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 This research aims to investigate the role of internet marketing, word-of-mouth and brand aware-
ness on purchasing decisions in online stores. The respondent sampling technique used in this 
research is a non-probability sampling technique, which uses a purposive sampling technique. The 
responses to this research were from 468 online store consumers. Measurements of “Internet Mar-
keting”, “Word of Mouth Communication”, “Brand Awareness” and “Purchasing Decisions” 
were carried out using a seven-point Likert scale, ranging from strongly agree (1) to strongly 
disagree (7). In this research, the data was analyzed using the Partial Least Square (PLS) method 
with SmartPLS version 3.0 software. The stages of research data analysis are outer model testing, 
namely unified validity and reliability, inner model testing and hypothesis testing. Based on the 
results of data analysis, it is concluded that internet marketing, word-of-mouth and brand aware-
ness had positive and significant effects on purchasing decisions. Better internet marketing will 
improve consumer purchasing decisions, brand awareness plays an important role in consumer 
purchasing decisions, and consumers will carry out word-of-mouth activities and tell other people 
about consumer experiences after consuming products, electronic word of mouth can help con-
sumers in making buying decisions. Based on the results of data analysis, the study provides man-
agerial implications as follows: online stores should evaluate the Internet marketing strategy used 
by the company by looking for information about what is currently trending among the public and 
forming a special team to carry out Internet marketing strategies to make them more attractive and 
creative and provide more complete information regarding products are marketed so that they 
attract consumers to make purchasing decisions.  

© 2024 by the authors; licensee Growing Science, Canada. 
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1. Introduction 
 

Developments in the business world are getting faster and competition is getting tighter, and this requires every business actor 
to be able to exploit all the potential and opportunities they must overcome the weaknesses and threats they face, creating a 
competitive advantage, and to establish and improve relationships with customers (Aileen et al., 2921). Developments in the 
increasingly global business world and very fast-moving economic developments will have an impact on the strategies im-
plemented by companies (Haudi et al., 2022). As business develops today, challenges and competition are getting sharper in 
capturing market share. Companies are required to be able to utilize their resources effectively and efficiently so that the 
company can have a competitive advantage (Mukaromah et al., 2022). Every organization is expected to develop a marketing 
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strategy to survive in the face of competition, one of which is having a marketing strategy in the form of an appropriate 
marketing mix. This company's business strategy is expected to have an impact on financial and non-financial profits, survival 
in the industry, and to achieve the organization's long-term goals. Advances in technology, computers and telecommunications 
support the development of internet technology (Almana & Mirza, 2013). The internet provides benefits for business people 
so that they no longer experience difficulties in obtaining any information, to support their business activities, even now they 
tend to be able to obtain various kinds of information, so information must be filtered to get the right and relevant information 
(Alrwashdeh et al., 2019; Bahi et al., 2020). This method is effective in reaching consumers in very large numbers and can 
reach global consumers in a short time and with not too large funds. The use of internet marketing is currently considered 
important to implement in company marketing activities because it can reach a wider customer target compared to traditional 
media and is more cost-effective in marketing. 

This is inversely proportional to the conditions of marketing carried out online. Before consumers purchase a product, they 
will certainly look for some information. One way is through word of mouth (WOM), which is an interesting strategy because 
this strategy combines low financing and fast interpersonal communication, especially through technology, such as the internet 
and social media. WOM which is spread through social media and communication applications has recently been known as 
electronic WOM (e-WOM). e-WOM is an important variable in marketing a product because it can contain comments or 
responses from other consumers who have made a purchase (Asnawati et al., 2022). Therefore, e-WOM can help consumers 
make purchasing decisions. Digital marketing and promotional activities using e-WOM through social media and internet 
technology can be one of the factors in increasing and maintaining brand awareness, where consumers are more aware and 
remember the brand of a product produced by the company, which in the end makes consumers loyal to the brand and product. 
Regarding online store awareness, the existence of awareness is very important in any business, including in marketing prod-
ucts and services marketed through digital marketing since it invites consumers to buy. Brand awareness in an online store 
describes the level of consumer recognition of a product with a brand. Consumers will tend to buy products from an online 
store that they already know well compared to products whose brands are newly known. The higher the level of a brand and 
the more value it can provide, the more likely it is that consumers will know or remember the brand, which will influence 
purchasing decisions (Purwanto & Praditya, 2023). Purchasing decisions made by consumers can be caused by brand aware-
ness in an online store owned by consumers. 

According to Asnawati et al. (2022), the entire marketing communication model influences the company,  marketing commu-
nication that has the highest influence on purchasing decisions is internet marketing, brand awareness, and word of mouth 
communication, because internet marketing can provide messages or information to consumers and potential consumers about 
a product, brand awareness can make consumers think about using or buying a product, and WOM can provide an under-
standing from consumers to potential consumers regarding the experiences they have had about the consumer about a product 
or brand. Internet marketing is a company's effort to market products and services and build customer relationships via the 
internet. Internet marketing requires mastering the creative and technical aspects of the internet together, including design, 
development, advertising, and sales. Research conducted by Boonsiritomachai and Sud-On (2020) concluded that internet 
marketing has a positive and significant effect on purchasing decisions. Liao et al. (2012) concluded that with an advertising 
program using the internet, marketers can increase sales volume because marketing programs via the internet can influence 
purchasing decisions. This research aims to investigate the role of internet marketing variables on purchasing decisions in 
online stores, investigate the role of word-of-mouth variables on purchasing decisions in online stores and investigate the role 
of brand awareness variables on purchasing decisions in online stores. 

2. Literature Review and Hypothesis Development 

2.1 Purchase decision 

The purchasing decision is one of the stages in the purchasing decision process before post-purchasing behavior. In entering 
the purchasing decision stage, consumers have previously been faced with several alternatives, so at this stage consumers will 
take action to decide to buy a product based on the choices that have been determined. According to Elseidi and El-Baz (2016), 
purchasing decisions are part of consumer behavior, consumer behavior is about how individuals, groups and organizations 
choose, buy and use goods, services, ideas or experiences to satisfy their needs and desires. A purchasing decision is a buyer's 
decision which is also influenced by his or her personality characteristics, including age, occupation, and economic situation. 
Consumer behavior will determine the decision-making process in making purchases (Lim, 2015). Purchasing decisions are 
consumer decisions that are influenced by financial economics, technology, politics, culture, products, prices, locations, pro-
motions, physical evidence, people and processes. So, it forms an attitude in consumers to process all information and draw 
conclusions in the form of responses that emerge for the product to be purchased. Based on these definitions, it can be con-
cluded that purchasing decisions are how consumers decide to buy or use an item/service by recognizing and processing it 
before making a purchasing decision. According to Purnamawati et al. (2022), every consumer or customer must identify their 
needs according to what they want, then look for information about the product and consider and determine which product 
they will decide to buy or use. Purchasing decisions are an integration process used to combine knowledge to evaluate two or 
more alternative behaviors and choose one of them. Consumer decisions are a problem-solving approach to human activities 
in purchasing goods or services to fulfil their wants and needs (Wallace et al., 2009; Rosário & Loureiro, 2021). 
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2.2 Internet Marketing 

Internet marketing tends to refer to the perspective of how the internet can be used together with traditional media to obtain 
and provide services to customers in two ways (Juwaini et al., 2022). First, increasing efficiency in traditional marketing 
functions, second, marketing technology has changed marketing strategies a lot. An alternative term is e-marketing which can 
be considered to have a broader scope as it refers to the use of technology to achieve marketing objectives from an external 
and internal perspective. One aspect of internet marketing that is being widely discussed by people and is starting to be used 
by many companies to carry out integrated marketing communications activities today is a connector in new wave marketing 
in the social networking site X (formerly named Twitter) (Sulthana & Vasantha, 2019). Social media is a website owned to 
offer a social network in the form of a microblog, allowing its users to send and read messages. Internet marketing is a 
company's effort to market products and services and build customer relationships via the internet. Internet marketing requires 
mastering the creative and technical aspects of the internet together, including design, development, advertising and sales. 
According to Raouf and Esmaeel (2022), the Internet significantly reduces production costs. The internet network is a mar-
keting channel used by advertisers, marketers and the public to find the best combination of marketing mix that suit customer 
needs. Research results prove that internet marketing and social networking media have a positive and significant influence 
on the decision-making process (Ruwaida et al., 2022). 

2.3 Word of Mouth (WOM) 

WOM does not require very large costs but can achieve enormous effectiveness (Selvi & Thomson, 2016). Supported by the 
habits of Indonesian people who like to socialize and tell each other about things they like and experience. There are five Ts 
that must be considered in pursuing effective and profitable WOM, namely Talker, Topics, Tools, Taking Part, and Tracking 
(Sudirjo et al., 2023). WOM is usually accepted more quickly by customers because those who convey it are those they can 
trust, such as experts, friends, family and mass media publications. The word-of-mouth strategy used by the companies aims 
to make consumers share the positive values of our company with other consumers. WOM is a communication process in the 
form of providing recommendations both individually and in groups regarding a product or service to provide personal infor-
mation. WOM makes consumers curious when there are lots of conversations and even recommendations about something 
new. According to Siddiqui et al. (2021), WOM is informal communication aimed at other customers, the content of word of 
mouth can be information about the attributes of various products and services about use or the manufacturer. Own experience 
with products and services is considered the main stimulus that forms word of mouth. The spread of word of mouth is an 
important source of information for respondents to decide about purchasing products or services. Consumers try to get good 
information from the right sources to minimize information search costs and maximize the benefits of their consumption. 
Consumers have also learned that the quality of information for a particular product/service depends on the source of that 
information (Sharifpour et al., 2016). Negative words from word of mouth have undesirable effects, but positive words from 
word of mouth can create a magical impression or image of the product/service.) Word of mouth is related to the process of 
transferring information from one person to another through oral communication (Raouf & Esmaeel, 2022). The effect of 
word of mouth has a big meaning in influencing consumer purchasing decisions. Word of mouth has a significant positive 
effect on consumer purchasing decisions. Word of mouth has a significant influence in influencing someone to the point where 
they decide to make a purchase.  

2.4 Brand Awareness 

The ability of a potential buyer to recognize or recall a brand that is part of a particular product category. Brand awareness 
arises from a feeling of familiarity with the brand (Fahmi et al., 2022). The feeling of familiarity with this brand will give 
consumers a sense of confidence when they use the product. Then this feeling of trust will lead to a feeling that the risks faced 
by customers are reduced, which will ultimately lead customers to consider and choose the brand in question. The implemen-
tation of advertising programs is expected to have an impact on consumers, but this high awareness must be followed by 
consumer action. Brand awareness is the consumer's ability to identify a brand in different conditions, which can be done by 
brand recognition and recall of a particular brand (Liao et al.,2012). Brand Awareness is the ability of a potential consumer 
to recognize or recall that a brand is part of a particular product category. Brand awareness has an important effect on consumer 
decision-making by influencing the brands that are taken into consideration, and the influence of the brands selected from 
consideration. During the decision-making process, consumers choose products and brands that they are aware of or remember 
(Boonsiritomachai & Sud-On, 2020). This is an important consideration because a brand that is not part of the consideration 
will not be selected. In other words, brands that have a high top of mind have the highest probability of being chosen by 
consumers.  

3. Hypothesis Development 

3.1 The relationship of Internet Marketing on purchasing decisions 

Nowadays, more and more online store consumers are using the internet to search for information about a product in an online 
store. Some studies show the potential impact of using internet marketing on the consumer decision-making process. Juwaini 
et al. (2022) examined internet marketing influencing product choice. According to Raouf and Esmaeel (2022), internet 
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marketing will become a very important reference for consumers in determining their purchasing decision making process. 
Based on previous studies, the following hypothesis was created: 

H1: Internet Marketing has a positive and significant effect on purchasing decisions. 

3.2 The relationship of Electronic Word of Mouth on purchasing decisions 

Previous research by Sudirjo et al. (2023) shows that e-WOM messages are an important means by which consumers can 
obtain information about the quality of products or services. In addition, this kind of message can effectively reduce the risks 
and uncertainties that consumers are aware of when purchasing products or services, so that their purchase intentions and 
decision making can be better influenced. The research results of Siddiqui et al. (2021) show that online communication 
significantly influences the purchasing behavior of other consumers. The study of Sharifpour et al. (2016) explains the fact 
that e-WOM has become a permanent element by making a major contribution to brand image and online consumer purchasing 
decisions. Based on previous studies, the following hypothesis was created: 

H2: Electronic Word of Mouth has a positive and significant effect on purchasing decisions. 

3.3 The relationship of Brand Awareness on purchasing decisions 

Brand Awareness can make consumers think about using or buying it. One form of brand awareness is a brand that is known 
to be reliable and whose quality can be accounted for (Widjaya, 2022). According to Asnawati et al. (2022), brand awareness 
plays an important role and makes a positive contribution to consumer decision-making. The findings further suggest that 
brands tend to represent certain quality perceptions. Brand awareness has a significant influence on purchasing decisions 
(Yaman, 2018). Research conducted by Sulthana and Vasantha (2019) concluded that the influence of brand awareness has a 
positive impact on purchasing decisions. When a person's level of brand awareness is high for a product brand, it will further 
increase the impression that remains in the minds of consumers and increase a person's confidence in the choice of a product 
brand. Selvi and Thomson (2016) concluded that brand awareness plays an important role and makes a positive contribution 
to consumer decision-making. The findings further suggest that brands tend to represent certain quality perceptions (Haudi et 
al., 2022). Research conducted by Oscarius et al. (2021) concluded that brand awareness plays an important role in consumer 
purchasing decisions regarding which brand to use. Based on the empirical study above, the research hypothesis is prepared 
as follows: 

H3: Brand Awareness has a positive and significant effect on purchasing decisions. 

4. Method 

To achieve the study objectives, a self-administered survey questionnaire was developed based on the findings of the literature 
review. The questionnaire was pre-tested and revised. The survey consisted of four parts covering the following issues: 

1) Internet Marketing 2) Word of Mouth Communication 3) Brand Awareness 4) Purchasing Decisions. 

The research design used is an associative method since these variables are expected to have a relationship with one another. 
The respondent sampling technique used in this research is a non-probability sampling technique. The non-probability sam-
pling technique in this research uses a purposive sampling technique, namely samples taken based on certain considerations. 
The responses to this research were from 468 online store consumers. The data collection method used in this research was a 
questionnaire giving a written list of questions to respondents. Measurements of “Internet Marketing”, “Word of Mouth Com-
munication”, “Brand Awareness” and “Purchasing Decisions” were carried out using a seven-point Likert scale, ranging from 
strongly agree (1) to strongly disagree (7). The advantage of using an interval scale is that it permits the researchers to use a 
variety of statistical techniques that can be applied to nominal and ordinal scale data in addition to the arithmetic mean, 
standard deviation, product-moment correlations, and other statistics commonly used in marketing research. In this research, 
the data was analyzed using the Partial Least Square (PLS) method with SmartPLS version 3.0 software. The stages of research 
data analysis are outer model testing, namely unified validity and reliability, inner model testing and hypothesis testing. 

4.1 Outer Model Measurement 

The validity test is used to assess whether a questionnaire is valid or not. The validity of an instrument is how far the instrument 
measures what (object) a questionnaire wants to measure. Validity testing is applied to all question items for each variable. 
Several stages of testing will be carried out, namely through convergent validity, average variance extracted (AVE), and 
discriminant validity tests. 

4.2 Inner Structural Model 

Inner models (inner relations, structural models and substantive theory) describe the relationship between latent variables 
based on substantive theory. The structural model was evaluated using R-square for the dependent variable, t-tests and the 
significance of the structural path parameter coefficients. In assessing the model with PLS, start by looking at the R-square 
for each dependent latent variable. 
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4.3 Hypothesis testing 

Hypothesis testing can be seen from the t-statistic value and probability value. To test the hypothesis, namely by using statis-
tical values, for α (5%) the t-statistic value used is 1.96. So, the criteria for accepting/rejecting the hypothesis are Ha accepted 
and Ho rejected when the t-statistic > 1.96. To reject/accept a hypothesis using probability, Ha is accepted if the p-value 
<0.05. Fig. 1 shows the structure of the proposed study.  

Internet Marketing   
   

Word of Mouth Communication  Purchasing decisions 
   

Brand Awareness   
Fig. 1. Research Model 

5. Results and Discussion 

5.1 Respondents profile 

The responses to this research were from 468 online store consumers. The data collection method used in this research was a 
questionnaire giving a written list of questions to respondents. Based on the results of the questionnaire, the following re-
spondent profile data was obtained, Descriptive statistics are displayed in Table 1. 

Table 1  
Respondents profile 

Characteristics Total % 

Age 

< 20 Years 23 4.91% 
20 - 30 Years 123 26.28% 
31 - 40 Years 234 50.00% 
> 40 Years 88 18.80% 

Gender Male 324 69.23% 
Female 144 30.77% 

Online shop Customers 

< 1 Years 56 11.97% 
2 - 5 Years 134 28.63% 
6  - 10 Years 167 35.68% 
> 10 Years 111 23.72% 

Education Level 

High School 54 11.54% 
Diploma 234 50.00% 
Post Graduate 143 30.56% 
Master 37 7.91% 

 

Most respondents have an age of 31 - 40 years, namely 50.00%. For gender, most respondents are male, namely 69.23%. Most 
respondents have used online shops for 6 - 10 years, namely 35.68% and the highest education level of respondents is Diploma, 
namely 50.00%. 

5.2 Validity test 

The proposed structural model was estimated by structural equation modeling (SEM), which included a test of the overall 
model fit and individual tests of the significance of the relationships among the variables. In Fig. 2 and Table 2, the outer 
loading value for each statement item for all variables shows that some are more than 0.5, and statement items that have a 
loading value > 0.5 meet convergent validity so they can be used for further analysis processes. 

Table 2  
Loading Factors, Cronbach Alpha, CR and AVE 

Variables Items Factor Loadings Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted 
 
Internet Marketing 

IM1 0.903 0.813 0.887 0.854 0.713 
IM2 0.907     
IM3 0.913     

 
Word of Mouth 

WO 0.939 0.832 0.864 0.856 0.743 
WO 0.926     
WO 0.925     

 BA1 0.920 0.843 0.872 0.843 0.764 
Brand Awareness BA2 0.906     

BA3 0.862     
 
Purchasing  decision 

PD1 0.925 0.776 0.832 0.16 0.726 
PD2 0.930     
PD3 0.943     
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Fig. 2. Validity Testing 

Based on Table 1, it is known that all constructs show an AVE value of more than 0.50. This value meets the requirements 
by the specified minimum AVE value limit, namely 0.50. Therefore, it is concluded that all constructs meet the validity 
requirements. After knowing the square root value of AVE for each construct, the next stage is to compare the square root of 
AVE with the correlation between constructs in the model. Based on the data presented in Table 1 above, all composite 
reliability values of the research variables are > 0.7. These results indicate that all variables have met composite reliability, so 
it can be concluded that all variables do not have a high level of reliability. 

5.3 Discriminant validity 

The discriminant validity test is used to check the discriminant between measurement scales in research. The Heterotrait-
Monotrait (HTMT) discriminant validity limit value cannot be greater than 0.90. 

Table 3  
Discriminant Validity 
 Internet Marketing Word of Mouth Brand Awareness Purchasing Decision 

Internet Marketing      
Word of Mouth 0.832    
Brand Awareness 0.812 0.713   
Purchasing Decision 0.713 0.645 0.712  

 

5.4 Hypothesis testing 

Based on the analysis of the data that has been processed, the results can be used to answer the hypothesis in this research. 
Hypothesis testing in this research was carried out by looking at the t-statistic values and probability values. The research 
hypothesis can be declared accepted if the t statistic is > 1.96 and the probability value is < 0.05. The following are the output 
results from SmartPLS which are shown in Table 3 and Fig. 2. 

Table 4  
Hypothesis Testing 

Correlation Original Sample t Statistics P Values Result 
Internet Marketing → Purchasing Decision 0.261 3.865 0.000 Significant 
Word of Mouth → Purchasing Decision 0.440 5.501 0.000 Significant 
Brand Awareness  → Purchasing Decision 0.241 2.502 0.000 Significant 

 

The statistical results, summarized in Table 4, have generated three major findings: 

(1) Internet Marketing has a positive and significant effect on purchasing decisions. 
(2) Word of Mouth Communication has a positive and significant effect on purchasing decisions. 
(3)  Brand Awareness has a positive and significant effect on purchasing decisions. 
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Hypothesis testing can be seen from the t-statistic value and probability value. To test the hypothesis, namely by using statis-
tical values, for α (5%) the t-statistic value used is 1.96. So the criteria for accepting/rejecting the hypothesis are Ha accepted 
and Ho rejected when the t-statistic > 1.96. To reject/accept a hypothesis using probability, Ha is accepted if the p-value 
<0.05. 

 

Fig. 3. Hypothesis Testing 

5.4.1 The Relationship between internet marketing and purchasing decisions 

The results of hypothesis testing show that the internet marketing variable has a positive and significant effect on purchasing 
decisions. After testing, the research results show that significance level value of 0.000 < 0.05, thus it can be interpreted that 
internet marketing has a positive and significant effect on purchasing decisions, so the hypothesis in this research can be 
accepted. The results of this research are supported by the results of previous research conducted by Mulyandi and Tjandra 
(2022) concluding that with advertising programs using the Internet, marketers can increase sales volume because marketing 
programs via the Internet can influence purchasing decisions. Research conducted by Praditya and Purwanto (2024) obtained 
the results that internet marketing has a significant influence on purchasing decisions, where the internet marketing strategy 
aims to make consumers feel comfortable and create interaction between consumers, customers who are satisfied with the 
company are certainly easier to decide to buy. Apart from that, research conducted by Mulyadi et al. (2023) stated that the use 
of Internet marketing provides an opportunity for companies to reach wider and more cost-effective customer targets. This 
research shows that Internet marketing has a significant influence on purchasing decisions. These results mean that better 
internet marketing will improve consumer purchasing decisions. This is by the results of research by Rosário and Loureiro 
(2021) which states that there is a positive influence between internet marketing and purchasing decisions. Internet marketing 
is a company's effort to market products and services and build customer relationships via the Internet (Martha et al.,2023). 
Internet marketing requires mastering the creative and technical aspects of the Internet together, including design, develop-
ment, advertising and sales. Research conducted by Elseidi and El-Baz (2016) concluded that internet marketing has a positive 
and significant effect on purchasing decisions. Lim (2015) concluded that with the existence of advertising programs using 
the internet, marketers can increase sales volume because marketing programs via the internet can influence purchasing deci-
sions. 

5.4.2 The relationship between word-of-mouth communication and purchasing decisions 

The results of hypothesis testing show that the word-of-mouth communication variable has a positive and significant effect 
on purchasing decisions. After testing, the research results show that significance level value of 0.000 < 0.05, thus it can be 
interpreted that word-of-mouth communication has a positive and significant effect on purchasing decisions, so the hypothesis 
in this research can be accepted. The results of this research are supported by the results of previous research conducted by 
Sudirjo et al. (2023) which concluded that the word-of-mouth variable has a significant influence on purchasing decisions. 
Consumers will carry out word-of-mouth activities and tell their experiences after consuming the product to other people such 
as friends, relatives, and friends. If the experience gained is positive, then the word of mouth is also positive and vice versa. 
This research is also supported by the results of research conducted by Sudirjo et al. (2023) concluding that the word-of-
mouth variable which consists of two indicators, namely reference group and opinion leader, influences purchasing decisions. 
When an individual's interest in buying arises and his belief in a product strengthens, then a purchasing decision can be made. 
If the experience obtained is positive, then the word of mouth that is carried out is also positive and vice versa. The results of 
testing the second hypothesis show that word of mouth has a significant effect on brand awareness. Siddiqui et al. (2021) state 
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that every human being has their brain intelligence. The process of recalling or brand recall is also influenced by each human's 
brain intelligence system which is sometimes easier to remember images than writing and numbers (Sharifpour et al., 2016). 
This causes word of mouth that occurs on X, which tends to emphasize writing, to become less memorable in the minds of 
followers who read the word of mouth. 

5.4.3 The relationship between brand awareness and purchasing decisions 

The results of hypothesis testing show that the brand awareness variable has a positive and significant effect on purchasing 
decisions. After testing, the research results show that significance level value of 0.000 < 0.05, thus it can be interpreted that 
brand awareness has a positive and significant effect on purchasing decisions, so the hypothesis in this research can be ac-
cepted. The results of this research are supported by the results of previous research conducted by Sudirjo et al. (2023) which 
states that the role of brand awareness in purchasing decisions depends on the awareness of a brand in the minds of consumers. 
Consumers tend to buy and choose products with known brands because consumers will feel safer and avoid various risks 
that might occur. Research conducted by Raouf and Esmaeel (2022) concluded that the influence of brand awareness has a 
positive impact on purchasing decisions, when a person's level of brand awareness is high for a product brand, it will further 
increase the impression that remains in the minds of consumers and increase a person's confidence in the choice of a product 
brand. The results of this research are also supported by research conducted by Purwanto et al. (2023) who obtained the results 
that brand awareness has a significant positive influence on purchasing decisions, consumers will tend to buy brands that are 
already known because they feel safe with something that is already known. In other words, a brand that is known to have 
reliable and accountable quality. Research conducted by Sulthana and Vasantha (2019) concluded that the influence of brand 
awareness has a positive impact on purchasing decisions. When a person's level of brand awareness is high for a product 
brand, it will further increase the impression that remains in the minds of consumers and increase a person's confidence in the 
choice of a product brand. Selvi and Thomson (2016) brand awareness plays an important role and makes a positive contri-
bution to consumer decision-making. The findings further suggest that brands tend to represent certain quality perceptions. 
Research conducted by Oscarius et al. (2021) brand awareness plays an important role in consumer purchasing decisions 
regarding which brand to use. Consumers will tend to buy brands that are already known because they feel safe with something 
that is already known.  

5.5 Practical and Managerial implications 

Our empirical study has shown that Internet Marketing has a positive and significant effect on purchasing decisions and 
indirectly leads to purchasing intentions, especially in online stores. In addition, we have shown that WOM has a positive and 
significant effect on purchasing decisions. This has been proven by many studies before ours, but not in online stores. Our 
results have several important implications. The finding that Word of Mouth Communication can generate purchase intentions 
is very important for online stores. Through mobile internet which is increasing day by day. Based on the results of data 
analysis, provide managerial implications as follows: online stores should evaluate the Internet marketing strategy used by 
the company by looking for information about what is currently trending among the public and forming a special team to 
carry out Internet marketing strategies to make them more attractive and creative and provide more complete information 
regarding products are marketed so that they attract consumers to make purchasing decisions. The company is expected to 
continue to innovate and maintain product quality as well as introduce products with attractive promotions so that the product 
brand will make an impression on consumers, this will make consumers trust and be confident in buying online store products. 
Online stores are expected to maintain product quality and provide more diverse product innovations so that consumers get 
more of the benefits they need from online store products so that consumers will respond positively to online store products. 
Internet marketing regarding products continues to be developed considering the world is turning towards the digital era and 
the era of social networking, but the development of Internet marketing should be balanced with developments in marketing 
through other media such as newspapers or television so that more potential consumers see it so that the effectiveness of 
advertising and awareness of a brand will increase. 

6. Conclusions and recommendations 

Based on the results of data analysis, it is concluded that internet marketing has a positive and significant effect on purchasing 
decisions, Word of Mouth Communication has a positive and significant effect on purchasing decisions and brand awareness 
has a positive and significant effect on purchasing decisions. 

Based on the results of research, analysis and interpretation of data as well as the conclusions that have been presented, the 
advice that can be given is that respondents' assessment of internet marketing used by online stores can generally be said to 
be good, however companies should evaluate the internet marketing strategy used by the company by looking for information 
about what is currently trending among the public and forming a special team to carry out internet marketing strategies to 
make them more attractive and creative and provide more complete information about the products being marketed to attract 
consumers to make purchasing decisions. Respondents' assessment of the brand awareness used by online store companies 
can generally be said to be good. The company is expected to continue to innovate and maintain product quality as well as 
introduce products with attractive promotions so that the product brand will make an impression and stick in the minds of 
consumers, this will make consumers trust and be confident in buying online store products. Respondents' assessment of 
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word-of-mouth communication can generally be said to be good, however, companies are expected to maintain the quality of 
their products and provide more diverse product innovations so that consumers get more of the benefits they need from online 
store products so that consumers will give positive responses to online products.  

Internet marketing regarding products continues to be developed considering that the world is moving towards the digital era 
and the era of social networks, but the development of Internet marketing should be balanced with the development of mar-
keting through other media such as newspapers or television so that more potential consumers see it so that advertising effec-
tiveness and brand awareness will increase. It is hoped that future researchers will be able to research other variables outside 
of the variables that have been studied to obtain more varied results that can influence purchasing decisions. It would be better 
for future research to further expand the research object, and look for a wider population scope, as well as a larger sample so 
that it can provide a more specific picture. Companies should add admins to each social network and employ admins on a 
shift system so that it becomes effective internet marketing. This needs to be done because internet users who access social 
networks can be active at any time and can be an opportunity for marketers to market to different people at any time. 
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