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IMPACT OF CONTENT MARKETING, BRAND IMAGE,
AND SOCIAL MEDIA ON BUYING BEHAVIOR
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Abstract: This research aims to investigate the influence of content marketing, brand image, and
social media on purchase intention and purchase decision for Sambal Ning Niniek, a small and
medium-sized enterprise (SME). A quantitative research method was employed, with three inde-
pendent variables, namely content marketing, brand image, and social media, and two dependent
variables, namely purchase intention and purchase decision. A total of 216 respondents were in-
cluded in the study. The analysis involved both outer model and inner model assessments. The
results revealed that content marketing did not have a significant positive impact on purchase
intention. However, brand image and social media demonstrated a positive and significant impact
on purchase intention for sambal Ning Niniek. Furthermore, purchase intention was found to have
a positive and significant effect on purchase decisions at Sambal Ning Niniek. Regarding the influ-
ence on purchasing decisions, content marketing, and brand image were identified as significant
and positive factors for Sambal Ning Niniek. However, social media did not exhibit a significant
positive impact on purchasing decisions.
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INTRODUCTION

Sambal Ning Niniek is an SME which was
established in 2017 as a business entity named
UD by Mrs. Sri Wahyuni or who is familiarly
called by the name Mrs. Niniek which is en-
gaged in Food and Beverage. The idea of fish
floss chilli sauce first emerged in 2000 from the
personal experience of Mrs. Sri Wahyuni as the
founder of the business who disliked fish since
childhood. With the hope that the same thing
did not happen to her children. So, because of
that, Mrs. Sri created a processed recipe from
fish floss chilli sauce which turned out to be
well-received by the market and among house-
wives who bought Sambal Ning Niniek (Niniek,
personal communication, September 20, 2022).

The products owned by Sambal Ning Niniek
focus on processed klotok fish and tuna made
into chilli sauce. Products from Sambal Ning
Niniek consist of sambal klotok, sambal tuna,
sambal klotok floss, sambal tuna floss, bumbu
ireng, sambal cumi, sambal udang, chilli oil, and
Sambal Ning Niniek sambal roa has superior
products in the form of sambal klotok floss and
sambal tuna floss. The products have their own
uniqueness because it is considered more prac-
tical than chilli products in general (Niniek,
personal communication, September 20, 2022).

Sambal klotok floss and sambal tuna floss
can be the hallmark of Sambal Ning Niniek
because most of the chilli sauce is wet but the
products sold by Sambal Ning Niniek have their
own advantages, namely Sambal Ning Niniek
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creates dry chilli sauce products which are
rarely found by chilli sauce fans. The produc-
tion process of Sambal Ning Niniek is carried
out at the home of the owner of this SME itself
which is located at Jalan Siwalankerto Timur
No. 151, Surabaya. One of the marketing ac-
tivities carried out by Sambal Ning Niniek is by
using social media as a means of promoting its
products. The social media owned by Sambal
Ning Niniek are Instagram, Facebook, and
TikTok.

During the pandemic, Sambal Ning Niniek
had experienced a decrease in purchases, al-
though not too significant. Based on informa-
tion from the business owner, Mrs. Niniek, in a
month Sambal Ning Niniek can sell up to 2000–
3000 bottles of chilli sauce production, but
because of the pandemic which occurred, these
sales had decreased to touch the sales figure of
only 100 bottles per month (Niniek, personal
communication, September 20, 2022).

In addition, the engagement rate of social
media owned by Sambal Ning Niniek is still in
a fairly low category as evidenced by the num-
ber of likes and comments from social media
owned by Sambal Ning Niniek. The low en-
gagement rate can be caused by the lack of
interaction between audiences and social media
owners (Mukti, 2020). Through social media,
Sambal Ning Niniek can conduct promotions to
introduce various kinds of products by using
social media official accounts such as Instagram,
Facebook, and Tiktok or using other intermedi-
aries. One type of intermediary which is cur-
rently trending and widely used is an intermedi-
ary through influencers.

An influencer is a famous person who is
considered to have an influence on many people
because influencers are synonymous with hav-
ing many followers and representing the online
community (Shadrina & Sulistyanto, 2022). The

influencer will usually create content by review-
ing or posting a product through various social
media platforms of which they have. The re-
views and posts turn out to be able to attract
attention to potential customers and foster buy-
ing interest. The influencer makes themself a
content marketer by creating content which can
attract the right audience, then encourages them
to become customers (Huda, Karsudjono, &
Darmawan, 2021).

Content Marketing can also attract cus-
tomer attention by creating an engagement be-
tween customers. What distinguishes Content
Marketing from other things is that promo-
tional advertisements only contain the promo-
tion of a product. Content Marketing is used to
promote a brand by distributing content which
is useful for many people (Huda, Karsudjono,
& Darmawan, 2021). However, based on the
facts which have occurred in the field, Sambal
Ning Niniek has not carried out several stages
of distribution, planning, and creating content
in a structured manner, this is only content
which can be created at any time so not every-
day Sambal Ning Niniek can create content.
Content Marketing can also be defined as a
marketing strategy in creating and disseminat-
ing valuable, relevant, and consistent content to
attract the attention of the intended audience as
target consumers to buy their products (Shadrina
& Sulistyanto, 2022). With the intermediary of
the influencer as Content Marketing who intro-
duces Sambal Ning Niniek products by making
product review videos telling online citizens
about the taste, uniqueness of Sambal Ning
Niniek, price, attractive packaging, and show-
ing how to buy through social media platforms
and e-commerce owned by Sambal Ning Niniek.
So that the impact of Sambal Ning Niniek’s
product introduction can increase sales turn-
over.
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Marketing which occurs at Sambal Ning
Niniek is generally done directly through social
media. However, it should be noted that the
facts in the field show that not all of Sambal
Ning Niniek products sold in the market and
social media can be sold every day. Therefore,
it is necessary to have an advantage related to
the product packaging technique produced from
Sambal Ning Niniek so that the product is
superior in quality compared to other chilli
products on the market. An attractive packag-
ing display is needed to support the marketing
of Sambal Ning Niniek products which are
durable and packaged with an attractive appear-
ance so that they can be marketed in all regions
in Indonesia. When the competition is increas-
ingly competitive, the solution to solving the
problem is to strengthen the label which is
useful for defending a product from competi-
tors, namely by creating a superior Brand Image
for Sambal Ning Niniek products. Forming a
Brand Image is an effort to create an emotional
connection between customers and product
brands and to differentiate themselves from
competitors. By having a positive Brand Image,
it is easier to create a strong first impression on
buyers (Aeni & Ekhsan, 2020).

Brand Image an interpretation of the brand
which reflects consumers’ memories of the as-
sociations associated with the brand. One way
to gain a competitive advantage in influencing
consumer purchasing decisions is to create a
positive Brand Image in the eyes of buyers and
customers (Abi, 2020). The presence of a brand
which has built a positive image in the hearts of
consumers can have a significant influence on a
person’s purchasing decisions. Brand Image
could influence a person in choosing a place to
make a purchase, because before making these
decisions, consumers usually carefully consider
the brands they like or favor. Therefore, the
existence of Brand Image is very influential to
make consumers have an interest in purchasing
and making purchasing decisions for Sambal
Ning Niniek products.

Marketing techniques using social media
or social media marketing are techniques or
strategies in the marketing process which use
social media as a means to promote products or
services more specifically (Rahadi & Zainal,
2016). Based on the data obtained from Hoot-
suite (we are social) website, it explains that the
most widely used social media platform in Indo-
nesia as of February 2022 was Whatsapp with

Figure 1 Most Used Social Media Platforms February 2022
Source: We Are Social (Riyanto, 2022)
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users totaling 87.7% of the total population in
Indonesia, then Instagram with users totaling
8.% of the total population in Indonesia, then
Facebook with users totaling 85.5% of the total
population in Indonesia and TikTok with users
totaling 38.7% of the total population in Indo-
nesia (see Figure 1). The data is in line with the
number of social media users which increases
every year, this can be seen from the number of
active social media users which increased in
2022 to 191 million people, an increase of

12.6% from the previous year, which was 170
million people (see Figure 2).

With the large number of active social
media users in Indonesia, this can be seen from
the amount of time intensity of the average
number of users aged 16-64 years in using
social media in February 2022 from the device,
which amounted to 3 hours 17 minutes (see
Figure 3). With the large number of users who
are active in social media and the average time
of using existing social media, it can be the

Figure 2 Number of Active Social Media Users in Indonesia 2014-2022
Source: DataIndonesia.id (Mahdi, 2022)

Figure 3 Daily Time Spent with Media in February 2022
Source: We Are Social (Riyanto, 2022)
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which is Sambal Ning Niniek’s Instagram (see
Figure 4).

Based on the picture above, it shows that
Sambal Ning Niniek has Instagram with 11.8k
followers, this shows that Instagram can have
an impact which can increase promotion. Sambal
Ning Niniek’s Instagram has several contents
such reviews from several influencers in the
form of videos, the benefits of Sambal Ning
Niniek products in the form of images, recipes
for making processed foods combined with
Sambal Ning Niniek products in the forms of
videos.

The existence of factors of purchasing in-
terest carried out by potential consumers of
Sambal Ning Niniek has a positive impact on
sales, namely the occurrence of purchasing de-
cisions. Purchase interest is the stage of the
respondent’s tendency to act before the buying

right opportunity for businesses to promote and
expand their market reach.

The existence of social media has many
benefits for business people. The benefits which
can be felt by business owners who use social
media are that it provides a very effective com-
munication space, can increase market share,
and can be used to help make business deci-
sions.

The existence of social media is also able
to expand new marketing space for micro-
business actors to develop their business
(Rafitrandi & Fadhil, 2018). However, the fact
is that on Sambal Ning Niniek social media,
there are still many people who do not know it,
not only that, the number of followers, the
number of likes, and comments is very unbal-
anced. This requires better strategies and inno-
vations in marketing on social media, one of

Figure 4 Instagram Promotion Conducted by Sambal Ning Niniek
Source: Sambal Ning Niniek’s Instagram
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decision occurs and is carried out (Al’asqolaini
& Musthofa, 2020). Through the purchase in-
terest, which is built, it is hoped that after
consumers have an interest in purchasing a
product, consumers can enter the stage of mak-
ing purchasing decisions (Bisma & Pramudita,
2020). Purchase interest is described as one of
the stages of making purchase decisions. Con-
sumers who do not decide to make a purchase
will enter one of the stages as a decision not to
make a purchase or change to consumer buying
interest (Bisma & Pramudita, 2020).

Literature Review

The theory of customer behaviour is rooted
in a complex web of psychological, sociocul-
tural, and economic influences that dictate con-
sumer purchasing decisions. Various scholars
have articulated that these decisions are often a
delicate balance between personal preferences
and social influences, with the latter having a
substantial impact on the individual’s buying
choices (Solomon, 2014). Furthermore, the eco-
nomic conditions and market trends play a vital
role in shaping consumer perceptions and atti-
tudes towards products and services (Kotler &
Keller, 2016). As the digital landscape contin-
ues to evolve, understanding the intricate nu-
ances of customer behavior becomes increas-
ingly pivotal in crafting marketing strategies
that resonate with the target audience, thus
fostering a more personalized and engaging
consumer experience (Lamberton & Stephen,
2016).

Purchase interest is an individual’s inten-
tion to purchase a product or service. So, it can
be concluded that the higher the purchase inter-
est, the stronger the consumer’s determination
to make a purchase decision purchase intention
to buy a product. Purchase interest is a

consumer’s desire to buy a product which comes
from external factors of the product. When
consumers already have a positive purchase
interest, it can form a positive brand commit-
ment which encourages consumers to act on
actual purchasing decisions. Purchase interest
will arise after receiving stimulation from some-
thing of which consumers see. Purchase interest
is an impulse that arises from a person’s per-
sonality to buy goods which aim to fulfil needs
(Novagusda, 2019).

Based on the results of research from Meli,
Arifin, & Sari (2022), this study aims to explain
the effect of buying interest on purchasing de-
cisions using the Genusian Card. The type of
data collected used quantitative data using a
questionnaire method with a sample of 100
respondents and was analyzed using simple re-
gression analysis. The results of this analysis
show that the purchase interest variable has no
direct and insignificant effect on the purchasing
decision variable.

The occurrence of purchase interest is an
action before the consumer makes a purchase
decision on the Sambal Ning Niniek product.
Purchasing decision is a decision made because
of the interest felt by someone in a product,
and wants to buy, try, use, or own the product.
In the decision to buy goods, consumers often
have more than two parties involved in the
exchange or purchase process (Marlius, 2017).
According to Kotler (2010), purchasing deci-
sions are steps taken by consumers to decide
whether to buy or not buy a product. When
making purchasing decisions, consumers always
consider factors such as quality, price, and prod-
uct compatibility with their need’s ton ensure
they do not feel disappointed after buying the
product. Consumers will choose products which
can meet their needs, but the product selection
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and decision-making process will be influenced
by their perceptions of the many brands avail-
able (Ramadayanti, 2019). In general, consum-
ers tend to buy brands of which they like, but
there are two factors which can influence pur-
chasing decisions. The first factor is the influ-
ence of other people’s attitudes. Other people’s
opinions and recommendations can influence
consumer purchasing decisions. The second fac-
tor is unexpected situations. Purchasing deci-
sions can be influenced by factors such as
urgency, promotion or special offers, or sudden
changes in needs (Wandanaya, 2012).

This study discusses how the influence of
Content Marketing, Brand Image, and social
media on purchase interest and purchase deci-
sions at Sambal Ning Niniek. This research is
important so that all SMEs in Indonesia, espe-
cially in East Java, one example is Sambal Ning
Niniek, can find out what factors are most
important in influencing consumer purchasing
decisions which can affect sales turnover at
Sambal Ning Niniek, so that Sambal Ning Niniek
develops and maintains its existence in food
SMEs in Indonesia.

METHOD

The approach in this research uses a quan-
titative approach. Quantitative approach is a
research based on the philosophy of positivism
which is used in examining certain samples.
According to Kuncoro (2017), in creating a
research design, researchers need to consider
several points of view of the research to be
carried out. The population in this study were
consumers of Sambal Ning Niniek products. In
the last month where the number reached 470
buyers. Determination of the sample with an
explanation of the slovin formula can be seen

that the results of the calculation of the sample
size obtained a number n of 216 respondents.
The criteria for respondents used in this study
are as follows: (1) Chili sauce buyers in the last
month, because in the last month (February)
sales experienced a decline in sales; (2) Sambal
Ning Niniek repeater buyers who have bought
two times. Because in the implementation of
purchase interest and purchasing decisions, at
least two transactions have been made so that it
is classified as a purchase decision.

Based on the results of the respondents, it
shows that there is a measurement of the char-
acteristics of the respondents. These measure-
ments include measurements of age, gender,
highest level of education and profession. The
following is an explanation of the results of the
respondents’ characteristics.

This research used data analysis method
using SmartPLS software. This research hy-
pothesis testing was carried out using a Struc-
tural Equation Model (SEM) approach based
on Partial Square (PLS). There are two stages in
the PLS test analysis, namely the measurement
model testing (outer model) and the structural
model testing (inner model).

RESULTS

Outer Model

In this study, the presentation of the data
studied and also the calculations on the hypoth-
esis testing proposed by the researchers used
data analysis in the form of Partial Least Square
Analysis (PLS) (Figure 5).

Construct Validity Test

The construct validity test is a tool to find
out the size of the research indicators, whether
they are in accordance with what should be or
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not. The construct validity test conducted by
researchers pays attention to the value of con-
vergent validity and discriminant validity.
1. Convergent Validity

Convergent validity is used as a measuring
tool for the size of the correlation between
indicators and latent variables known from

the loading factor value and average variance
extracted (AVE).
a. Loading factor value

Convergent validity can be seen from the
loading factor results. The following are
the results of the loading factor in this
study (Table 1).

Figure 5 SmartPls Results

Table 1 Loading Factor Value

Content Marketing Brand Image Media Sosial 
Minat 

Pembelian 
Keputusan 
Pembelian 

X1.1 0,814 
    

X1.2 0,918 
    

X1.3 0,935     
X1.4 0,919 

    
X1.5 0,910 

    
X1.6 0,881 

    
X2.1 

 
0,891 

   
X2.2 

 
0,887 

   
X2.3 

 
0,918 

   
X3.1 

  
0,894 

  
X3.2 

  
0,940 

  
X3.3 

  
0,860 

  
Y1.1    0,852  
Y1.2 

   
0,930 

 
Y1.3 

   
0,937 

 
Y1.4 

   
0,925 

 
Y2.1 

    
0,809 

Y2.2 
    

0,892 
Y2.3 

    
0,873 

Y2.4 
    

0,881 
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Content 

Marketing 
Brand 
Image 

Media 
Social 

Purchase 
Interest 

Purchase 
Decision 

X1.1 0,814 0,444 0,630 0,558 0,696 
X1.2 0,918 0,629 0,718 0,650 0,877 
X1.3 0,935 0,677 0,741 0,689 0,860 
X1.4 0,919 0,683 0,680 0,602 0,836 
X1.5 0,910 0,724 0,767 0,684 0,865 
X1.6 0,881 0,790 0,688 0,636 0,897 
X2.1 0,545 0,891 0,561 0,552 0,668 
X2.2 0,674 0,887 0,644 0,590 0,735 
X2.3 0,753 0,918 0,693 0,681 0,878 
X3.1 0,694 0,714 0,894 0,751 0,762 
X3.2 0,749 0,708 0,940 0,716 0,779 
X3.3 0,676 0,468 0,860 0,640 0,653 
Y1.1 0,561 0,649 0,668 0,852 0,683 
Y1.2 0,689 0,578 0,762 0,930 0,755 
Y1.3 0,696 0,596 0,740 0,937 0,759 
Y1.4 0,643 0,668 0,685 0,925 0,764 
Y2.1 0,690 0,623 0,738 0,884 0,809 
Y2.2 0,875 0,788 0,680 0,624 0,892 
Y2.3 0,913 0,625 0,709 0,639 0,873 
Y2.4 0,756 0,912 0,702 0,685 0,881 

The table of research results above shows
that each indicator of this study variable
has a loading factor result which is higher
0.70. This means that the indicators of
each variable have met convergent valid-
ity, because they have a loading factor
higher than 0.70.

b. Average Variance Extracted (AVE) Value
Convergent validity can be seen from the
average variance extracted (AVE) results.
The following are the AVE results in this
study (Table 2).
The study conducted by the researcher
obtained the AVE results for each con-

struct at a number higher than 0.5. This
means that there is no problem with the
convergent validity of the model being
tested.

2. Discriminant validity
Discriminant validity can be determined
through the cross loading value and correla-
tion between latent constructs.
a. Cross Loading Value

The following researchers present the value
of discriminant validity by paying atten-
tion to the cross loading value (Table 3).
The table above shows that the loading
results for each indicator on its construct

Table 2 Average Varience Extracted (AVE) Value

Variabel Average Variance Extracted (AVE) 
Content Marketing 0,805 
Brand Image 0,808 
Media Sosial 0,808 
Minat Pembelian  0,831 
Keputusan Pembelian 0,747 

Table 3 Cross Loading Value
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have a higher number than the cross load-
ing results. This means that each con-
struct or latent variable has good discri-
minant validity. This can be seen from the
construct indicator which has a higher
number than the indicators in other blocks.

b. Correlation Between Latent Constructs
The correlation between latent constructs
will be categorized as valid if each vari-
able has a value between latent variables
smaller than the square root value of AVE
with the recommended AVE value being
higher than 0.50. The following research-
ers present the value of discriminant va-
lidity by paying attention to the correla-
tion between latent constructs (Table 4).
The table above shows that the Average
Variance Extracted (AVE) results can be
said to be valid. Because the variable with
its indicator has a higher value than with
other indicators. This means that each
variable and indicator used has fulfilled
the results of the correlation between
valid latent constructs.

Reliability Test

In PLS, the reliability test stage is carried
out by looking at the composite reliability value.
The following are the results of the reliability
test (Table 5).

Based on the table above, it shows that the
results of the composite reliability of this study
can be said reliable because the composite reli-
ability value of each variable is higher than
0.70. In addition, the table shows that the
Cronbach’s alpha value for each construct has
a value of more than 0.70. This means that each
variable in the study that the researchers con-
ducted has positive reliability.

Inner Model

Inner model is a structural model which is
used to determine the relationship between la-
tent variables (variables which cannot be mea-
sured directly). In this study, inner model was
carried out through the test of the coefficient of
determination or goodness (R2) and hypothesis
testing.

Table 4 Correlation Value between Latent Constructs

 
Brand 
Image 

Content 
Marketing 

Purchase 
Decision 

Media 
Social 

Purchase 
Interest 

Brand Image 0,899 
    

Content Marketing 0,740 0,897 
   

Purchase Decision 0,855 0,938 0,864 
  

Media Social 0,709 0,787 0,817 0,899 
 

Purchase Interest 0,682 0,712 0,813 0,784 0,912 

Table 5 Reliability Test Results

Variable Cronbach's 
Alpha 

Rho_A Composite 
Reliability 

Average 
Variance 

Extracted (AVE) 
Content Marketing 0,951 0,955 0,961 0,805 
Brand Image 0,882 0,896 0,927 0,808 
Media Social 0,881 0,888 0,927 0,808 
Purchase Interest 0,932 0,934 0,952 0,831 
Purchase Decision 0,887 0,890 0,922 0,747 
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Coefficient of Determination or Goodness (R2)

The results of R2 are used to determine
the size of the influence of the independent
variable on the dependent. The range of R2
values is 0-1, with the criteria of which the
number closer to 1 is a better number. In
marketing research, the results of R2 which are
at more than 0.75 are considered strong, 0.50-
0.75 are considered moderate, and 0.25-0.50
are considered weak. The following are the
results of the R2 test (Table 6).

Based on the table above, it can be seen
that the R2 value of the purchasing decision
variable is 0.956 which means the purchasing
decision variable can be explained by Content
Marketing, Brand Image, and social media by
95.6%, while the remaining 4.4% is explained
by other variables outside this research model.
The R2 value of the purchase interest variable
is 0.654 which means that the purchase interest

variable can be explained by Content Market-
ing, Brand Image, and social media by 65.4%,
while the remaining 34.6% is explained by other
variables outside this research model.

Hypothesis Test

Hypothesis testing in the study conducted
by researchers is to pay attention to the T-statis-
tic value obtained from the bootstrapping results
which is then calculated with the degree of free-
dom results, which then results in a P-value (sig-
nificant value) (Figure 6). The following are the
results of the hypothesis test (Table 7).
1. First Hypothesis (The Effect of Content

Marketing on Purchase Intention)
From the results of the hypothesis testing
above, Content Marketing has no effect on
Purchase Interest, this can be seen in the p
values which are 0.074 > 0.05 so that H0 is
accepted and Ha is rejected. This means that

Table 6 R2 Test Results

  R Square R Square Adjusted 
Purchase Interest  0,654 0,649 
Purchase Decision 0,956 0,955 

Figure 6 Output Boostraping Results
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the better the Content Marketing, it does
not necessarily affect an interest in the pur-
chase interest given and vice versa. So, it can
be concluded that the first hypothesis of this
study which reads Content Marketing has a
significant effect on Purchase Intention is
not fulfilled and is not proven true.

2. Second Hypothesis (The Effect of Brand
Image on Purchase Intention)
From the results of the hypothesis testing
above, Brand Image has an effect on Purchase
Intention, this can be seen in the p values which
are 0.002 < 0.05 so that H0 is rejected and
Ha is accepted. This means that the better the
Brand Image, the better the Purchase Interest
is. So, it can be concluded that the second hy-
pothesis of this study which reads Brand Im-
age has a significant effect on Purchase Inten-
tion is fulfilled and proven correct.

3. Third Hypothesis (The Effect of Social Me-
dia on Purchase Intention)
From the results of the hypothesis testing
above, Social Media has an effect on Pur-
chase Interest, this can be seen in the p
values which are 0.000 < 0.05 so that H0 is
rejected and Ha is accepted. This means that
the better the Social Media, the higher the
Purchase Interest is and vice versa. So, it can
be concluded that the third hypothesis of

this study which reads Social Media has a
significant effect on Purchase Intention is
fulfilled and proven correct.

4. Fourth Hypothesis (The Effect of Content
Marketing on Purchasing Decisions)
From the results of the hypothesis testing
above, Content Marketing has an effect on
Purchasing Decisions, this can be seen in the
p values of 0.000 < 0.05, so H0 is rejected
and Ha is accepted. This means that the
better the Content Marketing, the better the
Purchasing Decision is. So, it can be con-
cluded that the fourth hypothesis of this
study which reads Content Marketing has a
significant effect on Purchasing Decisions is
fulfilled and proven correct.

5. Fifth Hypothesis (The Effect of Brand Image
on Purchasing Decisions)
From the results of the hypothesis testing
above, Brand Image has an effect on Pur-
chasing Decisions, this can be seen in the p
values which are 0.000 < 0.05 so that H0 is
rejected and Ha is accepted. This means that
the better the Brand Image, then of course it
can determine the Purchasing Decision. So,
it can be concluded that the fifth hypothesis
of this study which reads Brand Image has a
significant effect on Purchasing Decisions is
fulfilled and proven correct.

Table 7 Direct Hypothesis Test Results

Variable 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

Content Marketing -> Purchase Interest 0,156 0,155 0,087 1,789 0,074 
Brand Image -> Purchase Interest 0,196 0,197 0,063 3,115 0,002 
Media Social -> Purchase Interest 0,522 0,521 0,072 7,209 0,000 
Content Marketing -> Purchase Decision 0,586 0,588 0,028 21,009 0,000 
Brand Image -> Purchase Decision 0,288 0,287 0,028 10,344 0,000 
Media Social -> Purchase Decision -0,012 -0,011 0,034 0,360 0,719 
Purchase Interest -> Purchase Decision 0,208 0,207 0,032 6,575 0,000 
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6. Sixth Hypothesis (The Effect of Social Me-
dia on Purchasing Decisions)
From the results of the hypothesis test above,
Social Media has no effect on Purchasing
Decisions, this can be seen in the p values
which are 0.719 > 0.05 so that H0 is re-
jected and Ha is accepted. This means that
the better the existence of Social Media, the
higher the Purchasing Decision is and vice
versa. So, it can be concluded that the sixth
hypothesis of this study which reads Social
Media has no significant effect on Purchas-
ing Decisions is not fulfilled and is not proven
correct.

7. Seventh Hypothesis (The Effect of Purchase
Interest on Purchasing Decisions)
From the results of the hypothesis testing
above, Purchase Interest has a positive effect
on Purchasing Decisions, this can be seen in
the p values which are 0.000 < 0.05 so that
H0 is rejected and Ha is accepted. This
means that the better the Purchase Interest,
the higher the Purchase Decision given is
and vice versa. So, it can be concluded that
the fourth hypothesis of this study which
reads Purchase Interest has a significant ef-
fect on Purchasing Decisions is fulfilled and
proven to be true.

DISCUSSION

The following is the data for Sambal Ning
Niniek respondents based on the gender.

Based on Table 8, it shows that the respon-
dents who answered the questionnaire the most
based on gender were 17 men and the rest were
199 women, the percentage rate for men was
8%, while for women it was 92% because most
of the Sambal Ning Niniek buyers are women
and few of men are interested in Sambal Ning
Niniek.

The following is sample data based on the
age of respondents who have filled out the
questionnaire on Sambal Ning Niniek.

Based on the table above, it shows that
the respondents who answered the question-
naire the most were aged 20-30 years with a
total of 108 respondents with a percentage level
of 50% due to interest in Sambal Ning Niniek
among young people, especially chili sauce lov-
ers aged 20 to 30 years. Meanwhile, the re-
spondents who answered the questionnaire the
least were over 40 years old with a total of 44
respondents with a percentage rate of 19%
because respondents that aged 40 years and
over did not really like Sambal Ning Niniek
because on average Sambal Ning Niniek prod-
ucts have a spicy taste. The following is educa-

Table 8 Gender

No. Gender Total Percentage 
1 Men 17 8% 
2 Woman 199 92% 

No. Age Total Percentage 
1 20–30 years 108 50% 
2 31–40 years 66 31% 
3 >41 years 44 19% 

Table 9 Age
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tion data of respondents based on the highest
level of education.

Based on the table above, it shows that the
respondents who answered the questionnaire
the most in terms of their last education were
high school graduates with 190 respondents or
88% percent because the average number of
people interested in Sambal Ning Niniek were
housewives who had at least a high school
graduates. For Bachelor Degree respondent,
there were 26 respondents with a percentage of
12% because buyers in this group also liked
Sambal Ning Niniek products, but there were
still more buyers among housewives who had at
least a high school education.

Data Respondents based on the Employment

Based on the Table 11, it shows that the
respondents who made the most purchases were
housewife that have 136 respondents with a
percentage of 63%. Meanwhile, the lowest were
among those who worked in other agencies
such as (BUMN, civil servants, teachers, trad-
ers and students) that have 30 respondents with
a percentage of 14%. This is because housewife
respondents prefer Sambal Ning Niniek prod-
ucts because they are practical and safe for
consumption by their husbands and children.

Content Marketing on Purchasing Interest in
Sambal Ning Niniek

Based on the analysis which has been car-
ried out by researchers, it was found that does
not have an influence on purchase intention.
From these findings, it can be concluded that
the Content Marketing efforts made by Sambal
Ning Niniek have not succeeded in generating
purchase interest. Therefore, it can be assumed
that the Content Marketing implemented by
Sambal Ning Niniek has not provided a signifi-
cant increase in purchase intention.

The facts in the field show that the Con-
tent Marketing presented by Sambal Ning
Niniek lacks more interest so that new consum-
ers who see the Content Marketing have not
resulted in purchase interest and have not re-
ceived an increase in sales. Content marketing
is generally considered an effective tool for
influencing customer purchase interest. A con-
tent marketing strategy involves creating and
disseminating content which is informative, in-
teresting, or entertaining to the target audience.

Based on the results of the study, it shows
that Content Marketing has no effect on buying
interest, this is in line with research from Hardi-
yanah & Hidayati (2012) with the results of
this study stating that: (1) Content Marketing
has no significant effect on buying interest, (2)

Table 10 Education

No. Education Total Percentage 
1 Bachelor’s degree 26 12% 
2 High School Graduate 190 88% 

Table 11 Employment

No. Employment Total Respondent Percentage 
1 Housewife 136 63% 
2 Private Employer 50 23% 
3 Others 30 14% 
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sales promotion has a positive and significant
effect on buying interest, (3) personal selling
has no significant effect on buying interest, (4)
Brand Image has a positive and significant ef-
fect on purchase intention, (5) Content Mar-
keting, sales promotion, personal selling, and
Brand Image simultaneously affect buying inter-
est.

Brand Image Affects the Purchase Interest in
Sambal Ning Niniek

Based on the results of the analysis con-
ducted by researchers, it was found that Brand
Image has a positive and significant impact on
purchasing interest in Sambal Ning Niniek. From
these findings, it can be concluded that the
Brand Image owned by Sambal Ning Niniek has
succeeded in influencing purchase intention.
Therefore, it can be assumed that the Brand
Image of Sambal Ning Niniek provides a signifi-
cant increase in purchase intention.

Based on the results of the study, it shows
that Brand Image has an influence on buying
interest, this is in line with previous research
from Halim & Darasta (2023). The results
showed that Brand Image has a significant posi-
tive effect on consumer buying interest in pur-
chasing Lion Air flight tickets as a Low Cost
Carrier. Brand image affects consumer buying
interest by 33.1% and the remaining 66.9% is
influenced by other factors.

Social Media on Purchasing Interest in Sambal
Ning Niniek

Based on the results of the analysis con-
ducted by researchers, it was found that social
media has a positive and significant impact on
purchasing interest in Sambal Ning Niniek. From
these findings, it can be concluded that the use

of social media by Sambal Ning Niniek has
succeeded in increasing purchasing interest.
Therefore, it can be assumed that the social
media used by Sambal Ning Niniek provides a
significant increase in purchase intention.

Based on the results of this study, it shows
that social media has an influence on purchas-
ing interest, this is in line with research from
Adenia (2019). The purpose of this study was
to determine the effect of Instagram social
media on consumer buying interest. The results
showed that Instagram social media has a posi-
tive and significant effect on consumer buying
interest, indicated by the calculated t coeffi-
cient value of Instagram social media with T
table with a value of (4.298 > 0.05). And the
amount of influence obtained from the coeffi-
cient of determination of 0.631 is equal to
63.1%. This value indicates that 63.1% of con-
sumer buying interest is influenced by Instagram
social media while the remaining 36.9% is influ-
enced by other factors.

Purchase Interest in Purchasing Decisions at
Sambal Ning Niniek

Based on the results of the analysis con-
ducted by researchers, it was found that pur-
chase interest has a positive and significant
impact on purchasing decisions at Sambal Ning
Niniek. From these findings, it can be con-
cluded that purchasing interest in Sambal Ning
Niniek succeeded in increasing purchasing deci-
sions. Therefore, it can be assumed that pur-
chasing interest in Sambal Ning Niniek pro-
vides a significant increase in purchasing deci-
sions.

Based on the results of the study, it shows
that purchase interest has an influence on pur-
chasing decisions, this is in line with research
from Purwati & Cahyanti (2022). The research
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population was Scarlett consumers whose total
was not known with certainty. Sampling using
purposive sampling technique and obtained 73
samples. The data analysis technique used path
analysis. The results showed that brand ambas-
sadors had no effect on purchase intention.
Brand Image has a positive and significant influ-
ence on purchase intention.

Purchase interest has a positive and signifi-
cant effect on purchasing decisions. Brand am-
bassadors have a positive and significant effect
on purchasing decisions. Brand Image has no
effect and is significant on purchasing deci-
sions. Purchase intention cannot mediate the
relationship between brand ambassadors and
purchasing decisions. Purchase interest can
mediate the relationship between Brand Image
and purchasing decisions. This research can be
utilized for companies in deciding policies and
developing strategies in maintaining a good brand
image from consumer perceptions and using
brand ambassadors to promote products.

Content Marketing on Purchasing Decisions at
Sambal Ning Niniek

Based on the results of the analysis con-
ducted by researchers, it was found that Con-
tent Marketing has a positive and significant
impact on purchasing decisions at Sambal Ning
Niniek. From these findings, it can be con-
cluded that the Content Marketing uploaded by
Sambal Ning Niniek succeeded in increasing
purchasing decisions. Therefore, it can be as-
sumed that the Content Marketing used by
Sambal Ning Niniek provides a significant in-
crease in purchasing decisions.

It is important to note that successful con-
tent marketing involves a good understanding
of the target audience, the creation of quality
content, and the use of the right distribution

channels. Through data analysis and monitoring
of results, companies can continuously refine
their content marketing strategies to influence
purchasing decisions more effectively.

Based on the results of the study, it shows
that Content Marketing has an influence on
purchasing decisions, this is in line with re-
search from Triwardhani (2020). The results of
the test obtained: (1) there is a positive and
significant effect of Content Marketing on pur-
chasing decisions by 57.1%, (2) there is a nega-
tive and insignificant effect of e-mail marketing
on purchasing decisions by 52.9%, (3) there is
a positive and significant influence of Facebook
ads on purchasing decisions.

Brand Image on Purchasing Decisions at Sambal
Ning Niniek

Based on the results of the analysis con-
ducted by researchers, it was found that Brand
Image has a positive and significant impact on
purchasing decisions at Sambal Ning Niniek.
From these findings, it can be concluded that
the existing Brand Image at Sambal Ning Niniek
has succeeded in increaasing purchasing deci-
sions. Therefore, it can be assumed that the
Brand Image used by Sambal Ning Niniek pro-
vides a significant increase in purchasing deci-
sions.

Based on the results of the study, it shows
that Brand Image has an influence on purchas-
ing decision, this is in line with the research
from Mahiri (2020). This research was con-
ducted at BUMDES Mart Banjaran Majalengka
and aimed to find out how Brand Image and
Store Atmosphere has an influence on Purchas-
ing Decision on the consumers of BUMDES
Mart Banjaran to increase the competitiveness
of village companies in the era of globalization.
The results of the research showed that Brand
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Image has a positive and significant effect on
purchasing decision, and store atmosphere has
a positive and significant effect on purchasing
decision.

Based on the results of the analysis con-
ducted by researchers, it was found that social
media did not have a positive and significant
effect on purchasing decision at Sambal Ning
Niniek. From these findings, it can be con-
cluded that the use of social media by Sambal
Ning Niniek failed in increasing purchasing
decisions. Therefore, it can be assumed that the
social media used by Sambal Ning Niniek does
not provide a significant increase in purchasing
decisions.

Based on the results of the study, it shows
that social media has no influence on purchas-
ing decision, this is in line with the research
from Fatimah (2020). The results of the re-
search showed that electronic word of mouth,
brand image, and purchasing variables had a
positive and significant effect on purchasing
decisions. Meanwhile, social media variables
have no positive and significant effect on pur-
chasing decisions. The results of the path analy-
sis test show that purchase intention can medi-
ate the influence of social media, electronic
word of mouth, and brand image on purchasing
decisions.

Based on the results of the study, it shows
that social media has no effect on purchasing
decisions, this is in line with the research from
I Made Wira Bimantara (2021). This study aims
to examine (1) the simultaneous effect of social
media and price on purchasing decisions, (2)
the partial effect of social media on purchasing
decisions, and (3) the partial effect of price on
purchasing decisions for recording services at
Demores Music House. The research design
used is a causal quantitative research design.

The data was collected using an instrument in
the form of a questionnaire which has a total of
13 statements, which were then analyzed using
multiple regression with classical assumption
tests. The sample in this study were consumers
of Demores Music House who had used its
services more than two times, had made re-
cordings other than at Demores Music House
involving 54 respondents. The results of this
study indicate that (1) social media and price
have a significant effect on purchasing deci-
sions, (2) social media has no effect on purchas-
ing decisions, and (33) price has a positive and
significant effect on purchasing decisions for
recording services at Demores Music House.

CONCLUSION

Content Marketing does not have a posi-
tive and significant effect on purchase inten-
tion. From these findings, it can be concluded
that the Content Marketing efforts made by
Sambal Ning Niniek has not succeeded in gen-
erating purchasing interest. Therefore, it can be
concluded that Content Marketing implemented
by Sambal Ning Niniek has not provided a
significant increase in purchase intention.

Brand Image has a positive and significant
effect on purchasing interest in Sambal Ning
Niniek. From these findings, it can be con-
cluded that Brand Image owned by Sambal
Ning Niniek has succeeded in influencing pur-
chase intention. Therefore, it can be assumed
that Brand Image of Sambal Ning Niniek pro-
vides a significant increase in purchase inten-
tion.

Social media has a positive and significant
effect on purchasing interest in Sambal Ning
Niniek. From these findings, it can be con-
cluded that the use of social media by Sambal
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Ning Niniek has succeeded in increasing pur-
chasing interest. Therefore, it can be assumed
that social media used by Sambal Ning Niniek
provides a significant increase in purchase in-
tention.

Purchase intention has a positive and sig-
nificant on purchasing decisions at Sambal Ning
Niniek. From these findings, it can be con-
cluded that purchasing interest in Sambal Ning
Niniek has succeeded in increasing purchasing
decisions. Therefore, it can be assumed that
purchasing interest in Sambal Ning Niniek pro-
vides a significant increase in purchasing deci-
sions.

Content Marketing has a positive and sig-
nificant effect on purchasing decisions at Sambal
Ning Niniek. From these findings, it can be
concluded that Content Marketing uploaded by
Sambal Ning Niniek has succeeded in increas-
ing purchasing decisions. Therefore, it can be
concluded that Content Marketing used by
Sambal Ning Niniek provides a significant in-
crease in purchasing decisions.

Brand Image has a positive and significant
impact on purchasing decisions at Sambal Ning
Niniek. From these findings, it can be con-
cluded that Brand Image at Sambal Ning Niniek
has succeeded in increasing purchasing deci-
sions. Therefore, it can be assumed that Brand
Image used by Sambal Ning Niniek provides a
significant increase on purchasing decisions.

Social media does not have a positive and
significant effect on purchasing decisions at
Sambal Ning Niniek. From these findings, it can
be concluded that the use of social media by
Sambal Ning Niniek failed in increasing pur-
chasing decisions. Therefore, it can be assumed
that social media used by Sambal Ning Niniek
does not provide a significant increase in pur-
chasing decisions.

The results obtained for the purchase de-
cision are 95.6%, which means that the Pur-
chase decision is influenced by the variables
content marketing, brand image, social media,
purchase interest, and the remaining 4.4% is
influenced by other variables not hypothesized
in the model structure.

The result of this research is expected to
be used increasing engagement rate from social
media that be owned by sambal Ning Niniek, so
that it can increase the company performance.
Moreover, Sambal Ning Niniek can get content
of social media including Instagram to promote
its products.

For the next researchers are suggested to
add more variables other than content market-
ing, brand image, social media, purchase inter-
est, purchase decision, or implementing in other
businesses such as trust, payment system, etc.
The next researchers also suggested to enlarge
the sample to get more holistic results. It is also
important to enlarge population scope to get
more specific results.

REFERENCES

Abi, Y. I. (2020). Pengaruh brand image dan kualitas produk terhadap keputusan pembelian pada kfc
di kota bengkulu. Managament Insight: Jurnal Ilmiah Manajemen, 15(1), 95–107. https://
doi.org/10.33369/insight.15.1.95-107.

Adenia, N. (2019). Pengaruh media sosial instagram terhadap minat beli konsumen secara offline
pada toko RR Stuff di Bengkulu (Studi kasus mahasiswa FEBI) [Doctoral dissertation, Iain
Bengkulu].



Alfina Andasari , Mohamad Yusak Anshori / Impact of Content Marketing, Brand Image, and Social Media
on Buying Behavior / Vol. 12, No. 2, September 2023, 121–140

139

Aeni, N. & Ekhsan, M. (2020). Pengaruh brand image terhadap keputusan pembelian yang di
mediasi brand trust. Jesya (Jurnal Ekonomi & Ekonomi Syariah), 4(1), 377–386. https://
doi.org/10.36778/jesya.v4i1.331.

Al’asqolaini, M. Z. & Musthofa, A. J. (2020). Kualitas produk dan harga dalam meningkatkan minat
pembelian konsumen pada rebana NS di Kabupaten Gresik. Jurnal Manajemen Bisnis, 17(2),
240-252. https://doi.org/10.38043/jmb.v17i2.2369.

Bimantara, I. M. W. (2021). Peranan media sosial dan harga terhadap keputusan pembelian jasa
rekaman di Demores rumah musik. Jurnal Pendidikan Ekonomi Undiksha, 13(1), 108-116.
https://doi.org/10.23887/jjpe.v13i1.32312.

Bisma, M. A. & Pramudita, A. S. (2020). Analisis minat pembelian online konsumen pada saluran
distribusi digital marketplace online di Kota Bandung. Competitive, 14(2), 36–44. https://
doi.org/10.36618/competitive.v14i2.617.

Fatimah, N. (2020). Pengaruh Media Sosial, Electronic Word of Mouth, dan Citra Merek terhadap
Keputusan Pembelian Melalui Minat Beli (Studi pada toko Poeniko Batik di Pekalongan).
[Skripsi, Universitas Negeri Semarang].

Halim, T. K. M. & Darasta, Y. S. M. A. (2023). The effect of advertising and brand image of Citilink
airlines on consumer buying interest at Juanda International Airport Surabaya. Formosa
Journal of Sustainable Research, 2(2), 405–424. https://doi.org/10.55927/fjsr.v2i2.3067.

Hardiyanah, T., Hidayati, R., Nasution, A. H., Muslikh, M., & Marhamah, S. (2023). Pengaruh
content marketing, sales promotion, personal selling dan brand image terhadap minat beli
pada CV Laditri Karya. Journal of Accounting Management and Economics Research (JAMER),
1(2), 75–92. https://doi.org/10.33476/jamer.v1i2.29.

Huda, I. U., Karsudjono, A. J., & Darmawan, R. (2021). Pengaruh content marketing dan lifestyle
terhadap keputusan pembelian pada usaha kecil menengah di media sosial. Al Kalam: Jurnal
Komunikasi, Bisnis, dan Manajemen, 8(1), 32. http://dx.doi.org/10.31602/al-kalam.v8i1.4156.

Kotler, P. & Amstrong, G. (2010). Pemasaran. Jakarta: Erlangga.
Kotler, P. & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson.
Kuncoro, M. (2017). Mudah Menulis Buku: Tips Praktis untuk Pemula. Jakarta: Erlangga.
Lamberton, C. & Stephen, A. T. (2016). A thematic exploration of digital, social media, and mobile

marketing: Research evolution from 2000 to 2015 and an agenda for future inquiry. Journal
of Marketing, 80(6), 146–172. https://doi.org/10.1509/jm.15.0415.

Mahdi, M. I. (2022, February 25). Pengguna media sosial di Indonesia capai 191 juta pada 2022.
DataIndonesia.id. https://dataindonesia.id/digital/detail/pengguna-media-sosial-di-indonesia-capai-
191-juta-pada-2022.

Mahiri, E. A. (2020). Pengaruh brand image dan store atmosphere terhadap keputusan pembelian
pada konsumen Badan Usaha Milik Desa (Bumdes) Mart Banjaran. Coopetition: Jurnal Ilmiah
Manajemen, 11(3), 227–238. https://doi.org/10.32670/coopetition.v11i3.154.

Marlius, D. (2017). Keputusan pembelian berdasarkan faktor psikologis dan bauran pemasaran pada
PT. Intercom Mobilindo Padang. Jurmak: Jurnal Riset Manajemen dan Akuntansi, 1(1). https:/
/doi.org/10.31575/jp.v1i1.9.



Alfina Andasari , Mohamad Yusak Anshori / Impact of Content Marketing, Brand Image, and Social Media
on Buying Behavior / Vol. 12, No. 2, September 2023, 121–140

140

Meli, N., Arifin, D., & Sari, S. P. (2022, June 30). Pengaruh Minat Beli Terhadap Keputusan
Pembelian Menggunakan Genusian Card 2022 [Conference session]. Senakota: Seminar
Nasional Ekonomi dan Akuntansi (Vol. 1). https://prosiding.senakota.nusaputra.ac.id/article/
view/81.

Mukti, O. F. W. (2020). Efektivitas Social Media Marketing Sebagai Strategi Interactive Marketing
Center for Indonesia’s Strategic Development Initiatives. [Thesis, Universitas Airlangga].
https://repository.unair.ac.id/102689/.

Novagusda, F. N. (2019). Pengaruh Pemberian Label Halal, Citra Merek, dan Kualitas Multivitamin
terhadap Minat Pembelian Konsumen dengan Tingkat Kepercayaan Sebagai Variabel Interven-
ing (Studi Kasus Produk Redoxon di Jabodetabek). 1(3), 344–359.

Purwati, A., & Cahyanti, M. M. (2022). Pengaruh brand ambassador dan brand image terhadap
minat beli yang berdampak pada keputusan pembelian. IQTISHADUNA: Jurnal Ilmiah Ekonomi
Kita, 11(1), 32–46. https://doi.org/10.46367/iqtishaduna.v11i1.526.

Rafitrandi, D. & Fadhil, I. N. (2018, September 5). Pengaruh internet dan media sosial terhadap
usaha mikro daerah di Indonesia. The Conversation. https://theconversation.com/pengaruh-
internet-dan-media-sosial-terhadap-usaha-mikro-daerah-di-indonesia-102206.

Rahadi, D. R. & Zanial. (2016, October 8). Social media marketing dalam mewujudkan E-
marketing [Conference Session]. KNTIA: Konferensi Nasional Teknologi Informasi &
Aplikasinya, Palembang. https://seminar.ilkom.unsri.ac.id/index.php/kntia/article/view/1179.

Ramadayanti, F. (2019). Peran brand awareness terhadap keputusan pembelian produk. Jurnal Studi
Manajemen dan Bisnis, 6(2), 78–83. https://doi.org/10.21107/jsmb.v6i2.6690.

Riyanto, A. D. (2022, February). Hootsuite (We are Social): Indonesian Digital Report 2022.
Andi.link. https://andi.link/hootsuite-we-are-social-indonesian-digital-report-2022/.

Shadrina, R. N. & Yoestini, Y. (2022). Analisis pengaruh content marketing, influencer, dan media
sosial terhadap keputusan pembelian konsumen (Studi pada pengguna Instagram dan Tiktok
di Kota Magelang). Diponegoro Journal of Management, 11(2), 1–10. Retrieved from https:/
/ejournal3.undip.ac.id/index.php/djom/article/view/33967.

Solomon, M. R. (2014). Consumer behaviour: Buying, Having, and Being (10th ed.). Prentice Hall.
Triwardhani, D. (2020). Pengaruh promosi digital pada keputusan pembelian agensi iklan online.

JBMI (Jurnal Bisnis, Manajemen, dan Informatika), 16(3), 284–296. https://doi.org/10.26487/
jbmi.v16i3.9071.

Wandanaya, A. B. (2012). Pengaruh pemasaran online terhadap keputusan pembelian produk. CCIT
Journal, 5(2), 174–185. https://doi.org/10.33050/ccit.v5i2.149.


