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Abstract

The rapid development of information and technology has an influence on various aspects,
including in the culinary field which has more innovation and consumer interest. Culinary is one
of the businesses that is in great demand because it has great prospects, at this time tea has become
the prima donna of business opportunities that are very profitable in recent years, by using tea
business people can develop a culture in consuming tea again.

This study aims to determine the influence of digital marketing, price and brand image on
purchasing decisions (case study at Es Teh Indonesia Nganjuk). This research was conducted for 1
(one) year with a focus on digital marketing, price and brand image on purchasing decisions, using
a quantitative approach. The population in this study is consumers who visit and make purchases
at Es Teh Indonesia Nganjuk. The method of data collection used in this study was by
questionnaire which was distributed to 97 respondents selected using purposive sampling. In
research using the SPSS 26 application. Methods in data analysis using Instrument Test, normality
test, classical assumption test, multiple linear regression analysis, hypothesis test and coefficient of
determination (R2).

Keyword: Brand image, Digital marketing, Price, Purchase decision.

INTRODUCTION

The rapid development of information and technology has an influence on various aspects,
including in the culinary field which has more innovation and consumer interest. Some activities
of Micro, Small and Medium Enterprises (MSMEs) utilize information technology to run their
business. The increasing number of competitors is a consideration for business actors to innovate
in winning the competition. The right marketing communication strategy is used to be able to grab
the intended market share so that it can increase sales (Pradiani, 2017).

The problem that arises in this study is that with the current food and beverage business
competition whether digital marketing, price and brand image have a significant influence on
purchasing decisions by consumers. So the specific purpose of this study is to analyze the
influence of digital marketing, price and brand image of Es Teh Indonesia products, which can
later be used as a reference for consumers in purchasing decisions.

The urgency / something important of this research is that through digital marketing, the price and

brand image of Es Teh Indonesia products can provide convenience and knowledge for consumers
in choosing purchasing decisions and can be used as a reference for further research.
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METHODS

The location of this research was conducted at Es Teh Indonesia Nganjuk, on Jalan Yos Sudarso
No. 27, Payaman, Nganjuk District, Nganjuk Regency, East Java 64418. This study was
conducted for 3 months from May to July 2024 so that a total of 2799 consumers visited and
purchased products from Es Teh Indonesia.

To determine the size of the sample can be done with statistics or based on research estimates.
This sampling must be carried out in such a way that a sample is obtained that can really function
or can describe the actual state of the population, in other terms it must be representative
(representative) (Novitaningsih, 2019) This study uses a type of Descriptive Reseach research.
This study is conducted to get the most accurate picture possible about a particular individual,
condition, symptom, or group. It is not uncommon for this kind of research to depart from certain
hypotheses, or from previous research.

The purpose of this research is to reinforce hypotheses, so that they can eventually help in the
formation of new theories or strengthen old theories. The sample in this study is Nganjuk
Indonesian Iced Tea consumers based on certain considerations or criteria that aim to obtain a
representative sample in accordance with the criteria and to facilitate this research. So that a
sample of 97 respondents was obtained. In this study using quantitative methods. The analysis tool
used is SPSS version 26.

RESULTS AND DISCUSSION

Validity Test Results
The results of each statement item from the validity test are obtained. The table above shows the
calculated results of each statement item. It is known that the calculated value of statement items
on all variables in this study has a calculated value of rcount > rtable. So with these results, it can
be concluded that each statement item is declared valid.

Table 1 Reliability Test Results

No Variable Item Cronbach Border Information
Alpha
1 Digital Marketing X1 0,778 0,60 Reliabel
2 Price X 0,780 0,60 Reliabel
3 Brand Image X3 0,787 0,60 Reliabel
4 Purchasing Decision Y 0,782 0,60 Reliabel

data sources processed by researchers, 2024

Table 2 Frequency of Normality Test Results

One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual
|N 97
INormal Parameters®® [Mean ,0000000
JStd. Deviation 3,30002576
[Most Extreme Differences JAbsolute ,055
fPositive ,041
[Negative -,055
Test Statistic ,055
Asymp. Sig. (2-tailed) ,200¢4

Ia. Test distribution is Normal. I
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Ib. Calculated from data.

Ic. Lilliefors Significance Correction.

Id. This is a lower bound of the true significance.

data sources processed by researchers, 2024

Table 3 Multicholinerity Test Results

Coefficients?

|Co||inearity Statistics

fModel Tolerance VIF
1 |(Constant)
X1 ,160 6,257
X2 ,203 4,915
X3 ,142 7,018
Jo. Dependent Variable: Y
data sources processed by researchers, 2024
Table 4 Heteroscedasticity Test Results
Coefficients®
Unstandardized IStandardized
Coefficients Coefficients
[Model B Std. Error IBeta t Sig.
1 |(Constant) 3,259 ,975 3,341 ,001
X1 ,044 ,046 ,245 ,952 ,344
X2 -,014 ,058 -,056 -,246 ,806
X3 -,066 ,069 -,261 -,960 ,339
Ja. Dependent Variable: RESiZ
data sources processed by researchers, 2024
Table 5 Multiple Linear Regression Analysis Results
Coefficients®
Unstandardized IStandardized
Coefficients Coefficients
|Viodel B Std. Error Beta
1 (Constant) 4,033 1,492
X1 ,211 ,072 ,289
X2 ,197 ,090 ,192
X3 ,489 ,105 479

a. Dependent Variable: Y

data sources processed by researchers, 2024

Table 6 Test Results t (Partial)

Coefficients®

Unstandardized

Coefficients

Standardized
Coefficients
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IModeI B Std. Error  [Beta t Sig.
1 l(Constant) 4,033 1,492 2,704 ,008
X1 ,211 ,072 ,289 2,948 ,004
X2 ,197 ,090 ,192 2,187 ,031
X3 ,489 ,105 479 4,667 ,000
Jo. Dependent Variable: Y
data sources processed by researchers, 2024
Tabel 7 Test Result F (Simultan)
ANOVA?
Sum of IVean
IModel Squares df Square F Sig.
1 IRegression 6408,173 3 2136,058] 190,016 {,000°
[Residual 1045,456 93 11,241
Total 7453,629 96

la. Dependent Variable: Y
Ib. Predictors: (Constant), X3, X2, X1
data sources processed by researchers, 2024

Table 8 Coefficient of Determination Test Results
Model Summary

Adjusted R Std. Error of
IModel R R Square Square the Estimate
1 J 927 J.860 | 855]3,35283

a. Predictors: (Constant), X3, X2, X1
data sources processed by researchers, 2024

DISCUSSION

This sub-chapter describes the analysis of the discussion of the tests that have been carried out.
The explanation is carried out focusing on theoretical aspects and methodological aspects. In the
theoretical aspect, it is necessary to compare the premises that have been used to build hypotheses
with empirical reality in the field. While on the methodological aspect, it is necessary to realize
that there is no perfect research. These imperfections more or less affect the results of the study.

CONCLUSION

Based on the results of research and discussion that have been stated previously, the following

conclusions can be drawn:

1. Digital marketing has a positive and significant influence on purchasing decisions with a
calculated value of tcount 2.948> ttable1.985 and a sig t value of 0.004 < 0.05. With these
results, it can be interpreted that the more digital marketing, the more famous Es Teh Indonesia
will also be and will also help make the business more competitive.

2. Price has a positive and significant effect on purchasing decisions with a calculated value of
tcount 2.187> ttable 1.985 and a sig t value of 0.031 < 0.05. That way it can be interpreted that
the higher the value of consumer perception of prices, the stronger the consumer impulse to
make purchasing decisions. So the price greatly influences the decision of consumers in buying
any product including Es Teh Indonesia.

3. Brand Image has a positive and significant effect on purchasing decisions with a calculated
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value of tcount4.667> ttable1.985 and a sig t value of 0.000 < 0.05. This means that the brand
image increases and the level of purchasing decisions will increase, because consumers prefer
to buy products with well-known brands due to the perception that brands that have a good
image are more reliable and have undoubted quality than brands that do not have a good brand
image.

4. Digital marketing, price and brand image have a positive and significant influence on
purchasing decisions with a value of FHitung190.016 > FTabel 2.70 and a sig value of F
0.000< 0.05. Digital marketing, price and brand image are an inseparable entity in influencing
purchasing decisions. The more digital marketing, the cheaper the price and the better the
brand image, the higher the purchase decision at Es Teh Indonesia Nganjuk.
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