNVrQAuRKc6dZzhbq0Fw%2FZdDT2DHkKDEqtf4BcQxEuwgvMyGbaVvOnZ3l48gReak0BAp%2FnFq067TvpqkGOVpou3DdXC%2F4jGomnWekI6EF5IKmDrQFUsAk8sDa9NHFZTNCCRSUC0n1BbkYbqsyImys9Oik8ZWMDlwNEzu5%2FMLN%2BiPZf7Pf7m%2FthTA5uOVIUSNu1Forio4cZ7wIIySogzihQLawOZsmPgNRJLJyvV63DrBJSRGpH10R2XXLcJRktEQaaHnHqUkqFNPZjzjALS9Dd3DXKfAJwc28%2F%2F9ADDUwM%2BceiDrpGG%2BEUjQ7LRcptIFKWteAgqFNFkiz25qbEuhhKQpO0ajYc0Q2l1pu8liB2eha97F%2BdQaao2v9U13x%2Fx2biO6BW7VeqCFDNwm4FtQj4JBwGoUQMiUZeMQiRFe58ngZu330Sl3ygvBjNKYjGfkY15%2B160RpyNCdgZDqTqrvjOlsZwEE5RbFQSRp4nuMbWJr2I27K%2B1OJwdRmAkQ%2FG6RqpPGC0Na2Qx3ybsSModgtvGjNOtE3WVuhZX8%2BKUNTEajVd3EtIDja7ieDFCMKWeAb86%2BVQh3PR7QYshx24JQbew%2BVl78XuZmrP%2F4ULpzWuCWg%2FOfuFu5QBPjb5pSaH7CdqjQfAhNFOINZXiZke2IaSV54zxjdFkwHt2GYFSOSb93oXl6ANFJHg7IjUw7AYD6i09kfYokOKud8D2qR%2BoiY75Ji5Gpw7mDS08hbbJ%2FIXhygPvIW6d9VeUTGgzTjJp9lj5KBMNXsC8mTInjr3XcbRCvLq6vrrWX2v
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hypothesized relationships were evaluated using the significance criteria of a t-statistic greater 
than 1.96 and a p-value below 0.05. The results, presented in Table 9, indicate that not all 
proposed hypotheses were supported. 
Brand Image was found to have a positive and significant effect on Purchase Decision (β = 
0.257, t = 1.965, p = 0.049), indicating that a stronger brand image increases consumers' 
purchasing decisions regarding local culinary products based on local wisdom in Sumbawa 
Regency. In contrast, Digital Marketing did not significantly influence Brand Image (β = 0.217, 
t = 1.836, p = 0.066), suggesting that digital marketing activities alone were insufficient to 
strengthen consumers' perceptions of the brand. Nevertheless, Digital Marketing exerted a 
positive and significant direct effect on Purchase Decision (β = 0.363, t = 2.704, p = 0.007), 
demonstrating that digital marketing can directly encourage purchasing decisions. 
Product Innovation showed a positive and significant effect on Brand Image (β = 0.707, t = 
6.293, p < 0.001), indicating that greater product innovation enhances consumers' perceptions 
of the brand. However, its direct effect on Purchase Decision was not statistically significant 
(β = 0.225, t = 1.585, p = 0.113), suggesting that product innovation alone is insufficient to 
directly influence consumers' purchasing decisions. 
The mediation analysis further revealed that Brand Image did not significantly mediate the 
relationship between Digital Marketing and Purchase Decision (β = 0.056, t = 1.168, p = 0.243). 
Likewise, the indirect effect of Product Innovation on Purchase Decision through Brand Image 
was not significant (β = 0.181, t = 1.922, p = 0.055). Therefore, the mediating role of Brand 
Image was not supported in either relationship. 
Overall, the findings suggest that Digital Marketing primarily influences Purchase Decision 
through a direct effect, whereas Product Innovation mainly strengthens Brand Image. However, 
Brand Image does not function as a significant mediating mechanism linking Digital Marketing 
or Product Innovation to consumers' Purchase Decisions in the context of local culinary 
MSMEs in Sumbawa Regency. 
5. Discussion    
The findings indicate that Digital Marketing does not have a significant effect on Brand Image; 
consequently, the first hypothesis is rejected. This result suggests that the digital marketing 
activities implemented by local culinary businesses in Sumbawa Regency have not been 
sufficiently effective in developing a strong brand image in consumers’ minds. This finding is 
consistent with a previous study, which reported that digital marketing does not significantly 
influence brand image (Febrianti & Darda, 2026). This may be because consumers do not 
assess brand image solely on the intensity of digital promotions. Instead, they also consider 
their direct product experiences, service quality, consistency of brand identity, and 
recommendations from others. 
Among local culinary businesses, digital media is often used primarily to share product 
information and drive short-term sales rather than build a strong brand image. The effectiveness 
of digital marketing depends largely on a company’s ability to foster emotional connections 
and provide consumers with consistent brand experiences. Without meaningful and high-
quality interactions, digital marketing efforts may have limited effects on consumers’ 
perceptions of the brand. Furthermore, the lack of significant mediation suggests that these 
promotional efforts may operate independently of brand perception when driving immediate 
consumer interest 

https://jenni.ai/citation?d=z%3A7Va9biRFEF7zc0BIBiTXEtLJRvZ6f%2By1fRfA%2BeyTjL3CuvVxce90zUzbPd1z3T22l%2Bg4HoGQJyAkdAYSEglPwQOQXQQBX%2FfMrvfkJUBCiMDJ7kxPddVX1d9X1V9ftd5MjZWZ1O%2FQ88p4mtz5%2FiQnJuiclCkL0p6ZlAlYeK6YpyTXRplswkgnprI8I8eGMrFmlY0KrtQq41qwIQlZFWxfe7KllQ5Gy8PRcN%2BtMG8YF7z0zOckLSu4PSMvdcact9xTJmELG1mU1pxTY5WYooSVl%2BekybkYIzHaVQVZVlY2ybkLPgQl0kl8aLOTXDr4rMSEcVlEn1xzNfkq%2BmRSp6pCDjSf3jWYEGBsw68skCMzmgX8DKBElfiFMeGTDfkpZ3sSucjEr7IjGvMz9oQyRJqssl2OguiAjZglRxxOWEE%2BN4JVjhAMqTFX2XOaTNcvpM%2BxKMglVpahAnX2vHJAzEsg4kneZnvcc3ZBllAYpSjxcOdza6osZ88rch4QNZcIG0ox6Md8HEutKeDem5B%2FacpK8WAZqrLVaWwiBMQZ87FU0k%2BY40WpQu6RDzK4bwDEEjukccEdMForAcNUHulFeyR%2BzK2XCHZE3Hk2el5xS7%2B9%2BHbkLQoLRim2j7UIYmgExTjLx0ejtdH%2BcGValWlmltKQa6iK1EIm3BsbDyJEAiGtx062Eeqkwld4nZW%2FUh4Myc1FrBT3C2iQc8F0IA6ORjuZaZnCCzRBaYqwgRaLmLA6PbWS4y8xsJaJDFo652BdKO5ap93r7ETPqP6a88CGM0quLTrtnU6PLd9T%2FkG3vTNYabMDHUgPmThQa56diB%2BCGRcVEp3%2BG2AjiP729gKU%2BNRvb%2Fa2gS%2FzD1gDMGouDQeBAM15BL6F4i5UDHrPa7q6qSEGdrDC4GemWChzMqd%2BsglBF8EdUM2XBXF1sF0g70AZFCvwNrChAG8zsoGWaDxTpkSH%2FrqPUFGGDKYdpCiN9bxpIUBLOsO6Dv7nUdRnY%2FFioZy6yU1CnnWLC%2BaLjwUbL0hB46GCxDQFnhpGgSFwEk%2FFIPNiDpGi0LJnEr6ZORyMm4LWtJgSBlMAO2OIC26FY%2BNKqniQc8m81lbxQJdl02kMc4S2VWcLVaIRhcrMDhgVD8oMntIKMr9ugFQLtpk4sQY16rUxDz0xbl80Jtriwtizq9b7OR%2BH1cTfDq%2Fb4XU7vG6H1%2B3wuh1e%2F%2FfhpXiSYBqQQOuhrNfpDdY6%2FSJIhEtN9kCn5qr1dsYrtAzrXijUBzAeRyii0%2B5sk3SuoqUwWRRd3n1EVsgzzj6vLNoYO1CF5DlUJwyGjuTpuVGg3J1yFuHIxIZz1VqSJarzhOuMrlpvQHfW%2BWOsfPBnrqDW8Pjh0nsqqleOq1CKlzAUmhdhQ5ryQqqJfExjcFCDl1mcdM9wIhNhjaLWTWvawzHxxvJhXnBRW6Zg0rFIXyVSuKvWW4kw8vKjbqe9udPd6K4ndY7t84HstvvdwZaQbqxf4Nfpl7K3tbWxNujtdJunzf5GbkpCNejy7NlWt9fvY2nQhfkX%2FNVpLF%2Bs%2Fmld%2Fe5at3%2BGg8XNIKGnVl0%2Byb0v3f31WdyyGiv8O4n2UJe1LcU6XuiyXebl1G49DIlE0bowF1oZLtYD1vXu9mCQuWrsJ2WoxFljdYLXJVCeTHoIV%2FPLBCKpCWxVIkHU3ckjU2nfglobiopnuAG5erUhQn5IJTjq0D2OqRhjBOHp6fBweB%2FvEAOaUy2r4YyVAqu7UScHUfTLI0hEskPuKnc%2F7q3bWrwQTC8CK6kH4RP3zVXrTipMAU4B6FgK3otnbUYmCS1pFNoxmE6pJCVqk3G%2Fv9AGn9KTbr%2BzWX%2B%2BvBcn%2BN7cdS6AvJEAbhdoCX98%2BsvT7z5rtVo5ajwXTPT73a3o73SPCpNZXuao6T8H3d2oUX28G%2B4D0O4qIITWO0P2MMG1EgrQWZPJ1kaz
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with research demonstrating that brand image typically serves as a crucial bridge for 
transforming quality and promotion into long-term purchasing behavior (Prasetya et al., 2026; 
Selviasari et al., 2023).  
The findings further reveal that digital marketing practices among most local culinary MSMEs 
in Sumbawa remain focused on disseminating product information and promoting sales rather 
than on brand-building activities. Most business owners still employ generic product names 
such as Singang, Sepat, Gecok, or Mie Sumbawa without supporting them with distinctive 
brand identities, including unique business names, logos, slogans, or consistent visual branding 
elements. As a result, their digital marketing efforts have failed to create strong brand 
differentiation and memorable brand associations in consumers’ minds. 
In the digital era, brand image formation depends not only on the frequency of promotional 
activities but also on the consistency of brand identity, the quality of consumer interactions, 
and the brand’s ability to create emotional value that differentiates it from competitors. 
Therefore, the success of digital marketing in enhancing brand image is largely determined by 
the quality of the underlying branding strategy rather than merely by the intensity of digital 
media utilization. 
The results of this study indicate that Product Innovation has a positive and significant effect 
on Brand Image. This finding is consistent with the study conducted by Fajar et al. (2024), 
which revealed that product innovation positively and significantly enhances brand image. 
Therefore, the second hypothesis of this study is supported. These findings suggest that the 
higher the level of product innovation implemented by local culinary businesses, the more 
positive consumers’ perceptions of Sumbawa traditional food brands become. 
Product innovation among Sumbawa culinary businesses is generally manifested through the 
development of more modern and attractive packaging, improvements in presentation 
techniques, and menu diversification tailored to contemporary consumer preferences while 
preserving the authenticity of local flavors and cultural identity. These innovations not only 
add value for consumers but also create a more engaging and memorable consumption 
experience. Through innovations that are relevant to market needs and trends, consumers 
perceive the brand as capable of adapting to changes in the business environment and 
understanding customer needs more effectively. Consequently, such perceptions contribute to 
a favorable brand image, where consumers view the brand as more creative, innovative, 
responsive to change, and superior in quality compared to its competitors. 
This finding is supported by evidence that consumers tend to evaluate brands more positively 
when they consistently introduce innovations that match market demands (Abualbasal & 
Hasan, 2024). Continuous innovation can enhance consumer experiences and strengthen 
perceived value, thereby contributing to a stronger brand image in consumers’ minds. 
Accordingly, the greater a company’s capability to deliver relevant product innovations, the 
stronger the brand image that is formed among consumers. 
The research findings indicate that Digital Marketing has a positive and significant effect on 
Purchase Decisions. Therefore, the third hypothesis is accepted. This finding suggests that 
digital marketing plays a crucial role in encouraging consumers to purchase local culinary 
products based on local wisdom in Sumbawa Regency. These results are consistent with the 
study conducted by Martha et al. (2023), which found that digital marketing has a positive and 
significant influence on purchase decisions among food-related MSMEs. 
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Digital marketing provides consumers with easy access to various types of information needed 
in the purchasing process, including product details, pricing, sales locations, promotional 
offers, and reviews from other consumers. The availability of such information facilitates 
consumers in the information search and alternative evaluation stages before making a 
purchase decision. Furthermore, digital platforms enable direct interaction between consumers 
and business owners, thereby enhancing trust and confidence in purchasing decisions. 
The respondents' characteristics can also explain the effectiveness of digital marketing 
observed in this study. Most respondents had relatively high educational attainment, with 65% 
holding a bachelor's degree and 28% having completed senior high school. This condition 
indicates that most respondents are familiar with digital technologies and social media as 
primary sources of information in their daily lives. Such a high level of digital literacy makes 
consumers more responsive to various marketing activities conducted through digital 
platforms. 
In the digital era, building a strong brand image depends not only on the frequency of 
promotional activities but also on the consistency of brand identity, the quality of consumer 
engagement, and the brand’s ability to generate emotional value that distinguishes it from 
competitors. Accordingly, the effectiveness of digital marketing in strengthening brand image 
is determined primarily by the quality of the underlying branding strategy rather than by the 
intensity of digital media use alone. Therefore, practitioners should integrate clear brand 
identity elements with consistent messaging across all digital touchpoints to move beyond 
superficial content dissemination and establish a more distinctive brand presence (Rizieq et al., 
2025). 
The research findings indicate that Product Innovation does not significantly affect Purchase 
Decisions; consequently, the fourth hypothesis is rejected. This result suggests that the product 
innovations implemented by local culinary businesses have not been sufficient to directly 
encourage consumers to make purchasing decisions. The finding is consistent with a previous 
study, which reported that product innovation does not significantly influence consumers’ 
purchase decisions (Mahendra et al., 2021). 
These findings imply that the success of product innovation is not solely determined by the 
presence of product modifications or improvements, but also by the extent to which such 
innovations create value that is relevant to consumers. Although some local culinary businesses 
have implemented various forms of innovation, such as packaging development, the 
introduction of new flavor variants, and the use of trending ingredients, these innovations do 
not necessarily lead to higher purchase decisions if they fail to align with consumers’ needs, 
preferences, and expectations regarding the products offered. 
For local culinary products, consumers often value authenticity more than changes that 
substantially alter the product's original characteristics. Santosa et al. (2024) found that 
consumers tend to seek authentic culinary experiences through original ingredients, traditional 
recipes, and flavors that preserve a region's cultural identity. This suggests that certain core 
elements of a product should be maintained to avoid diminishing the traditional value that 
drives its primary appeal. Furthermore, the historical and cultural attributes associated with a 
product may also play an important role in consumers' purchasing decisions. 
For example, traditional snacks that have historically been wrapped in palm leaves can be 
enhanced with more modern, hygienic outer packaging while still retaining the palm-leaf 
wrapping as a distinctive product identity. Similarly, Sumbawan traditional foods, which are 
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https://jenni.ai/citation?d=z%3AvVg9bBzHFSZlKQiMNElUuEoGEuKQCrl3ez8URUeyTFEWaZkWxaOiJs3c7uzt3O3OrGZmeXdOYyMwUgWJAyRpbQQIkMZAUoWpkrhyY8CVa7c2YDeWGzb%2BZvZufWefSNG0fQDJ25k337z3vd%2Flqwdz5zqJDKiR6mBuvpvRDnspT9tMBf6KH0nFO1ycTbMw2uSdOMGP0ZDj7giXQv%2F%2BYO5M2G7LwcHc2ShmVuDw2U%2Fn3CdMWGQOr%2F%2FivY9e%2B8m%2FdwMjs8Prdy%2F84dcLD99mfR6a%2BPD67p%2F%2Fj%2BfPJu6dOyngA%2FdQAr5%2B663zL39wGsD%2FTQP%2B8W%2FvP3n1wSkAd380bfKf3ONpANvTgK%2B7vdMA%2FmsKcBs7dz967RSArSfq9jMGvCXgkltvHQf42dXMcj0T8D84f%2F43pcl%2FieznFIB7TqPzJeBfn7SypwFM3dYY8Fr8EJG9eArAexenOLzyOxvXmycDbL3hgncm4AWbecfH4TSg57JrswD8oQuTn44B77755TicZw9yadjwiQ%2FXqWYhkYKYmBHFdJ4YTWTkHu0zoyqIl0hGleE0SYZuY1xkyD5VnLYTtuSWTSBzYbCY5Iz0qSZNr7baJP2YKXatkDBWeiRBDXn3n6T5MyfqeysrDUJFWNycLRcyvFBM8w4JZJKnglS9arVKfmn%2FNEnKqNCQANRMvUgMaEoyqbnh%2B7gS%2BMASPOIBhapcRLhFBMwygBuEzlOmSJbDaKq56JCQBVxPQmqPHMWZNnk4XMIlKVapYDLXI9IKgyAWOZqukaggg2tC6le8Wm31Gql7fq0koeQA4G1DucClR%2FHRXALVPIi%2FzEqmZJgH1lgh9wt%2B7BVfZUuDLkvSY%2FJ1FF1gidxmw75UoV4jOyMNtkoNniEvjm5%2FhtwY4%2Bx8gbMxxiH4bMo%2BMZLc4IatkW0aMxEqukRaHrnPu3SIr9seeZq0hjSGISLkHlmoVWv%2Bokd2mOhQlce4GjdrXqjSIxtUQIOeXSF7TMU0pBkUznKTa2zhGEtAAb7eLrTDGmTIrmQpjREBhpIbNHr7H7h3l2lot81CKjzyQq4ETchWknLIQVtBu8wexy5Z51pwvURqC7VFYjVcI2jmy%2F7KijXz0s3llPJkjejSkOva0Cjy8pR6NODw2Var9RJZuCMSRMMiaeWZ4hOMbCPYeFqyMk1JCGf0DuZ%2BHNO2NooGZnhudy9GcLmQJZSniBkJDxqmUsCTCzZ4JjwelZFkw6KMnomwOi4obMp%2FlcEJ%2Fi54xKlkhpm7cFyAbA6AP6q1DDjuQmiOEq2IeLs9ssOFPdU9rLRlXmSAYkkxFMU8I21m%2BgwOMX05mdR7NlNklheSRaKV5PRRwYiPPBubp3GxJCkNUdMUsg10PpaBJHeMWKVaidzHLRjlUCqgvYTW1gFFrlt7aJqhPoCG1YmLjy4%2FMyp2UZtnFIFjind9qbGyagm2tjuJ5UdX76XJ6v3o4m1lbcHy3e8TFKyJgh4eVaBYFDGcPCYQH7eYf4P970Tt77ju9y00v%2B%2B09020vqLzff3Gd%2FK%2B9%2B22vYQGAdPgaIMa1kGNby77foozzg61JSJp3%2BxobmKp9Cso1xlqx%2FP4QauEMauMa52zM8xwk7DBpel%2BMqudkIUXtrbXtxajfcsLO5OVl7kW614fuR39dqnoMEySsEpps4OVp96MEzr6%2BvfEnlO8neOI%2Fq2dOAVNrXwU0ZQnw3jcZ1gHHAnmmk%2BoZMLceDotHBU9qBCNir70KNlu2aWGhfzEQnEmAs07YfQQLRAvuWeDUPK%2BX%2FXqfm31SqXL0zb39mvc9xrN1ZDrtngFv7V4ldcuX24s16vVRiwzBhrZoHe%2FgZRs%2BI0rq00I3aEPu45v566ubclw13KtBl5EJwcvbSbSLG8nXCOLC%2B%2FNO%2F0HV%2B8JKKsQMkizorg%2Fpxja7vO0Z%2BNfW6flpIWg
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characterized by their strong sour and spicy flavors, may experience lower consumer 
acceptance if subjected to overly radical innovations, such as combining them with ingredients 
that are inconsistent with the product’s original characteristics. Therefore, product innovation 
should be implemented selectively and incrementally, for instance through improvements in 
packaging design, enhancements in presentation quality, the introduction of flavor variants that 
remain consistent with the product’s original characteristics, or the development of different 
product sizes without compromising the distinctive taste that consumers have come to 
recognize and appreciate. 
The research results indicate that Brand Image has a positive and significant effect on Purchase 
Decision; therefore, the fifth hypothesis is accepted. This finding is consistent with the study 
conducted by Yuwana and Brahmayanti (2025), which revealed that brand image positively 
and significantly influences purchase decisions. These results suggest that the more favorable 
the brand image of local culinary products based on local wisdom in Sumbawa Regency, the 
more likely consumers are to purchase these products. 
A strong brand image can create positive perceptions of a product's quality, uniqueness, and 
credibility in consumers' minds. When consumers perceive a local culinary product as having 
a good reputation and representing the identity of its region, their level of trust in the product 
increases. This trust subsequently becomes an important factor that encourages consumers to 
choose and purchase the product. 
In the context of local culinary consumers in Sumbawa Regency, the influence of brand image 
on purchase decisions can be explained by the strong attachment of the local community to 
traditional culinary products, which have become an integral part of the region’s culture and 
identity. Although various modern culinary products continue to emerge, the people of 
Sumbawa tend to maintain their preference for traditional local foods. This phenomenon can 
be observed in the numerous culinary businesses that have experienced temporary popularity 
and a rapid increase in customer visits, only to face a decline in patronage once the trend 
subsided or when product innovation was not sustained. In contrast, traditional culinary 
products continue to enjoy relatively stable demand because they are deeply embedded in the 
daily lives and cultural practices of the community. 
One example that illustrates the strong image of local culinary products is Sepat, a traditional 
Sumbawan dish that is frequently consumed, particularly during the month of Ramadan. Sepat 
is prepared from grilled fish served in a savory and sour broth, complemented by various local 
ingredients such as bilimbi (Averrhoa bilimbi), young mango, grilled eggplant, basil leaves, 
and ruku leaves, which provide its distinctive aroma. The unique taste and cultural values 
embodied in this dish make Sepat more than merely a food product; it represents the culinary 
identity of the Sumbawan people. This condition strengthens the image of local culinary brands 
in consumers’ minds. 
The strong brand image of local culinary products enables them to remain top-of-mind among 
the people of Sumbawa despite the growing availability of modern food alternatives. When a 
brand image is favorable and consistent with consumer preferences, consumers are more likely 
to make repeat purchases and develop loyalty toward the product. These preferences encourage 
consumers to keep choosing the same product, reinforcing the brand’s position in their primary 
memory and sustaining top-of-mind awareness (Yi et al., 2022). Accordingly, strengthening 
brand image through the preservation of local cultural values, consistent product quality, and 
positive consumption experiences is an important strategy for local culinary entrepreneurs 

https://jenni.ai/citation?d=z%3AvVhNjBxHFR4HGyFL5OJIQA6kIEIao%2FXszM7%2BJoqyXtsLxnGy3tkQgSJBdXd1d3mqqzpV1fMTJOQIRXDzEYUrnLlwgL3mwAHCDYkLB%2BDCIUhcMFK0l3yvemY869mV5WSTkcbun%2Fe%2Beu9773tVs%2B8cNi5kysTcG3vYOHe35Jl4tSoiYdOt1ZX2Wic1VmZSny%2FKJP2uzHKFr3cwlcFLGu3uHzaeSqLIjA4b59NckMHRyw8%2BfPfrf7jzn0SJ1B9t3%2Fzf2%2F%2F8zm%2Bfib0pj7b3nn6G7sRQJj4%2F2r52K1jOLf2FJwVUH%2BDzlzME%2FHN4dXaAd779Uvnrv108Q8Bf3KGXZwj474sU4tkB7t94%2F%2F6bzf9PAZ%2BtLZ8M8NXX3mw%2BeP%2F%2BiYDsPfr86skA7xwGpxMBnwqM7j8Z4P6fKOOfnAh46ZMAHvw0iONEwG%2BEEl38NEX5TbiZAl7%2BXZc%2BjwP8CHAfvvvcSYC93x9rm%2FZmyPkxgNtfCct2TwI8%2BPkn6MPt1V8Grwng8zVPNeC3wvVLpwOeF29Vxovxhdf3uPPMCie4jXNcDARXImE%2B557FGHRVIaxjUSVVwiLLdcJKa7zx41I4xuPY2ETqjHkDFyEti3jcz6ypdOKWmBiVwkqhYzG5iX09PpcYIUnthS2tmDxkJiUQpqTus0j4oRAaMWRaejkQzER34e9Ys1dpJjzjqrXEVtqdjcsttnM8MiYLXA8QIeFN0%2FjXvfcc62szRIIZ8NI6IaQB34KPWWlcWEqNEVqqKgp85g10kQpLz5CLTox1ohDa16lguaSKPXOmzKXzst4mWPOHvBDwnQt3ay7cKeDig3CF8A3jx%2BPHQrGSA%2BnH9LJyAgYOxMpUxnU%2BU7MQD0iwAaIohZfY8MLbZs%2FzOJ%2Bxt2elsQ%2BbIOeOJaLAqt5yH5ohMGqs5xTblLj5eEM5URyYcSwrNUtkGl4%2BbCPmhPdoFqy%2FK9Az86S8yG7zR1naRVBixItSgfEbWDKXxcSGNWGzfhmLuJhSfLRjFwJEZDq2goOvwkRSCVbmRhPPZYWc6Tl1o64bkSP5jN3IxqWXnHpwooMW68lCKm7VeGmRg%2Fn2CTQgqpkreGdDiIXYK0zlwf4wl2B7GldNs5J9oWRuzCQhPBvDr4L6rEAV0XG14aR10QMGt3ZOq%2BD%2BJl6y5ve4kmpAQc4Ru75Y79LKgluJsIltqSehLOSHfp6StXwyb83jVaoXpNKOC8Ki7z5%2Fu5B1573IrvOCLlfaCKpnCrQRiIGwGLdZ9diasoIGIXMSEwLdz7U%2FJlw%2BJ4cZd5NJc4ouD%2FIKo2lhHRJERMMIrArnKFuuQlzeksjAOBagVh%2BDUXRJgkr3DxuXch6RhmI%2F%2BusBxgJzvkowZjCaZEItOdGUx%2FTRmM2WYB8JlYISLJWaxiwlMj%2BgcYqN4DLxdgwcQLnoQFPWiiTt0JCC9KASmIbcaGDX2s4kwsBxl7nKeS51GOX1HK8cOgHJhoaifrjqSAtCD6Q1mkBbCvOfTJLrBIU6rl9pdwrwQlDC3tSpwYaVTYp6T9Wq2MUXQui22ls0kpQY7gLQy0nv7rlxnBtlsnE6MAqF%2F3I5Q3xldmiXtJftc50JbI2ovnV%2BD0%2BebTz9o3%2FkCnva7E6Rt5VRBUf3M9pINWqP%2F9MUza7G0Q8kaBig0K%2BAZGuUaCwaJbdyrmszfbvKeVHwhPX4WzI6zSPt8RQdVvvk4C5lV5WsrVM01F6SPohlgl8VF%2BLEyNHXOu1Wt7u5tZyWbpy1QOZKi36NrG5ixkX6Hv51%2Bh3ZWV9fvdJpb2zmphQanTDqv7G6srnR3dhc63SSspBJ3l3bWttqr7Xh8hp%2FcBeO0BKV6C6hXmlvXFlZA0c6q8BRJHRRVpGSDlOkrti5kIp5WJXbIpG8j3lhoHnxulWjndz70r2wvDwcDlvp1FDqlrHZMrfY%2F5Rwy6emtIwf
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seeking to increase consumers’ purchase decisions. 
The research findings indicate that Brand Image does not mediate the relationship between 
Digital Marketing and Purchase Decision; consequently, the sixth hypothesis is rejected. This 
finding is consistent with the study conducted by (Muti & Firmansyah, 2025), which reported 
that brand image does not function as a mediating variable in the relationship between digital 
marketing and consumers’ purchase decisions. These results suggest that the digital marketing 
activities implemented by local culinary businesses in Sumbawa Regency have not been 
sufficiently effective in developing a strong brand image that can mediate the influence of 
digital marketing on purchase decisions. Instead, consumers may make purchasing decisions 
based directly on the information and convenience provided through digital marketing 
activities, without first evaluating the corresponding brand image. Accessible product 
information, attractive promotional campaigns, informative content, and convenient 
transactions through digital platforms may directly influence consumers’ purchasing decisions. 
This finding is further corroborated by a study demonstrating that brand image did not mediate 
the relationship between digital marketing and purchase decisions, as other factors exerted a 
stronger influence on consumer behavior (Febrianti & Darda, 2026). These results indicate that 
the effectiveness of digital marketing among local culinary businesses in Sumbawa Regency 
does not necessarily depend on their capacity to establish a strong brand image. Instead, social 
and situational factors within the digital environment shape its influence. Because digital 
marketing activities are conducted primarily through social media platforms, consumers tend 
to consider customer reviews, user comments, likes, shared content, and recommendations 
from friends and online communities when assessing products and making purchase decisions.  
This pattern indicates that social proof may exert a stronger influence than brand perceptions 
developed through digital marketing. Thus, although digital marketing can enhance product 
visibility and improve access to information, its influence on purchase decisions is more likely 
to occur directly than through the prior formation of brand image. These findings further 
suggest that consumers place greater importance on the credibility of information and the 
experiences of other users communicated through digital media than on brand image when 
making purchase decisions. Accordingly, strategies focused on increasing consumer 
engagement, managing customer reviews, and cultivating positive interactions on social media 
may be effective in stimulating purchase decisions, alongside efforts directed toward 
strengthening brand image (Ramdani & Kusumahadi, 2023). 
The results indicate that Brand Image does not mediate the relationship between Product 
Innovation and Purchase Decision; consequently, the seventh hypothesis is rejected. This 
finding suggests that, although product innovation may improve consumers’ perceptions of a 
brand, the resulting enhancement in brand image is insufficient to influence their purchasing 
decisions. This result is consistent with previous research, which found that brand image does 
not necessarily serve as an effective mediating mechanism in shaping purchase 
decisions.(Akbar et al., 2021). 
This condition implies that consumers recognize and appreciate the innovations introduced by 
the business, leading to more favorable evaluations of the brand. However, these positive 
perceptions are not the primary determinants of their purchasing decisions. In the context of 
local culinary products in Sumbawa Regency, consumers tend to place greater emphasis on 
functional and tangible factors, such as product quality, taste, price, product availability, and 
previous consumption experiences, when deciding whether to purchase a product. 

https://jenni.ai/citation?d=z%3A7VbNjhtFEHYIJFw4cONGCaQIxNoe%2F6x3N0IC9ifSsixZ2A05l6drPGX3dE%2B6e%2FyTUwg8BzceYt%2BAx%2BAJ4JQTF6pn7NWKTaQg5ZiDbU13%2FXz11Vfl%2BfmydTuzjids7tKTygZa3W4fGwg5QVo5RyaAktuAGsjhFgRKc2O1nXAqR6jmaFIqxMyD54nhTM5N0Ctgk%2BmK5BJSa3xVkIMx5Thn67agRBc4rTQ6sQy5s9UkB2qnthA7cSk1BoFVeNA8IzjPbUnUgYucJU2o1AqQ5TJYQIN69ZRqwFyUmAaw2RXkAt2MApuJ2CkonVWVGDypUHNYgTVQVi7N0RMoStmzIN2CBYccxi56cIETAk9uXsfwgFCQYqxDztExjrXgeuTr6xjYBEkceE6ApeTDNN8ChQFhQS5SoTWlgRTMGSW%2FZkPiRT5IaoPsyEPmbAG9%2FjbIQ2mNqrld5LaJcIrCx8O5sLmh1QvVcqxRIBxIWR04l7LD2Xfn4G0WFiheC4FORantSlILsQ2kmjvPvgM%2Fkq90bGFuF0IlBhhbIeH1aHxV329yKwGdlC9WNbnm6nEjgWusx26TOGfRzEw8VEKF86mVctbNti5E9cWG2zJwwU8jxA1oHxwGmrBQGoMWyCbIJ5r8twLREZm8jtUgKKMKJaQoJD5eKfhmSR21sG522fowx3HMmIa3A%2FR2gN4O0OsPkMY0Je9JHcZs%2FaS%2F3e71C%2FGIycgdm8xett6bYBVy6%2Fwz3Yj0gXysU0mnNyL2vqLbwm%2FQtPziSLelmfBt5aQ7cIJTRgNHM2tswXAP9tkbGYJjr7HI5lYLrDs6ZnM8riSkf37ZekcZLEh%2BswwL1it1WgUWJuZk9IVoFr7HKYZKK2c1tW7aTx%2BwK9D4FeaNl3qAhhvrTMo%2FU9mLlJW%2FbL2bKsvLj3pJZ7gzHO10SReoO%2FMRDzqj0d6uYj82z%2BTbm%2BfcH%2FWTdn9ve8T9neFOOxnuJXGspUpazh4Ph8lusrsz2t0T84f4YlqzUpM6rUlNBu2kn0eVV6KOMZmZzIeVftAjp5cneQilv9%2FtTuVIQrY1orM8xo7slK6d%2Bq7IiJadMi8bkN16A2nqKrsw2qLqRsDd7eEgmfhqHFZlJGS2trqQx1vSbrLZiQS6fkyiNb0SW52yDPb%2B6sBWJrSCo0zmVSSlHsuG9c3pusm%2Fn8kuNbBfa%2B243jFKBriAU1mlsl48wxmZCboqh8O1nE83Mxj3iYGztYR%2F2EiYXI4KSziLEhWFHq4Veh%2FOZWFKwOgwu7Y%2F5OyoDQebldvsWDixshiabZIFW3Lqf7ls3cmUjfMjVY5ZYb%2FWiz23KQuw85RjmZ4yJq0ak%2FFg8FIbucoueoNku7le3js%2FPfICdU7alvFfpB63GyVTPfb%2FfPX3B79%2B3Wq1cmnQtWRqMOjt1PGmh1TYicMyl4b8f9C9YYPq0%2F1KFroM9ZZAMNKdK2TfpGnso0BqKhn2h2ufzw82O2J%2F%2FS9XO1yVALIImr14VczdP15WTG%2BYjOqQfOX7xhuQjJK9BvYnN7iuYa%2B9TqMYN3j%2F%2BvK3P19OfgNn%2BXH0iq8GzXo%2FsyLM%2Bi1hnVzFoXpf3ir08rPNuMr66Fg36b5qg8zi68lPsvdFybf%2BBQ%3D%3D
https://jenni.ai/citation?d=z%3A7Va9biRFEF7zc0BIBiTXEtLJRvZ6f%2By1fRfA%2BeyTjL3CuvVxce90zUzbPd1z3T22l%2Bg4HoGQJyAkdAYSEglPwQOQXQQBX%2FfMrvfkJUBCiMDJ7kxPddVX1d9X1V9ftd5MjZWZ1O%2FQ88p4mtz5%2FiQnJuiclCkL0p6ZlAlYeK6YpyTXRplswkgnprI8I8eGMrFmlY0KrtQq41qwIQlZFWxfe7KllQ5Gy8PRcN%2BtMG8YF7z0zOckLSu4PSMvdcact9xTJmELG1mU1pxTY5WYooSVl%2BekybkYIzHaVQVZVlY2ybkLPgQl0kl8aLOTXDr4rMSEcVlEn1xzNfkq%2BmRSp6pCDjSf3jWYEGBsw68skCMzmgX8DKBElfiFMeGTDfkpZ3sSucjEr7IjGvMz9oQyRJqssl2OguiAjZglRxxOWEE%2BN4JVjhAMqTFX2XOaTNcvpM%2BxKMglVpahAnX2vHJAzEsg4kneZnvcc3ZBllAYpSjxcOdza6osZ88rch4QNZcIG0ox6Md8HEutKeDem5B%2FacpK8WAZqrLVaWwiBMQZ87FU0k%2BY40WpQu6RDzK4bwDEEjukccEdMForAcNUHulFeyR%2BzK2XCHZE3Hk2el5xS7%2B9%2BHbkLQoLRim2j7UIYmgExTjLx0ejtdH%2BcGValWlmltKQa6iK1EIm3BsbDyJEAiGtx062Eeqkwld4nZW%2FUh4Myc1FrBT3C2iQc8F0IA6ORjuZaZnCCzRBaYqwgRaLmLA6PbWS4y8xsJaJDFo652BdKO5ap93r7ETPqP6a88CGM0quLTrtnU6PLd9T%2FkG3vTNYabMDHUgPmThQa56diB%2BCGRcVEp3%2BG2AjiP729gKU%2BNRvb%2Fa2gS%2FzD1gDMGouDQeBAM15BL6F4i5UDHrPa7q6qSEGdrDC4GemWChzMqd%2BsglBF8EdUM2XBXF1sF0g70AZFCvwNrChAG8zsoGWaDxTpkSH%2FrqPUFGGDKYdpCiN9bxpIUBLOsO6Dv7nUdRnY%2FFioZy6yU1CnnWLC%2BaLjwUbL0hB46GCxDQFnhpGgSFwEk%2FFIPNiDpGi0LJnEr6ZORyMm4LWtJgSBlMAO2OIC26FY%2BNKqniQc8m81lbxQJdl02kMc4S2VWcLVaIRhcrMDhgVD8oMntIKMr9ugFQLtpk4sQY16rUxDz0xbl80Jtriwtizq9b7OR%2BH1cTfDq%2Fb4XU7vG6H1%2B3wuh1e%2F%2FfhpXiSYBqQQOuhrNfpDdY6%2FSJIhEtN9kCn5qr1dsYrtAzrXijUBzAeRyii0%2B5sk3SuoqUwWRRd3n1EVsgzzj6vLNoYO1CF5DlUJwyGjuTpuVGg3J1yFuHIxIZz1VqSJarzhOuMrlpvQHfW%2BWOsfPBnrqDW8Pjh0nsqqleOq1CKlzAUmhdhQ5ryQqqJfExjcFCDl1mcdM9wIhNhjaLWTWvawzHxxvJhXnBRW6Zg0rFIXyVSuKvWW4kw8vKjbqe9udPd6K4ndY7t84HstvvdwZaQbqxf4Nfpl7K3tbWxNujtdJunzf5GbkpCNejy7NlWt9fvY2nQhfkX%2FNVpLF%2Bs%2Fmld%2Fe5at3%2BGg8XNIKGnVl0%2Byb0v3f31WdyyGiv8O4n2UJe1LcU6XuiyXebl1G49DIlE0bowF1oZLtYD1vXu9mCQuWrsJ2WoxFljdYLXJVCeTHoIV%2FPLBCKpCWxVIkHU3ckjU2nfglobiopnuAG5erUhQn5IJTjq0D2OqRhjBOHp6fBweB%2FvEAOaUy2r4YyVAqu7UScHUfTLI0hEskPuKnc%2F7q3bWrwQTC8CK6kH4RP3zVXrTipMAU4B6FgK3otnbUYmCS1pFNoxmE6pJCVqk3G%2Fv9AGn9KTbr%2BzWX%2B%2BvBcn%2BN7cdS6AvJEAbhdoCX98%2BsvT7z5rtVo5ajwXTPT73a3o73SPCpNZXuao6T8H3d2oUX28G%2B4D0O4qIITWO0P2MMG1EgrQWZPJ1kaz
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The insignificant mediating role of brand image may also be attributed to the relatively weak 
brand identity of many local culinary businesses. Findings from the study indicate that many 
local culinary products still use generic business names, lack distinctive taglines, and lack 
consistent visual branding elements such as logos, packaging designs, and promotional 
materials. As a result, the innovations introduced by these businesses are not effectively 
translated into a strong and memorable brand image. Consequently, consumers are more likely 
to recognize and evaluate products based on their physical attributes and functional benefits 
rather than on brand-related associations. 
From a theoretical perspective, these findings suggest that product innovation does not 
automatically lead to purchase decisions by enhancing brand image. The effectiveness of 
innovation in influencing consumer behavior depends largely on a firm's ability to establish a 
clear, distinctive, and consistent brand identity. Without a strong brand image, product 
innovations may be perceived merely as improvements in product attributes rather than as 
value-enhancing elements that strengthen consumer-brand relationships. Therefore, local 
culinary businesses should complement their innovation strategies with comprehensive 
branding efforts, including distinctive brand names, memorable logos, compelling taglines, and 
consistent marketing communications. Such initiatives can help transform product innovations 
into stronger brand perceptions, thereby increasing their potential impact on consumers' 
purchase decisions. 
From the perspective of the Stimulus–Organism–Response (SOR) Theory, the finding that 
Brand Image fails to mediate the relationship between Product Innovation and Purchase 
Decision indicates that product innovation as a stimulus (S) is capable of influencing 
consumers' internal states (O), as reflected in improved brand perceptions and a more favorable 
brand image. However, these changes within the organism are not sufficiently strong to 
generate a behavioral response (R) in the form of a purchase decision. In the context of local 
wisdom-based culinary products in Sumbawa Regency, consumers tend to place greater 
emphasis on functional attributes, such as taste, product quality, price, authenticity, and 
previous consumption experiences, rather than on brand perceptions when making purchasing 
decisions. Consequently, although product innovation contributes to the formation of positive 
brand evaluations, the psychological processes occurring at the organism stage do not develop 
into a significant behavioral intention to purchase.  
This finding suggests that within the SOR framework, the relationship between stimulus and 
response does not necessarily operate through the mediating mechanism of brand image, 
particularly when consumers are more oriented toward tangible product benefits than symbolic 
brand associations. Therefore, to enhance the effectiveness of product innovation in stimulating 
purchase decisions, business owners should integrate innovation initiatives with consistent 
branding strategies. Such efforts can strengthen the positive perceptions formed at the organism 
stage and increase the likelihood that they will translate into actual purchasing behavior. 
5. Conclusion  
This study examined the effects of Digital Marketing and Product Innovation on Purchase 
Decisions, with Brand Image serving as a mediating variable among consumers of local 
wisdom-based culinary products in Sumbawa Regency. The findings reveal that Digital 
Marketing does not significantly influence Brand Image, indicating that digital marketing 
activities conducted by local culinary MSMEs have not been effective in establishing strong 
brand perceptions among consumers. In contrast, Product Innovation has a positive and 
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significant effect on Brand Image, suggesting that innovations in packaging, presentation, and 
product development help enhance consumers' perceptions of local culinary brands. 
Furthermore, Digital Marketing has a positive and significant effect on Purchase Decisions, 
demonstrating that digital platforms play an important role in facilitating access to information, 
consumer interaction, and purchasing activities. However, Product Innovation does not 
significantly influence Purchase Decisions, indicating that consumers tend to prioritize product 
authenticity, quality, taste, and cultural value over innovation when purchasing local culinary 
products. The findings also confirm that Brand Image positively and significantly affects 
Purchase Decisions, highlighting the importance of maintaining a favorable brand perception 
to encourage consumer purchases. 
Regarding the mediating role of Brand Image, the results show that Brand Image does not 
mediate the relationship between Digital Marketing and Purchase Decisions, nor does it 
mediate the relationship between Product Innovation and Purchase Decisions. These findings 
suggest that consumers respond directly to digital marketing activities and product attributes 
without necessarily relying on brand image evaluations in their decision-making processes. 
 
References  
Aaker, D. A., & Biel, A. L. (2009). Brand equity and advertising: Advertising’s role in building 

strong brands. Lawrence Erlbaum Associates. 
Abualbasal, A., & Hasan, C. I. (2024). The Impact of Brand Quality and Brand Innovativeness 

on the Purchase Intention of Local Brands. Qubahan Academic Journal, 4(4), 144–
155. https://doi.org/10.48161/qaj.v4n4a656 

Akbar, S. S., Violinda, Q., Setiawati, I., & Rizwan, M. (2021). The Influence of Product 
Quality, Product Design, Brand Image on Realme Smartphone Purchase 
Decisions. Journal of Digital Marketing and Halal Industry, 3(2), 121–
132. https://doi.org/10.21580/jdmhi.2021.3.2.9331 

Amin, A. M., Fadhilah, M., & Cahyani, P. D. (2024). The Mediating Role of Perceived Value 
on Purchase Decisions In Ecommerce. Jurnal Ekonomi Dan Bisnis, 25(2), 233–
233. https://doi.org/10.30659/ekobis.25.2.233-243 

Asosiasi Penyelenggara Jasa Internet Indonesia - Survei. (n.d.). Retrieved July 22, 2026, from 
https://survei.apjii.or.id/home?utm 

Chin, W. W. (1998). The partial least squares approach to structural equation modeling. In G. 
A. Marcoulides (Ed.), Modern methods for business research (pp. 295–336). 
Lawrence Erlbaum Associates. 

Dataset - Satu data NTB. (2026, June 2). Satu Data NTB. Retrieved July 29, 2026, from 
https://data.ntbprov.go.id/dataset/9d597b1c-8347-4a03-b3e4-e0c224ae425e/show 

Ducoffe, R. H. (1996). Advertising value and advertising on the web. Journal of Advertising 
Research, 36(5), 21–35. 

Ellis-Chadwick, D. C. dan F. (2019). Digital marketing: Strategy, implementation and practice 
(7th ed.). Journal of Business Orientation and Entrepreneurship. 

 

https://doi.org/10.48161/qaj.v4n4a656
https://doi.org/10.21580/jdmhi.2021.3.2.9331
https://doi.org/10.30659/ekobis.25.2.233-243


International Journal of Business, Management & Economics 
e-ISSN: 2746-1351 

Vol. 7, No. 3, August 2026 

Published by:  
 

Pa
ge

53
3 

Fajar, A., Purmono, B. B., Afifah, N., Barkah, B., & Marumpe, D. P. (2024). Effect of product 
innovation on purchase decisions mediated by brand image at PT Pegadaian. Jurnal 
Ekonomi, 13(1), 481–495. 

Farouk, T. O., & Sukaatmadja, I. P. G. (2026). Peran Citra Merek Memediasi Pengaruh Inovasi 
Produk dan Digital Marketing terhadap Keputusan Pembelian. Jurnal Ekonomi 
Manajemen Pariwisata Dan Perhotelan, 5(2), 542–
563. https://doi.org/10.55606/jempper.v5i2.6714 

Fauzi, M. A. (2022). Partial least square structural equation modelling (PLS-SEM) in 
knowledge management studies: Knowledge sharing in virtual 
communities. Knowledge Management & E-Learning An International Journal, 103–
124. https://doi.org/10.34105/j.kmel.2022.14.00 

Febrianti, W., & Darda, A. (2026). Keputusan Pembelian UMKM: Peran Digital Marketing dan 
Brand Image (Studi Kasus: UMKM Maja Lebak, Banten). Cerdika Jurnal Ilmiah 
Indonesia, 6(1), 252–265. https://doi.org/10.59141/cerdika.v6i1.3167 

Ghozali, I., & Latan, H. (2015). Partial Least Squares: Konsep, teknik dan aplikasi 
menggunakan program SmartPLS 3.0 (2nd ed.). Badan Penerbit Universitas 
Diponegoro. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares 
structural equation modeling (PLS-SEM) (2nd ed.). SAGE Publications. 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). 
Evaluation of Formative Measurement Models. In Classroom companion: 
business (pp. 91–113). Springer International 
Publishing. https://doi.org/10.1007/978-3-030-80519-7_5 

Hao, F., & Chon, K. (2021). Contactless service in hospitality: bridging customer equity, 
experience, delight, satisfaction, and trust. PolyU Institutional Research Archive 
(Hong Kong Polytechnic University), 34(1), 113–134. https://doi.org/10.1108/ijchm-
05-2021-0559 

KADIN Indonesia & Ministry of MSMEs. (2024). Empowering MSMEs to advance and scale 
up in Mukomuko. 

Kementerian Koordinator Bidang Perekonomian Republik Indonesia. (2025). Kementerian 
Koordinator Bidang Perekonomian Republik Indonesia. Retrieved August 10, 2026, 
from https://www.ekon.go.id/publikasi/detail/6152/pemerintah-dorong-umkm-naik-
kelas-tingkatkan-kontribusi-terhadap-ekspor-indonesia 

Kotler, P., & Armstrong, G. (2008). Principles of marketing (12th ed.). Journal of Corporate 
Finance. https://doi.org/10.1016/j.jcorpfin.2020.101695 

Logan, K., Bright, L. F., & Gangadharbatla, H. (2012). Facebook versus television: Advertising 
value perceptions among females. Journal of Research in Interactive Marketing, 6(3), 
164–179. https://doi.org/10.1108/17505931211274651 

Maddalena, S., & Maddalena, S. (2025, October 14). Digital 2025. We Are Social Indonesia. 
Retrieved July 19, 2026, from https://wearesocial.com/id/blog/2025/02/digital-2025/ 

https://doi.org/10.55606/jempper.v5i2.6714
https://doi.org/10.34105/j.kmel.2022.14.007
https://doi.org/10.59141/cerdika.v6i1.3167
https://doi.org/10.1007/978-3-030-80519-7_5
https://doi.org/10.1108/ijchm-05-2021-0559
https://doi.org/10.1108/ijchm-05-2021-0559
https://doi.org/10.1016/j.jcorpfin.2020.101695
https://doi.org/10.1108/17505931211274651


International Journal of Business, Management & Economics 
e-ISSN: 2746-1351 

Vol. 7, No. 3, August 2026 

Published by:  
 

Pa
ge

53
4 

Mahendra, S., Wijaya, M., & Syahriandy, S. (2021). Pengaruh Inovasi Produk Dan Lokasi 
Terhadap Keputusan Penelitian Konsumen Pada Roemah Bata Café & Resto 
Medan. Jurnal Ilmiah Manajemen Dan Bisnis (JIMBI), 2(2), 161–
166. https://doi.org/10.31289/jimbi.v2i1.458 

Martha, L. P., Primadewi, A., Priwirjanto, E. S., Fatmawati, E., Nahdiana, Yustina, I., Mastiyah, 
I., & Hidayati, L. L. A. (2023). The effects of digital marketing, word of mouth, and 
service quality on the purchase decisions: An empirical study of food SMEs products. 
International Journal of Data and Network Science, 7(3), 1117–1124. 
https://doi.org/10.5267/j.ijdns.2023.5.012 

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. In Medical 
Entomology and Zoology. Japan Society of Medical Entomology and 
Zoology. http://ci.nii.ac.jp/ncid/BA0718977X?l=en 

Muti, T. N., & Firmansyah, F. (2025). Peran Brand Image dalam Memediasi Pengaruh Digital 
Marketing, dan Product Quality terhadap Purchse Decision: Studi Produk Make Over 
di E- Commerce Shopee Kota Malang. El-Mal Jurnal Kajian Ekonomi & Bisnis 
Islam, 6(3). https://doi.org/10.47467/elmal.v6i3.6698 

Prasetya, V., Handayani, T., Iftikhar, D. N., & Wijoyanto, Y. (2026). Analisis Keputusan 
Pembelian Ogel-Ogel melalui Brand Image sebagai Variabel Mediasi. Jurnal 
Pemimpin Bisnis Inovatif, 3(1), 20–33. https://doi.org/10.61132/jpbi.v3i1.1283 

Rezeki, N. S., & Nugroho, F. (2026). Packaging Design and Digital Marketing Management in 
Educational Culinary Ventures: Their Influence on Purchase Decisions Mediated by 
Brand Image. Journal of Educational Management Research, 5(1), 815–
834. https://doi.org/10.61987/jemr.v5i1.1796 

Rizieq, H., Fadilah, A. fadilah, Ingtyas, F. T., & Ginting, L. (2025). Analisis Pengaruh Branding 
terhadap Produk Kuliner UMKM. Jurnal Manajemen Bisnis Dan 
Kewirausahaan, 5(3), 572–585. https://doi.org/10.55606/jumbiku.v5i3.6176 

Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Austin, TX: ACFE. 
Santosa, G. N. R., Liu, J. P., Juliana, & Pakasi, D. A. (2024). The effect of food authenticity, 

trend awareness and social influence on purchase decision at Seroja Bake Cafe. Jurnal 
Ilmiah Global Education, 5(4), 2811–2823. https://doi.org/10.55681/jige.v5i4.3590 

Selviasari, R., Sudarmiatin, S., & Wardana, L. W. (2023). The Effect Of Digital Marketing And 
Product Variety On Purchasing Decisions Mediated By Brand Image In Bakso 
President. Jurnal Riset Dan Inovasi Manajemen, 1(4), 52–
70. https://doi.org/10.59581/jrim-widyakarya.v1i4.1396 

Tambunan, T. T. H. (2022). Digital Transformation in MSEs: A Story from Indonesia. Journal 
of Economics, Finance and Management Studies, 5(7). 
https://doi.org/10.47191/jefms/v5-i7-04 

Tarmidi, & Mulyani, (2023). The influence of product innovation and brand image on Samsung 
smartphone purchase decision at Bandung City. Enrichment: Journal of Management, 
13(1). 

https://doi.org/10.31289/jimbi.v2i1.458
https://doi.org/10.5267/j.ijdns.2023.5.012
http://ci.nii.ac.jp/ncid/BA0718977X?l=en
https://doi.org/10.47467/elmal.v6i3.6698
https://doi.org/10.61132/jpbi.v3i1.1283
https://doi.org/10.61987/jemr.v5i1.1796
https://doi.org/10.55606/jumbiku.v5i3.6176
https://doi.org/10.55681/jige.v5i4.3590
https://doi.org/10.59581/jrim-widyakarya.v1i4.1396
https://doi.org/10.47191/jefms/v5-i7-04


International Journal of Business, Management & Economics 
e-ISSN: 2746-1351 

Vol. 7, No. 3, August 2026 

Published by:  
 

Pa
ge

53
5 

Taylor, D. G., Lewin, J. E., & Strutton, D. (2011). Friends, Fans, and Followers: Do Ads Work 
on Social Networks? Journal of Advertising Research, 51(1), 258–
275. https://doi.org/10.2501/jar-51-1-258-275 

Wardani, N. R. K., & Fachrunnisa, O. (2026). Brand ambassador, social media marketing, and 
product innovation effects on purchase decisions: The mediating role of brand image 
in the Indonesian dairy industry. Golden Ratio of Marketing and Applied Psychology 
of Business, 6(2), 421–431. https://doi.org/10.52970/grmapb.v6i2.1812 

Wulandari, A. I., Yudhiarti, R. P., Al-Husain, A. F., Andhika, P., & Rahadhini, M. D. (2025). 
Pengaruh Digital Marketing dan Brand Image terhadap Keputusan Pembelian dengan 
Trust sebagai Variabel Moderasi pada Produk Brownies Cinta si Karanganyar. Jurnal 
Ilmu Manajemen Ekonomi Dan Kewirausahaan, 5(2), 541–
555. https://doi.org/10.55606/jimek.v5i2.6358 

Yi, L., Khan, M. S., & Safeer, A. A. (2022). Firm innovation activities and consumer brand 
loyalty: A path to business sustainability in Asia. Frontiers in Psychology, 13, 
942048–942048. https://doi.org/10.3389/fpsyg.2022.942048 

Yuwana, S. M., & Brahmayanti, I. A. S. (2025). Pengaruh brand image, kepercayaan 
konsumen, dan testimoni pelanggan terhadap keputusan pembelian melalui minat beli 
pada e-commerce Shopee di Kota Surabaya. GEMAH RIPAH: Jurnal Bisnis, 5(4), 
360–372. https://doi.org/10.69957/grjb.v5i04.2578 

Tjiptono, F. (2011). Strategi pemasaran (Edisi 3). Andi. 
 
Copyrights 
Copyright for this article is retained by the author(s), with first publication rights granted to the 
journal. 
This is an open-access article distributed under the terms and conditions of the Creative 
Commons Attribution license (http://creativecommons.org/licenses/by/4.0/)  
 

 
 

 
 
 
 
 
 

 

https://doi.org/10.2501/jar-51-1-258-275
https://doi.org/10.52970/grmapb.v6i2.1812
https://doi.org/10.55606/jimek.v5i2.6358
https://doi.org/10.3389/fpsyg.2022.942048
https://doi.org/10.69957/grjb.v5i04.2578
http://creativecommons.org/licenses/by/4.0/

	Aaker, D. A., & Biel, A. L. (2009). Brand equity and advertising: Advertising’s role in building strong brands. Lawrence Erlbaum Associates.
	Abualbasal, A., & Hasan, C. I. (2024). The Impact of Brand Quality and Brand Innovativeness on the Purchase Intention of Local Brands. Qubahan Academic Journal, 4(4), 144–155. https://doi.org/10.48161/qaj.v4n4a656
	Akbar, S. S., Violinda, Q., Setiawati, I., & Rizwan, M. (2021). The Influence of Product Quality, Product Design, Brand Image on Realme Smartphone Purchase Decisions. Journal of Digital Marketing and Halal Industry, 3(2), 121–132. https://doi.org/10.2...
	Amin, A. M., Fadhilah, M., & Cahyani, P. D. (2024). The Mediating Role of Perceived Value on Purchase Decisions In Ecommerce. Jurnal Ekonomi Dan Bisnis, 25(2), 233–233. https://doi.org/10.30659/ekobis.25.2.233-243
	Asosiasi Penyelenggara Jasa Internet Indonesia - Survei. (n.d.). Retrieved July 22, 2026, from https://survei.apjii.or.id/home?utm
	Chin, W. W. (1998). The partial least squares approach to structural equation modeling. In G. A. Marcoulides (Ed.), Modern methods for business research (pp. 295–336). Lawrence Erlbaum Associates.
	Dataset - Satu data NTB. (2026, June 2). Satu Data NTB. Retrieved July 29, 2026, from https://data.ntbprov.go.id/dataset/9d597b1c-8347-4a03-b3e4-e0c224ae425e/show
	Ducoffe, R. H. (1996). Advertising value and advertising on the web. Journal of Advertising Research, 36(5), 21–35.
	Ellis-Chadwick, D. C. dan F. (2019). Digital marketing: Strategy, implementation and practice (7th ed.). Journal of Business Orientation and Entrepreneurship.
	Fajar, A., Purmono, B. B., Afifah, N., Barkah, B., & Marumpe, D. P. (2024). Effect of product innovation on purchase decisions mediated by brand image at PT Pegadaian. Jurnal Ekonomi, 13(1), 481–495.
	Farouk, T. O., & Sukaatmadja, I. P. G. (2026). Peran Citra Merek Memediasi Pengaruh Inovasi Produk dan Digital Marketing terhadap Keputusan Pembelian. Jurnal Ekonomi Manajemen Pariwisata Dan Perhotelan, 5(2), 542–563. https://doi.org/10.55606/jempper....
	Fauzi, M. A. (2022). Partial least square structural equation modelling (PLS-SEM) in knowledge management studies: Knowledge sharing in virtual communities. Knowledge Management & E-Learning An International Journal, 103–124. https://doi.org/10.34105/...
	Febrianti, W., & Darda, A. (2026). Keputusan Pembelian UMKM: Peran Digital Marketing dan Brand Image (Studi Kasus: UMKM Maja Lebak, Banten). Cerdika Jurnal Ilmiah Indonesia, 6(1), 252–265. https://doi.org/10.59141/cerdika.v6i1.3167
	Ghozali, I., & Latan, H. (2015). Partial Least Squares: Konsep, teknik dan aplikasi menggunakan program SmartPLS 3.0 (2nd ed.). Badan Penerbit Universitas Diponegoro.
	Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares structural equation modeling (PLS-SEM) (2nd ed.). SAGE Publications.
	Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Evaluation of Formative Measurement Models. In Classroom companion: business (pp. 91–113). Springer International Publishing. https://doi.org/10.1007/978-3-030-8...
	Hao, F., & Chon, K. (2021). Contactless service in hospitality: bridging customer equity, experience, delight, satisfaction, and trust. PolyU Institutional Research Archive (Hong Kong Polytechnic University), 34(1), 113–134. https://doi.org/10.1108/ij...
	KADIN Indonesia & Ministry of MSMEs. (2024). Empowering MSMEs to advance and scale up in Mukomuko.
	Kementerian Koordinator Bidang Perekonomian Republik Indonesia. (2025). Kementerian Koordinator Bidang Perekonomian Republik Indonesia. Retrieved August 10, 2026, from https://www.ekon.go.id/publikasi/detail/6152/pemerintah-dorong-umkm-naik-kelas-ting...
	Kotler, P., & Armstrong, G. (2008). Principles of marketing (12th ed.). Journal of Corporate Finance. https://doi.org/10.1016/j.jcorpfin.2020.101695
	Logan, K., Bright, L. F., & Gangadharbatla, H. (2012). Facebook versus television: Advertising value perceptions among females. Journal of Research in Interactive Marketing, 6(3), 164–179. https://doi.org/10.1108/17505931211274651
	Maddalena, S., & Maddalena, S. (2025, October 14). Digital 2025. We Are Social Indonesia. Retrieved July 19, 2026, from https://wearesocial.com/id/blog/2025/02/digital-2025/
	Mahendra, S., Wijaya, M., & Syahriandy, S. (2021). Pengaruh Inovasi Produk Dan Lokasi Terhadap Keputusan Penelitian Konsumen Pada Roemah Bata Café & Resto Medan. Jurnal Ilmiah Manajemen Dan Bisnis (JIMBI), 2(2), 161–166. https://doi.org/10.31289/jimbi...
	Martha, L. P., Primadewi, A., Priwirjanto, E. S., Fatmawati, E., Nahdiana, Yustina, I., Mastiyah, I., & Hidayati, L. L. A. (2023). The effects of digital marketing, word of mouth, and service quality on the purchase decisions: An empirical study of fo...
	Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. In Medical Entomology and Zoology. Japan Society of Medical Entomology and Zoology. http://ci.nii.ac.jp/ncid/BA0718977X?l=en
	Muti, T. N., & Firmansyah, F. (2025). Peran Brand Image dalam Memediasi Pengaruh Digital Marketing, dan Product Quality terhadap Purchse Decision: Studi Produk Make Over di E- Commerce Shopee Kota Malang. El-Mal Jurnal Kajian Ekonomi & Bisnis Islam, 6...
	Prasetya, V., Handayani, T., Iftikhar, D. N., & Wijoyanto, Y. (2026). Analisis Keputusan Pembelian Ogel-Ogel melalui Brand Image sebagai Variabel Mediasi. Jurnal Pemimpin Bisnis Inovatif, 3(1), 20–33. https://doi.org/10.61132/jpbi.v3i1.1283
	Rezeki, N. S., & Nugroho, F. (2026). Packaging Design and Digital Marketing Management in Educational Culinary Ventures: Their Influence on Purchase Decisions Mediated by Brand Image. Journal of Educational Management Research, 5(1), 815–834. https://...
	Rizieq, H., Fadilah, A. fadilah, Ingtyas, F. T., & Ginting, L. (2025). Analisis Pengaruh Branding terhadap Produk Kuliner UMKM. Jurnal Manajemen Bisnis Dan Kewirausahaan, 5(3), 572–585. https://doi.org/10.55606/jumbiku.v5i3.6176
	Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Austin, TX: ACFE.
	Santosa, G. N. R., Liu, J. P., Juliana, & Pakasi, D. A. (2024). The effect of food authenticity, trend awareness and social influence on purchase decision at Seroja Bake Cafe. Jurnal Ilmiah Global Education, 5(4), 2811–2823. https://doi.org/10.55681/j...
	Selviasari, R., Sudarmiatin, S., & Wardana, L. W. (2023). The Effect Of Digital Marketing And Product Variety On Purchasing Decisions Mediated By Brand Image In Bakso President. Jurnal Riset Dan Inovasi Manajemen, 1(4), 52–70. https://doi.org/10.59581...
	Tambunan, T. T. H. (2022). Digital Transformation in MSEs: A Story from Indonesia. Journal of Economics, Finance and Management Studies, 5(7). https://doi.org/10.47191/jefms/v5-i7-04
	Tarmidi, & Mulyani, (2023). The influence of product innovation and brand image on Samsung smartphone purchase decision at Bandung City. Enrichment: Journal of Management, 13(1).
	Taylor, D. G., Lewin, J. E., & Strutton, D. (2011). Friends, Fans, and Followers: Do Ads Work on Social Networks? Journal of Advertising Research, 51(1), 258–275. https://doi.org/10.2501/jar-51-1-258-275
	Wardani, N. R. K., & Fachrunnisa, O. (2026). Brand ambassador, social media marketing, and product innovation effects on purchase decisions: The mediating role of brand image in the Indonesian dairy industry. Golden Ratio of Marketing and Applied Psyc...
	Wulandari, A. I., Yudhiarti, R. P., Al-Husain, A. F., Andhika, P., & Rahadhini, M. D. (2025). Pengaruh Digital Marketing dan Brand Image terhadap Keputusan Pembelian dengan Trust sebagai Variabel Moderasi pada Produk Brownies Cinta si Karanganyar. Jur...
	Yi, L., Khan, M. S., & Safeer, A. A. (2022). Firm innovation activities and consumer brand loyalty: A path to business sustainability in Asia. Frontiers in Psychology, 13, 942048–942048. https://doi.org/10.3389/fpsyg.2022.942048
	Yuwana, S. M., & Brahmayanti, I. A. S. (2025). Pengaruh brand image, kepercayaan konsumen, dan testimoni pelanggan terhadap keputusan pembelian melalui minat beli pada e-commerce Shopee di Kota Surabaya. GEMAH RIPAH: Jurnal Bisnis, 5(4), 360–372. http...

