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Abstract: Consumer satisfaction and purchasing decisions made by consum-
ers have always been a concern of marketers, taking into account these two
aspects can encourage businesses to develop. Digital marketing is one of the
factors that can shape consumer satisfaction and purchase decisions. For this
reason, this study aims to prove whether there is an influence between digital
marketing on purchasing decisions and consumer satisfaction, the influence of
purchasing decisions on consumer satisfaction, and to prove whether purchas-
ing decisions can mediate the relationship between digital marketing and cus-
tomer satisfaction. This study, using Structural Equation Modeling (SEM) Par-
tial Least Squares (PLS) analysis to test the hypothesis. This study also using
a non-probability sampling method through a judgmental sampling technique.
The minimum number of samples in using SEM is 100-200 samples, and this
study uses a sample of 100 respondents. The results of the study show that
digital marketing influences purchasing decisions and also influences con-
sumer satisfaction. Other findings show that purchasing decisions have a pos-
itive effect on consumer satisfaction. The research findings also show that pur-
chasing decisions can positively mediate the relationship between digital mar-
keting and consumer satisfaction. The findings of this study have practical im-
plications especially transformations in digital-based marketing strategies. The
use of various digital marketing strategies such as email marketing, search en-
gine optimization, search engine marketing, content marketing, social media
marketing, etc., can help companies or marketers to increase consumer deci-
sions in making purchases which at the last can build their satisfaction.
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INTRODUCTION

Over the past few years, digitization has be-
come one of the strategies implemented by most
companies. It has also revolutionized many areas
such as marketing, consumer, industry, E-Comm-
erce, Mobile Devices, Smart Products, Internet of
Things, and Artificial Intelligence. All fields af-
fected by digitalization are inseparable and inter-
related in the development of digital marketing ef-
fectively. Digital marketing can help companies
assist various activities, institutions, and processes
in creating, delivering, communicating, and ex-
changing value for consumers (Herhausen et al.,
2020; AMA, 2013). Digital Marketing is a medi-
um currently in great demand by the public to sup-
port various activities. Digital marketing commu-
nications and transactions can be used at any time
for free in real-time and can be global. Digital ma-
rketing has become a part of everyday life for peo-
ple worldwide. As of January 2021, there are 4.66
billion internet users worldwide, 59.5% of the glo-
bal population (Statista, 2021). In addition, data
shows that internet users in Indonesia are increas-
ing. Based on data from the 2021 Susenas Survey
conducted by BPS, 62.10 percent of Indonesia's
population will have access to the internet in 2021.
The high use of the internet also reflects a climate
of information openness and public acceptance of
technological developments and changes toward
an information society. Indonesia's high number
of internet users cannot be separated from the rap-
id growth of cellular telephones. In 2021, it is rec-
orded that 90.54 percent of households in Indone-
sia already own/master at least one cellular teleph-
one number. This figure has increased when com-
pared to conditions in 2018, which reached 88.46
percent (BPS, 2021). The situation can open great-
er opportunities for most companies to use digital-
based marketing strategies to achieve predetermi-
ned goals.

Digital marketing has changed how consu-
mers find product information, interact with bran-
ds, and purchase. Today's consumers have easier
access to information, product reviews, and rec-
ommendations through digital platforms (Adam et
al., 2022). In a competitive business world, pur-
chasing decisions and consumer satisfaction are
important factors in maintaining market share and
winning the competition. When marketers under-
stand how digital marketing works, this can influ-

ence consumers to make buying decisions and in-
fluence their satisfaction. Digital marketing can
also encourage companies to optimize the use of
digital platforms to increase interactions and rela-
tionships with their customers (Putri and Marlien,
2022; llyas et al., 2021). Consumer purchasing de-
cisions are defined as purchasing products, servic-
es, or brands consumers prefer. Consumers will go
through several process stages when they want to
make a purchase decision, namely, problem recog-
nition, information search, evaluation of alternati-
ves, purchase decision, and post-purchase behavi-
or (Kotler et al., 2020). Therefore, the main goal
for a company when it wants to encourage consu-
mers to make purchases is to make consumers feel
they need and like the products offered. Consumer
purchase decisions are shaped by their interests,
expectations, values, attitudes, and behaviors. The
use of various digital marketing channels is a way
that will influence consumer behavior, and hence,
their purchasing decisions can be inspired (Son-
waney and Chincholkar, 2019). Online advertis-
ing, e-mail marketing, websites, and social media
are some digital marketing factors influencing con-
sumer purchase decisions. For example, a market-
er can send and communicate information easily,
quickly, and inexpensively to consumers using
this method or instrument. Of course, the informa-
tion provided aims to encourage consumers' sense
of need, make it easier for consumers to find the
information they need, make it easier for consum-
ers to evaluate the goods owned by the company,
and encourage good responses from the consum-
ers in consuming the products offered (Kurdi et
al., 2022).

Consumer satisfaction is a comparison bet-
ween consumer expectations of perceived product
performance. If product performance falls short of
expectations, the customer is dissatisfied. If per-
formance matches expectations, the customer is
satisfied. If performance exceeds expectations, the
customer is satisfied or happy (Kotler et al., 2020).
One indicator for marketers to measure whether
consumers are satisfied can be reflected in various
forms of repurchasing these products and convey-
ing positive word-of-mouth messages to others
(Ahmed, 2021). Satisfying customers includes pr-
oviding appropriate information and schemes, de-
tecting customer problems, and suggesting proper
services and solutions. All of these activities can
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be carried out in a practical way by utilizing digital
marketing (Alwan and Alshurideh, 2022).

Digital marketing strategies are usually fo-
und on social media and marketplaces. Social me-
dia is changing the way customers interact in mar-
keting. Businesses seem to have shifted their mar-
keting strategy to the Internet because of the ease
of access to their target consumers at a low cost.
Social media is informational content created by
people who utilize publishing technology, is high-
ly accessible, and is intended to facilitate commu-
nication, influence, and interaction with other peo-
ple and the general public. One of the fastest-gro-
wing social media in Indonesia is Instagram. Ins-
tagram is an application to share photos and videos
(Haudi et al., 2022). Besides Instagram, Tiktok is
one of the most popular social media. In 2020 in
Indonesia, the social media that is experiencing
rapid development to become a popular culture in
Indonesia is the TikTok application. Now, TikTok
has become a new trend and popular culture in In-
donesia.

Popular culture is a culture that many peo-
ple like and is not tied to a particular social class.
Popular culture is currently having a bigger impact
in the current digital era because easy access to in-
formation has a significant effect on popular cul-
ture in a country (Hasiholan et al., 2020). In addi-
tion to the use of social media, the marketplace is
a place where consumers can carry out buying and
selling activities. A marketplace is a place for buy-
ing and selling that sells goods or services to buy-
ers. Marketplaces are usually in the form of elec-
tronic or online markets. However, the marketpla-
ce concept is different from the Online Store con-
cept. The marketplace can be illustrated as a tradi-
tional market with many people gathered in one
place to buy and sell online. Usually, the market-
place acts as an intermediary for sellers and buyers
through a website that aims to accommodate meet-
ings and carry out legal transactions between sell-
ers and buyers (Dewa and Setyohadi, 2017). Now-
adays, online purchases make it easy for consum-
ers to get the products they want without being
physically present. This activity is also cheaper
and time-saving (Huseynov and Yildirim, 2016).
People can check prices and discounts and shop
anywhere and anytime using only their mobile,
computer, or tablet (Aziz and Wahid, 2018).

The importance of the digital marketing for

companies is shown by the increasing attention of
researchers who research this matter (e.g., Olson
et al., 2021; Shankar et al., 2021; Saura et al.,
2021; Djakasaputra et al., 2021). Previous studies
have identified several objectives of using digital
marketing, such as increasing market share, incre-
asing rates of engagement, increasing sales reve-
nue, reducing costs (e.g., distribution or promotion
costs), achieving brand objectives (such as increa-
sing brand awareness and enhancing brand ima-
ge), increase the reach of promotions in reaching
consumers, achieve Customer Relationship Mana-
gement (CRM) objectives (such as increasing cus-
tomer satisfaction customers, purchase frequency,
or customer reference level) (Djakasaputra et al.,
2021). Even though most researchers have paid at-
tention to the discussion of digital marketing, there
are some shortcomings and weaknesses in previ-
ous research. According to llyas et al. (2021), ma-
ny of the findings were still vague when identify-
ing the subject of the digital marketing, especially
when digital marketing is discussed in different
business areas. In addition, the existing literature
review focused on published research only, thus
neglecting the accelerating emergence of "new"
digital capabilities in managerial practice. It is in-
convenient, especially given the speed with which
digital technology develops and affects business
opportunities (Herhausen et al., 2020). Therefore,
the novelty of research discussing digital market-
ing is necessary every time to return to update
knowledge for readers or academics and compa-
nies that want to apply digital marketing strategy.

The importance of the digital marketing for
companies is shown by the increasing attention of
researchers who research this matter (e.g., Olson
et al., 2021; Shankar et al., 2021; Saura et al.,
2021; Djakasaputra et al., 2021). Previous studies
have identified several purposes for using digital
marketing from various perspectives. The import-
ance of digital marketing for companies is shown
by the increasing attention of researchers who re-
search this matter (e.g., Olson et al., 2021; Shan-
kar et al., 2021; Saura et al., 2021; Djakasaputra et
al., 2021). Even though most researchers have pa-
id attention to the discussion of digital marketing,
there are some shortcomings and weaknesses in
previous research. According to llyas et al. (2021),
many of the findings were still vague when iden-
tifying the subject of digital marketing, especially
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when digital marketing is discussed in different
business areas. In addition, the existing literature
review focused on published research only, thus
neglecting the accelerating emergence of "new"
digital capabilities in managerial practice. This re-
search will also offer a significant contribution.
Approaches involving purchasing decisions as
mediation between digital marketing and consum-
er satisfaction have not been identified. As such,
this research will bring a new understanding of
how digital marketing can influence consumer sat-
isfaction through purchasing decisions. It will pro-
vide unique and innovative added value in the mar-
keting literature. This study aims to analyze the re-
lationship between digital marketing and purchas-
ing decisions, digital marketing on consumer sa-
tisfaction, and how consumer decisions mediate
the influence of digital marketing on consumer sa-
tisfaction. In general, the benefit of research is to
find out whether digital marketing can impact in-
creasing sales, which can be seen from consumer
purchasing decisions, and whether digital market-
ing can create consumer satisfaction when shop-
ping through digital media. This study tries to in-
vestigate the impact of digital marketing on con-
sumer decisions and satisfaction, specifically how
consumer decisions can mediate the relationship
between digital marketing and customer satisfac-
tion. This research can help marketers maximize
the use of digital marketing to maximize various
kinds of marketing strategies that companies will
implement.

LITERATURE REVIEW
Digital Marketing

Digital marketing refers to the use of elec-
tronic media by marketers to promote products or
services to the market to attract customers and en-
able them to interact with companies through digi-
tal media (Yasmin et al., 2015; Mkwizu, 2019).
Media such as the web, e-mail, and wireless media
combined with the digital data govern all digital
marketing activities (Chaffey and Ellis-Chadwick,
2019). Thus, digital marketing effectively increas-
es the range of customer perceptions and buying
behavior. From the definitions above, it is easy to
see that the general point of digital marketing in-
cludes three main factors: Using digital media, ap-
proaching customers digitally, and interacting with
them (Hien and Nhu, 2022). A plan in digital mar-

keting can help define specific digital marketing
goals and develop strategies to ensure that resour-
ces are used to take advantage of the Internet's mar-
keting opportunities and counter its threats. Digi-
tal marketing is focused on how companies and th-
eir brands use their websites and other digital plat-
forms and media such as mobile sites and apps,
search and social media, and e-mail marketing to
interact with their audiences to add value to their
companies, products, services and so on (Chaffey,
2015).

This research will focus on discussing the
four dimensions of digital marketing variables. In-
teractive is a two-way communication relationship
between the company and consumers so that it can
be well received and clear enough. Incentive Pro-
grams are the advantages of promotional programs
carried out by companies so that they can add mo-
re value to the company. Site/web design is an at-
tractive appearance that can add positive value to
the company through the digital marketing media.
Transaction/cost is a promotional technique that
can streamline time and reduce transaction costs.

Purchase Decision

The research that has been done previously
states that purchasing decisions are an individual
or group decision to choose certain goods or servi-
ces offered by a company and prefer these prod-
ucts compared to products offered by competitors.
Both internal and external marketing factors can
influence consumer purchasing decisions. Internal
factors include beliefs, attitudes, knowledge, per-
sonality, perceptions, lifestyle, roles, and status.
On the other hand, external factors include culture,
membership groups, and social class (Hanaysha,
2022). As today's consumers face multiple product
or service offerings and multiple alternatives, ser-
vice providers realize that it is very challenging to
attract and maintain successful relationships with
key customers to ensure their continued growth
and presence in the market (Salem, 2018). Market-
ing practitioners have also noticed that the consu-
mers are becoming more comfortable using Inter-
net channels and social media sites to connect.

For this reason, most service providers crea-
te their pages on social networks to connect with
customers online and develop to search for brands
and what they want (Hutter et al., 2013). When
consumer awareness of a brand and its offerings
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increases, they usually search for more informati-
on about it online, assess the benefits of choosing
that product over other product brands, and then
make a purchase decision (Sharma et al., 2021).
With that in mind, recent technological developm-
ents such as social media, e-mail marketing, mar-
ketplaces, and others can be a powerful approach
to communicating and interacting with customers
virtually at a lower cost. By leveraging social me-
dia networks, companies can increase consumer
engagement and build fast, convenient, and easy
relationships with target markets (Gkikas et al.,
2022; Huang et al., 2019). Through their involve-
ment and experience, customers will also get the
opportunity to influence others and share their opi-
nions through online reviews, comments, and word
of mouth (Liu et al., 2022). It can maximize mar-
keting efforts through digital media that compani-
es can carry out.

Customer Satisfaction

Satisfaction is a comparison between the
expectations a consumer holds and the reality or
reality they get. If the product that consumers ob-
tain is positive beyond what they imagine or ex-
pect, consumers will feel very satisfied, and vice
versa (Kotler et al., 2020). Satisfaction is the con-
sumer's assessment of the goods and services deli-
vered. Consumers' positive experiences motivate
them to repurchase the product. In the marketing
literature, it is the most researched construct. Many
researchers have repeatedly confirmed that com-
panies that can satisfy their customers will retain
them and attract new ones. Quan et al. (2020),
Dash et al. (2021), and Simanjuntak et al. (2020)
have identified that customer satisfaction, custom-
er decisions, and purchase intentions have a positi-
ve correlation. Some studies also show that attract-
ing new customers is more expensive than retain-
ing old ones. Hence, the companies are advised to
spend a lot of resources on service quality and en-
sure that their customers are satisfied with them.
Highly satisfied customers are not price sensitive
and ignore random bad experiences of goods and
services, while they can also spread positive infor-
mation through word-of-mouth.

Customer Attitudes towards Digital Marketing
Individual attitudes are their evaluations,
feelings of emotional attachment, and tendencies

to act toward some objects or ideas. It will change
over time when the individuals approach new con-
cepts about those ideas or objects (Shaouf et al.,
2016). In particular, attitudes towards digital mar-
keting and customer behavior towards digital mar-
keting can be shown through positive or negative
responses of consumers to certain digital market-
ing (Hien and Nhu, 2022). Consumer attitudes to-
ward advertisements are one of the indicators that
influence the effectiveness of advertising because
purchase intentions will increase when attitudes
toward advertisements are more positive (Hameed
et al., 2020). In this study, attitudes toward digital
marketing are considered important variables in
assessing the success of forms of digital marketing
(Hien and Nhu, 2022). The key aspect here is the
perception of the digital-based marketing media,
which can help companies encourage the usage of
digital marketing.

HYPOTHESIS DEVELOPMENT
Digital Marketing and Purchase Decision
Purchasing decisions have several process-
es: problem recognition, information seeking, eva-
luating alternatives, consumer decisions, and post-
purchase evaluation (Kotler and Keller, 2016).
This research will focus on the consumer decision
stage. Of course, a purchase decision to be made
by a consumer is influenced by the stages of the
previous decision-making process. However, a
company or marketer still has the opportunity to
influence consumers who are already at the buying
stage (Iblasi et al., 2016). At this stage, marketers
must provide their products to consumers and en-
sure the buying process is easy and convenient
(Bui et al., 2021). By using digital technology, di-
gital marketing channels such as e-mail market-
ing, SEO, social media, online advertising, mobile
services, etc., can improve the consumer shopping
experience at the purchase stage by making it eas-
ier to order, purchase, and pay for products, there-
by saving money, time, and effort that must be
spent by customers (Al-Azzam and Al- Mizeed,
2021). Therefore, digital marketing can offer vari-
ous benefits and advantages for a company. Ulti-
mately, the various features or tools offered by di-
gital marketing can help consumers purchase the
products because digital marketing directly makes
it easier for them to shop. Therefore, the following
hypothesis is proposed.
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H1: Digital Marketing's positive effect on purcha-
sing decisions.

Digital Marketing and Consumer Satisfaction

Satisfaction is a comparison between expec-
tations and performance based on the Expectations
Disconfirmation Model (Herhausen et al., 2020).
In addition, customer satisfaction is also a series
of positive impressions felt by customers or trends
in customer buying or consumption experiences
from the results of comparisons between customer
expectations and product or service directions (ll-
yas et al., 2021). If the perceived performance of a
product or service is lower or higher than expect-
ed, consumers will automatically form negative or
positive feelings. For example, if the performance
exceeds the expectations, the consumer's tendency
will lead to more positive feelings and customer
satisfaction. Conversely, when performance is lo-
wer than expectations, consumers will have nega-
tive feelings and be dissatisfied with the product
or service they get.

Customer satisfaction is usually obtained
from the online experience and digital transactions
they make. That is because various online experi-
ences and digital transactions are created to make
it easier for a consumer to shop (Alwan and Alshu-
rideh, 2022). With digital marketing, consumers
do not need to pay much to purchase. With digital-
based media, consumers can carry out various pur-
chasing activities at the desired place. Of course,
with convenience like this, consumers do not need
to spend a lot of time reaching the outlet they want
and do not need to spend energy to find and buy
the product they want. It will support and encoura-
ge consumers to perform better than their imagin-
ed expectations. In the end, consumers who have
positive feelings when shopping online will be sa-
tisfied with their product-purchasing activities.
Thus, using digital marketing media is expected to
affect a consumer's satisfaction.

H2: Digital Marketing's positive effect on consu-
mer satisfaction.

Purchase Decision on Consumer Satisfaction
Kotler et al. (2020) stated that purchasing
decisions are the stages of the decision process
where consumers purchase a product. The buying
decision-making process consists of five stages:
need recognition, information search, evaluation

of alternatives, purchase decisions, and post-pur-
chase behavior (Kotler and Keller, 2016). As is
known, consumer satisfaction is a comparison bet-
ween a product's performance and consumer ex-
pectations. If the performance obtained exceeds
expectations, the consumer's tendency will lead to
more positive feelings and form customer satisfac-
tion. Conversely, when performance is lower than
expectations, consumers will have negative feel-
ings and be dissatisfied with the product or service
they get. Therefore, if the purchase made by a con-
sumer is right, the consumer will immediately feel
happy and have a positive perception of the purch-
ase, which will ultimately form satisfaction within
them. If a purchase made by a consumer is deemed
inappropriate, the consumer will feel disappointed
with the purchase and, in the end, form feelings of
inadequacy or dissatisfaction within them.

H3: Purchase decision effect on consumer satis-

faction.

The Mediating Role of Purchasing Decisions
Digital marketing and purchasing decisions
can build consumer satisfaction (Herhausen et al.,
2020; Digdowiseiso and Sari, 2022). Digital mar-
keting is also able to assist consumers in making
decisions to make purchases of a product. When
marketers use digital marketing, this will help con-
sumers to find information and evaluate a brand or
product more easily. It will help consumers make
purchase decisions, especially through digital me-
dia (Koeswandi et al., 2020). In addition, purchas-
ing decisions can help a consumer shape their sat-
isfaction. Satisfaction refers to the quality or state
of the consumer's buying situation and products
that can meet the needs or desires of consumers.
The customer satisfaction is a function of the clo-
seness between customer satisfaction and product
performance (Parlan and Andriani, 2016). There-
fore, when a consumer purchases a brand or prod-
uct that is right and has good performance, the
consumer will feel satisfied with the purchase, and
vice versa. It means that when a marketer carries
out marketing activities through digital media, it
will help the consumers make purchase decisions
(Digdowiseiso and Sari, 2022). Ultimately, when
consumers make the right purchases, this will help
them shape their satisfaction.
H4: Purchase decisions can mediate influence di-
gital marketing on consumer satisfaction.
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Digital

H2 R Consumer

Marketing

Source: Processed Data (2023)

Satisfaction

Purchase
Decision

Figure 1. Research Model

Table 1. Operational Variable

Variables Dimensions

Indicators

Digital Marketing

(Lisani and Indrawati, Interactive

2020; Leisander and

Diah, 2017) Incentive
Site Design
Cost

Purchase Decision

(Hanaysha, 2018)

Customer Satisfaction

(Trivedi and Yadav,
2020)

Digital marketing makes employees easy to communicate with
consumers

Digital marketing assists employees in responding to complaints
Digital marketing Facilitate checking and updating of information
Using digital marketing can provide clear information

Using digital marketing to provide information quickly

Attractive store design

The store design is neatly arranged

The user interface design is easy to use

The design elevates the experience

Cheaper prices than retail stores

Shorten transaction time

Feel good about the decision to buy products from the online
store.

Positively recommend the online store to other parties.
Frequently purchase from the online store.
Intent to purchase again from online store in the future

Satisfied with the decision to purchase from an online market-
place

Feel well regarding the decision to purchase from the same online
marketplace.

Did the right thing by buying from the same online marketplace

The online store took good care during the buying process.

Source: Processed Data (2023)
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METHOD

The research approach used in this study is
the gquantitative method, using the survey method.
This research is associative research judging from
the level of explanation. Associative research is
research to determine causal relationships—the
relationship or influence of the independent varia-
ble (X) on the dependent variable (Y). The popu-
lation in this study is digital media users in Palu
City. Sampling in this study used a non-probabil-
ity sampling method through a judgmental sampl-
ing technique. Judgmental sampling is a sampling
technique with certain considerations. Therefore,
there are certain criteria that researchers consider
relevant to the research topic, na-mely, (1) using
social media and marketplace, (2) having made
purchases on digital media or marketplace. The
minimum number of samples using SEM is 100-
200 (Hair et al., 2014). The data for hypothesis tes-
ting is 100 respondents from an online question-
naire distributed to respondents.

This study uses a measuring tool question-
naire given to respondents who have become the
criteria. The questionnaire measurement scale uses
a Likert scale, namely a scale of 1 - 5, such as stro-
ngly disagree (1) to strongly agree (5) (Santosa,
2018). The research indicators for each variable
are as follows: digital marketing has four items,
adapted from (Lisani and Indrawati, 2020; Leisan-
der and Diah, 2017). The purchase decisions are
measured by four items adapted from Hanaysha,
(2018). Meanwhile, the consumer satisfaction is
measured by four items adapted from Blom et al.,
(2021) and Trivedi and Yadav (2020). The opera-
tional definition table can be seen in table 1. The
study used the Structural Equation Modeling (PLS
-SEM) to test the hypothesis. Because the PLS is
a modeling tool in multivariate analysis (Santosa,
2018).

RESULTS
SEM test using SmartPLS

This study's second statistical analysis tech-
nique is Structural Equation Modeling (SEM) us-
ing SmartPLS. Reporting the results of data analy-
sis will be carried out in two steps (Latan and Gho-
zali, 2012; Santosa, 2018). The first step that needs
to be taken is to evaluate the measurement model
(measurement or outer model), followed by the se-
cond step to evaluate the structural model (structu-

ral or inner model).

Convergent Validity

Convergent validity is a measure that shows
the extent to which an indicator has a positive cor-
relation with other indicators in the same construct
(Santosa, 2018). This convergent validity also as-
sesses Whether the indicators used from a construct
are considered to be able to measure a construct
significantly. Convergent validity can be measured
using the scores loading factor. The limitations
used in this study refer to Hair et al. (2016), with
scores loading factors > 0.50 (Latan and Ghozali,
2012).

The validity results show several indicators
with a loading factor value. The digital marketing
variable for the interactive dimension consists of
3 indicators, X1.1, X1.2, and X1.4, each with a lo-
ading factor value of 0.707, 0.557, and 0.622. The
Incentive dimension consists of 2 indicators, X2.1
and X2.2, with a loading factor value of 0.620
0.537. Site design dimensions consist of 4 indica-
tors X3.1, X3.2, X3.3, and X3.4 with a loading fac-
tor value of 0.584; 0.610; 0.538; 0.637. The Cost
dimension consists of 2 indicators, X4.1 and X4.2,
with a loading factor value of 0.510 and 0.685. The
Purchase Decision variable consists of 4 indicators
Z1, 72, Z3, and Z4 with a loading factor value of
0.749; 0.818; 0.640; 0.587. The customer satisfac-
tion variable consists of 4 indicators Y1, Y2, Y3,
and Y4 with a loading factor value of 0.758; 0.765;
0.666; 0.745. The Explanation shows the values
loading factor of each indicator variable value is
greater than 0.50. It shows that each indicator used
can explain each existing variable, so it is consid-
ered valid to proceed to the next analysis.

Discriminant Validity

Discriminant validity is a measure used to
see whether there is a greater correlation between
indicators of a construct and the construct itself
when compared to indicators of other constructs
(Latan and Ghozali, 2012). Discriminant validity
relates to the principle that measures of different
constructs should not have a high correlation. Dis-
criminant validity testing is done by looking at the
cross-loading value. For discriminant validity to
be met, the indicator cross-loading value on the
variable must have the largest value compared to
other variables.
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The cross-loading results for discriminant
validity show several indicators with cross-loading
values. The digital marketing variable for the inte-
ractive dimension consists of 3 indicators, X1.1,
X1.2, and X1.4, with cross-loading value of 0.707,
0.557, and 0.622. The incentive dimension consis-
ts of 2 indicators, X2.1 and X2.2, with a cross-loa-
ding value of 0.620 0.537. The site design dimen-
sion consists of 4 indicators X3.1, X3.2, X3.3, and
X3.4 with a cross loading value of 0.584; 0.610;
0.538; 0.637. The cost dimension consists of 2 in-
dicators, X4.1 and X4.2, with a cross-loading val-
ue of 0.510 and 0.685. These dimensions' value re-
sults from projections with digital marketing vari-
ables. This value is higher than when these indica-
tors are projected with the other two variables (the
customer satisfaction and purchase decision). The
purchase decision variable consists of 4 indicators
Z1, Z2, Z3, and Z4 with a cross loading value of
0.749; 0.818; 0.640; 0.587. These indicators' value
results from projections with the purchase decisi-
on variable. This value is higher than when these
indicators are projected with the other two varia-
bles (digital marketing and customer satisfaction).
The customer satisfaction variable consists of 4 in-
dicators Y1, Y2, Y3, and Y4 with a cross loading
value of 0.758; 0.765; 0.666; 0.745. The value of
these indicators results from projections with the
customer satisfaction variable, which is higher
than when these indicators are projected with the
other two variables (digital marketing and purcha-
se decisions). The explanation shows that each in-
dicator in the variables of leadership style, decisi-
on-making effectiveness, and budgeting participa-
tion has the largest cross-loading value on the var-
iable itself compared to other variable indicators.
It shows that constructs can predict their construct
indicators better than others. Thus, it can be con-
cluded that each indicator of a construct has a high
correlation with each construct.

Construct Reliability

The reliability test is used to measure the
consistency of a measuring instrument or instrum-
ent in making measurements. In this study, the re-
liability test used in PLS is composite reliability
and Cronbach's alpha. Composite reliability and
Cronbach's alpha are used because they also take
into account the outer loading value of each exist-
ing indicator. A construct is reliable if its composi-

te reliability value is greater than 0.70 and Cron-
bach's alpha is greater than 0.60 (Latan and Ghoz-
ali, 2012).

The results of the reliability test show seve-
ral variables with composite reliability values. The
digital marketing variable shows a composite reli-
ability value of 0.862. The purchase decision vari-
able shows a composite reliability value of 0.795.
The customer satisfaction variable shows a com-
posite reliability value of 0.824. The explanation
shows that each variable has a composite reliabil-
ity value greater than 0.70. Thus, it can be said that
all variables or constructs have good reliability.

Coefficient of Determination R-Square

The coefficient of determination, often re-
ferred to as R-Square, is a value that indicates the
size of the variance of the dependent variable cau-
sed by all independent variables (Santosa, 2018).
The R-Square value is one measure that is often
used to assess structural models in PLS. The R-
Square value ranges from 0 to 1, with a value clos-
er to 1 indicating greater prediction accuracy. This
study uses the R-Square value limit greater than or
equal to 0.25, indicating a high effect.

Table 2. R-Square Value

Variable R Square Adjusted R
Square

Purchase 0,305 0,297

Decision

Customer 0,399 0,386

Satisfaction

Source: Processed Data (2023)

Table 2 above shows the effect of digital
marketing variables on consumer decisions and
satisfaction. The digital marketing variables on the
consumer decisions, the R-Square value of 0.297
indicates that these independent variables have a
low influence on consumer decision variables. So,
29.7% of the consumer decision variables can be
explained by digital marketing variables, while ot-
her variables outside of these variables can explain
the remaining 70.3%. Meanwhile, the digital mar-
keting variable on consumer satisfaction has an R-
Square value of 0.386, indicating that the indepen-
dent variables have a moderate effect on consumer
satisfaction variables. So, 38.6% of the consumer
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satisfaction variable can be explained by the digi-
tal marketing variables, while the other variables
outside of these variables can explain the remain-
ing 61.4%.

Path Coefficient Estimation

Path coefficient estimation is an estimation
of path relationships in the structural model, which
is used to see the significance value of data pro-
cessing results using the bootstrapping procedure.
The significance value of all path estimates will be
used to see the relationship between the variables.
The relationship between variables in the structur-
al model is evaluated based on the calculated t val-

ue, and the hypothesis is accepted when the calcu-
lated t value is greater than the critical value. The
critical values generally used for the two-tailed
test are 1.65 (significance level = 10%), 1.96 (sig-
nificance level = 5%), and 2.57 (significance level
= 1%). Meanwhile, the critical values for the one-
tailed test were 1.28 (significance level = 10%),
1.65 (significance level = 5%), and 2.33 (signifi-
cance level = 1%) (Hair et al., 2016). Because the
relationship between the variables in this study al-
ready has a clear direction, the bootstrapping pro-
cedure uses the one-tailed test at a significance va-
lue of 0.05 and a t-count of 1.65. Here are the boot-
strapping test results:

Table 5. Path Coefficient

Variable Original Sample (O) T Statistic P Value
Digital Marketing — Purchase Decision 0,552 8,381 0,000
Digital Marketing — Customer Satisfaction 0,490 6,254 0,000
Purchase Decision — Customer Satisfaction 0,211 2,375 0,018
Digital Marketing — Purchase Decision — Customer 0,116 2,167 0,031
Satisfaction
Source: Processed Data (2023)
Y1
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. N — 13050 ?
- ::'5.424,___*
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Figure 1. Path Analysis Results
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Hypothesis 1 Test Results

The results of testing the relationship bet-
ween digital marketing and purchasing decisions
show a calculated t value of 8.381, greater than
1.65, with a significance level of p values of 0.000,
less than 0.05. It shows that the relationship bet-
ween digital marketing variables and purchasing
decisions is positive and significant. Thus, it can
be concluded that hypothesis 1 (H1) is accepted.

Hypothesis 2 Test Results

The results of testing the relationship bet-
ween digital marketing and customer satisfaction
show a t value of 6.254, greater than 1.65, with a
significance level of p values of 0.000, less than
0.05. It shows the positive and significant relation-
ship between digital marketing variables and cus-
tomer satisfaction. Thus, it can be concluded that
hypothesis 2 (H2) is accepted.

Hypothesis 3 Test Results

The results of testing the relationship bet-
ween purchasing decisions and customer satisfac-
tion show a t value of 2.375, greater than 1.65,
with a significance level of p values of 0.018, less
than 0.05. It shows the significant relationship bet-
ween purchasing decision variables and customer
satisfaction. Thus, it can be concluded that hypo-
thesis 3 (H3) is accepted.

Hypothesis 4 Test Results

The results of testing the relationship bet-
ween purchasing decisions mediating between di-
gital marketing and customer satisfaction show a t
value of 2.167, which is greater than 1.65, with a
significance level of p values of 0.031, less than
0.05. It shows that purchasing decisions can signi-
ficantly mediate the relationship between the digi-
tal marketing variables and customer satisfaction.
Thus, it can be concluded that hypothesis 4 (H4)
is accepted.

DISCUSSION
Digital Marketing and Purchase Decisions
This study found that digital marketing has
a positive influence on buyer decisions. It indica-
tes that when a marketer designs a digital market-
ing strategy well, focused, and on target, the mar-
keter can optimize the purchasing decisions of the
consumers who previously did not want to buy to

want to buy the products offered as it is known that
purchasing decisions have several stages, namely
problem identification, information search, evalu-
ation of alternatives, purchase decisions, and post-
purchase behavior (Kotler and Keller, 2016). Alt-
hough this research focuses on the fourth stage,
namely purchasing decisions, the information pro-
vided through digital marketing can affect all con-
sumer processes when identifying problems, sear-
ching for information, evaluating alternatives, and
even influencing consumer decisions. It is because
by using digital marketing, the company ensures
that the purchasing process made by consumers
can be carried out comfortably and easily; this can
encourage a consumer to purchase a product (Bui
et al., 2021). Therefore, it can be said that digital
marketing offers a variety of benefits not only for
companies but also for consumers. It is what ma-
kes companies use digital marketing strategies that
can encourage consumers to make the decisions in
purchasing a product. This result aligns with pre-
vious research (Al-Azzam and Al-Mizeed, 2021),
which shows that digital marketing, such as social
media marketing and mobile marketing, has a ma-
jor impact on consumer buying decisions.

Digital Marketing and Consumer Satisfaction

This study found that digital marketing has
a positive influence on consumer satisfaction. It
indicates that when a marketer designs a digital
marketing strategy well, the marketer can create
consumer satisfaction in purchasing. The Custo-
mer satisfaction indicates customer confidence in
the possibility of a service that leads to positive
feelings (Udo et al., 2010). Digital marketing re-
fers to the use of electronic media by marketers to
promote products or services to the market to at-
tract customers and enable them to interact with
companies through digital media (Mkwizu, 2019).
Utilization through digital media aims to minimize
costs that consumers will incur in making a pur-
chase, which will ultimately allow for greater cus-
tomer satisfaction. These results align with previ-
ous research (llyas et al., 2021), which states that
digital marketing can encourage and create custo-
mer satisfaction.

Consumer Decisions on Consumer Satisfaction
This study found that the consumer decisi-
ons have a positive influence on the consumer sat-
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isfaction. It indicates that when consumers make
the right purchases, this will affect their satisfac-
tion and vice versa. When consumers make inap-
propriate purchases, this will affect their dissatis-
faction. The company's goal is to focus on build-
ing customer satisfaction to get big profits. That is
because satisfied consumers can create various po-
sitive influences, such as making repeat purchases,
giving positive word-of-mouth, and being loyal
(El-Adly, 2019; Kalinic et al., 2019). The level of
consumer satisfaction is determined by the size of
the gap between consumer expectations and the
reality received by consumers. In addition, El-
Moussaoui et al. (2022) stated that consumer sat-
isfaction can be defined as an emotional response
to consumer experience.

Broadly speaking, this can be seen as an ev-
aluative assessment of the emotional response to
the consumption experience made by a consumer.
Therefore, when consumers make the right deci-
sions and get positive experiences from these pur-
chases, they will be directly satisfied with their
purchases. These results align with previous rese-
arch Tirtayasa et al. (2021), which showed a posi-
tive and significant effect between purchasing de-
cisions and consumer satisfaction.

The Mediation Role of Purchasing Decisions

This research finds that consumer decisions
can mediate the relationship between digital mar-
keting and consumer satisfaction. It indicates that
when a consumer has been helped by a purchase
he made through media or digital marketing, in the
end, the consumer will feel satisfaction from the
purchase. Media or digital marketing can help the
consumers find the specific problems they face,
the information they want to find, and various cho-
ices and make the decisions quickly and precisely.
Therefore, digital marketing can encourage consu-
mer purchasing decisions (Munandar, 2022). Fur-
thermore, when consumers make the right purcha-
se, this will encourage their satisfaction with the
purchase, service, product, or brand (Tirtayasa et
al., 2021).

IMPLICATIONS

The findings of this study have practical im-
plications that are so important for entrepreneurs,
especially for entrepreneurs who have not yet car-
ried out business transformations using digital me-

dia, especially transformations in the digital-based
marketing strategies. The use of various digital
marketing strategies such as e-mail marketing, se-
arch engine optimization, search engine market-
ing, content marketing, social media marketing,
etc., can help companies or marketers to increase
consumer decisions in making purchases with dig-
ital marketing, the consumers will reduce the ef-
fort they put into carrying out an information se-
arch for a product or making a purchase which will
ultimately form customer satisfaction.

RECOMMENDATIONS

Therefore, in the future, the other research-
ers are advised to identify and even conduct exper-
iments on which digital marketing strategy is most
effective for a business based on the type of busi-
ness. The limitation of this research is that the re-
searcher did not specifically identify which digital
marketing strategy to identify. The researcher can-
not determine which digital marketing strategy is
the most effective. Also, this research is limited to
explaining that digital marketing, in general, can
positively influence companies.

CONCLUSIONS

This study concludes that digital marketing
has a positive effect on purchasing decisions and
consumer satisfaction. It indicates that optimizing
the use of a digital-based marketing strategy will
benefit the company or business because this di-
gital-based marketing strategy will encourage the
consumers to make their purchasing decisions and
their satisfaction when purchasing a product. The
existence of these advantages will certainly have a
positive impact on performance or success of the
company. In addition, this study also found that
purchasing decisions have a positive effect on cus-
tomer satisfaction. Also, purchasing decisions can
mediate the relationship between digital market-
ing and customer satisfaction. That is, marketers
need to identify the factors that can encourage the
consumers to make purchases so that later consu-
mer satisfaction will be formed.
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