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Abstract

The covid-19 pandemic has brough! changes 6 consumer behaviour, & change
behaviour in purchasing & fashion product is one of many cases, with the result that
set strategves 1o keep thelr businass running propeny. This study focuses

n examining the effect of Digtal Marketing and Brand Image on consumear interast fo
Footstep Footwaar shoes and sandals products n Bandung CRy during the Covid-19
pandemic. Digtal Markeling Is refated fo oniine mevketing thvough socal medla for
onine sajes communication managerment ine. [n addition, Brand image is relared to
the qually Irust supenonty and uniqueness of the product that could . alrect
consumers o puchase The dale for this study were obtained Yhrough
guestionnaves distnbuted fo Fooistep Footwear consumers via Google Form. 164
questionnales tolsf have been filied cut. The resul of the research hypothesis shows
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CENTRAL ASIA AND THE CAUCASUS English Eation

thal digial marketing has @ posthe effect on consumer intertion (o purchase
Footstep Footwear product and the Brand lmage has a positve effect on consumer
mnfention M Footstep Footwear procict. The implcation of this research (s that
Footslep Foolwear musl develop further digital marketing strategies, with the réesul
that it can attract consumer intergst 10 purchase and build & Brand Image of Footsiep
Footwoar shoes and sandal's,

Keywords: Digital Marketing, Brand Image, Purchase intention

Background

The covid-19 pandemic has hit the word, and Indonesia s one of them
Inconesia is fighting against Covié-19 by medifying s regional quarantine (lockdown)
policy Into large-scale sockl restncions (PSSB) that are ocal in mature according o
me severity of the province, distnct or city. During this pandemic, e world econonmy
and Indonésa specifically experienced a8 crash, The govesnment and strategic
assessment mstitutions predict Indonesia’s growth will be low or event nega®e in
2020. To that end, the Government seeks 10 schedule a New Normal policy so that
™e economic impact of the pancemic does Nol cause a projonged criss. [ 1in a faily
shoet time, the marketing pattem has changed when social distancing and Large-
Scale Soclal Resinctions (PSBB) are implemented, After that, the govemment made
a new poiicy, namely the implementation of Community Achivity Restrictions (PPKM).
with the government new policies, thase who feel the impact of the policies the most
aré small, medium 10 large scale busnesses The presence of this pandemic gave
rise 1o new habits in sodely. There have been many shifts and changes n consumer
behaviour that occured affer the emergence of the pandemec, Starting from small
habils in everyday fife 1o habils thal change estyfe. This of course happens
because of govemment reguiations 0 minimize public actinites. So that people
prefer to il ther neads and desres by shopping online. One strategy that can be
used dunng a pandemic is ¢igial marketng. which allows fashion busmess o market
her product without being constrained by policies dunng the pandemic. With
changes in consumer behaviour and the use of digitsl marketing. # Can increase
consumer buying ntention.

Footstep Footwear is one of many company that takes advantege of
technoiogical developments, The company applies digital marketing as a mecia for
marketing so that its products can be knawn by all indonesian Footsiep Footwear
company is & company that sells locad brand shoes end sandals. in &5 development,
Footstep Footwear product sellers have increased by doing digitai marketing. The
Digital Markating strategy that has dbeen implementad can aiso ncrease sales of
Mese products. A suocessiul digital marketing strategy can create 8 brand image in
the eyes of customers that can affect their buying intention in Foctstep Footwear

Sased on this background, cigital marketing has an influence on the development
of a company's produt marketing The researcher wants 1o research more about
“The Influence of Digital Marketing and Brand Image on Interest in Buying Footstep
Footwear Product”

Litorature Review
Digital Marketing

Digral marketing is a product marketing through media that is connected by the
internet currently the intemet can not only connect people with digital meca, but can
aiso be used as 2 communication to consumers. This facitates communication in the
form of marketing promotions through social media. The existence of digital
markeling aiso makes communication between producers’ markelers, and
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COMSUmers of bupers way saser. In addtion, digital markeding makes i eesar for
EHZEINESES POORD o Mmansor and provide avenyning e potental consumars aed |1

¥
|

The characiensiics of e miemet e as Tolows.

a, Inferachvity, The abifty of ledhrolegical devices of fadgilate communcation
peteeen mdividunls such as face 1o face. nbemclve communicaton so that
pashicipants Gan CoMImUnecabs mone accurately, efecinely, and owarsheimingly

b, Demassifcation, messages can be transfermed o Brge number ol participants
irrvealvess.

., Asymchronous, coemmunicabon lechrology has the abilfty o send and necabe

&l the desied time of each particped.

Thie Enk bebsean gigial marketing and buyreg nberest Brough the markeiplace is
usad as an infermediany thal makes d aaser for consumess and producers o carry
o cnding perochuct buying and seding Sansachon, so that oy can be ofiectve N
alrBcing potential consumens quickly, eatdy, peecisely and widely [3-8]

Birard image

The rdicatars thal make up thea brand mage acoonding ta (7] am:

a. Image maker [conporale Imagel whnich 5 8 581 of asSOCiaton parcahesd hy'
consSunmers B compares Thal prodiecs goods of Serdces  Inclode  popilasity
crusdibdity, comspasTy reebwork and user themsednes.

. Product /' consumes image (predoct imagel. which @ a sel of associabons
percehed by consumars fomands an fem of sendce. nclude product atnies,
Benefits for consumers, end guaramiess.

c. Liser mage, which is & sel of associabors peceneed by conswumers againsg
user who use an Bem or setvice., Includes: the user himsell, os well as his social
SLAmS.

Wihie e relaticnship betesen brand imags and Buying nlenton s whane il ths
brand image cened by the campany (S good and the phce is in accordamss with the
courpedithvenass and qualty of Me product i will moreese consumer purchase
imenton [10-74] Conswmers who are nlerestesd 0 the produced by Footstep
Footsear will lend o ghve a good impression. vaiue and percepbon of the comipany,

Purchase Irfpabon

Consume’ pechase inbenfion s a person s lendency o ol necessfies sd Hhe
intraductions of producls el calse & dedine Io bisy can be elermed o 82 purchase
imlerest, Socko-cudtural faciors. thal can affec] purchase mlerest, [15]

According 1o |2, 18], purchase nlenSon can ke dentified through the following
indicators

& Transachon inlerest, Ramely & Person's 1endency b by & pacsdue].

. Referenlial inberest, namely the tendency of a parsan 1o refer products
1o e

[ Prederantial nteresl, whach is an nilevesl fhiad describes (e Dehpeours

of somaone Wwha has a main preference for e product. this praference can anly
be changed i somathing happens o the preference product

Figure 1. Theoratical framework

[ ENgitad Mlarketing {21} J"-\._\_.\_-\.-

H"-_[ Purchase Intarest Y] ]:
[ Brard bnages N2} J______r"'-
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Based on the discusson above, it coan be hypotharsized:
H1: Digital Marketing has a positive and significant on purchass imlenton.
HZ: Brand Image has a poadve and sigaificant efect on punchass inbention

Mo Froatarboery

The siudy explanaion method wikene mis egplaing e relaionship bebveen e
warnkabies stidied and explang the relabonship babwean digital markeling and brand
mage of COnEHTED plechase intention m Footsiep Foobsear. The resufl of this data
5. obtained direciy through the dGstnbuion of gueslicnnares disirbuted 0 Foobsiap
Fooswear 10 customers, Foolsiep uses google Tom, Tie number of queshornasss
disinbuted & 1848, and 164 respondents have been recedaed basnc

The ot of ressarch hese is the respondont's porception of digtal markeSng.
brand mmage of purchase mberesi, s unil of analysss is dEbnbuied indvedeaity,
digital martsling measuremenl is measured by adapling the measuring ool
dewvslopsd by [17] Brand smage is meatured by adapling {he meeasuiingg insbiamend
developed by |15 which consists of 3 Hems. mearwhie purchase infeniion adapbed
Brom e meeasunemen developed by [16 13pwhach Cconsists of 4 esms. Tha
goodness of measiine 5 Esled using the Cronbach Ajpha Crilencn Toe rekatilly, amd
Pearson Product Moment Coredaticn for Validity, Hypothesis & esled using multpils
libar regressEan analysis.

Finding and Nscwsskownw

From 188 quesicnnaires were serd, 164 woere recoived, and weniy-four
imcomplete quaslicnnares wene Tourd. so thal twenly-lour were axcleded Fom fhea
analyss. The murmber of gueshonnaires relumed and wvalid for wss was 164
Theredare, the responds rate af this sBudy was B7 %

Rospormdoen FProlfils

The daoba of tha mespondents in this shady wors 164 respondents. Based on age,
responcEnl wins cestnbuted a5 many s S50 penphe (54 5% aged over 16 — 24 years,
age=d PE-Z5 yeArs A5 mMany &s people (3E8%) ard as many as 11 peopls [7.2%)
respordent Sged 36-45 pesrs mode, S0, il can be concluded from he dals above
Ehose fespondenis aged 15-34 years dommate in Bhis sjudy. Based on age.
ressporuient who answered the questionnaire in ihss shedy consisted of 76 men
(A6.336) and B0 wWormen with a8 percantsge of (53.7%) So, the otal number of
respondents olalied 164 peophe Mearmwhie, Dased an oo paEton, responsents who
arswensd the guashonnare in this shedy consisted of 44 students (26 89%.) 4 civil
sarvants with a percenbage (2.4% ) privata employess o@Eiing 85 with a pesrcanbage
{51,5%) pacple and seif-aemployed peopss amounled o 32 peopds with & perceniags
al {19%]. So, the iolad number of respondenis olaled 184

Hypothesis lesting usng multipls linear regression analysis, Tabees 1, 3, and 3
show the result of multipls Bnear regresson analysts. The independent variables are
digital markesng and brand images, and ke depandent variabls is purcnese mlenbon,
Table 1 and 1Bble 2 shaw e resull of this regression model capable of explainng
e wariaton of the ndependent vamables, The F-test show an F vabie of 118,487
and signiicant al Be 1% level meaning fat the varston of cgisl maketing and
brard mage wvarables s able o esxplain he variahon of e purchsse nbarest
warsabde by S9.5% [Adjusied R Sguprs)
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Table ¢

&: Purchase

a  Dependent vanabie: ntenson ‘
. b Prediciors: (Constant), BI, DM J

Table &

Unstandardized Standardizad
T Cosllicients Coallicient

S, Em‘x Seln

a. WVM m»um

N R AR gt v i ettt 7

Table 3 show the result of the L-test namely the regréssion coefficient tes!, The
digital marketing regression coefficient is positive with a t-valuoe of 3957 and
significant at on percent. These resuits indicate that diginad marketng has a positive
and significant effect on purchase mierest. Thecefore, hypothesis 1 is accepled. The
brand image coefficient is poslive with a twalue B957 and is significant al one
pescent The result showed that brand image has a posiive and postive effect on
purchase interest. Thevefore. hwpothesis 2 s accepted. This inding reveals that
digital marketing and brand image are impornant drivers of purchase Inderest
especially i Foolstep Footwaar companes during the pandemic due the spread of
Covid-19 virus,

The fincing of this study explan that aigital marketing has a positive ampact on
purchase interest at Footstap Footwear Companies during the Covid-19 pandemic. It
was alko found that brand image, on the other hand, had a positive effect on
purchase intenton. This finding is in e with previous research which aiso found that
digitai marketing and brand image are on of the determinants of purchase inlenton
[18-22).

L ] Digital marketing has a positive and sgnificant on purchase ntention
by 59.5%_ this show that the right digital marketing wil increase Purchase interest
From hypothesss testing, it is cbtamed t count > t 1adble or (2487 > 19847 ) this Is
reinforcad by probabiity 0.0000 < 0.05, thus HO is accepted meaning that there is
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positve and partially significant eflec] bebtween digilnl markgling on purchpss
vt bacen

Z Brend mage has posEve and signifcant efect on Puchase Interesd
by 35 8% this show thad & high brand imaps will ncrease purchass inleres]. From
hypothesis iesling, & is oblained | count=] iable or (5430 = 1,9847) this is
rainforced by probabdity 0000 <= 0,05, thus Hb 5 rejecded and H1 is accephed
maaning that 1hare s 8 poslive and paially ssynficant influence betessn beand
image on purchase nfenbion,

The fndng of this sludy indicate that digial marketing and brand image arne
imporanl predictons af punchasa interest. The msult of this siudy I5 0 line with
several previcus shudies which found that the right use of digdal maresng can
inesss conswmer purchase inleresd [S5, 7 16 23 240 Dagitnl markeding is able 1o
rmspch mone audiences, and  provide oppertunities e commaundcation betweoen sofer
and consumens. Good digtal markating, with mbemesting oaonb=nt will be abéa o creats
poditee word of mauth. & addition, digital marketng @ felalely chaaper (han Usng
convenSonal marksling media

This shady alsa found that brand mege has a positiee and significant effect on
puechase inberest This finding s in Ene with several previous studes which found
Brand image 1o be an important predcior of purchase inbention [10-14 18, 25 26]
Basicaly, the brand mage achsally refecls the velues and benefit el consumer can
axpact when thay buy the product This indicabes ihat consumess perfechons of e
quabty, vaiue and Denefils thay will recaive Wil dedermine e brard mege of B8
product The implicaton is Fiad companies must be sbie o creale vake and benefis
e, il possible. excesd consumer expecialions, and dedver thess vaiues and
benefits in a way that i be%er than compebitcrs. The company mus! also be able o
buitd good commadincation when e company conveys infarmation about the valus
and beamslits Fial exest i e product.

Covdfusian

This study found that Dsg#al Marketing and Brand Image are sery impotant
dederminands in defermining purchase nbereslt o Foalbsiep Foobsear Bandung
companies during 1he Covid-18 pandemic. Company management neesds. o compie
systematic measurable jasks, thers needs 1o be clanly n sach concept, especially
hose containing elements such as dadity of excelience and uniguersss, 1he
importance of gualilty in relafion o the swccessid achievement of overall produd
puechase poals. Creabing conlent mal atirects conswmens in promoting producs, and
implamentation of health prolocols, i edrrs. of mainkaining health, This esaarch kas
Besn altempbed and carfed oul in accordance with sciendilic procedures. Hewewes, |l
stil has Smidntions faciors that mfleenoe consumer purchiess infenlicn in this shady
only conskst of two vanabies, namely digiial marketng and brand image, whia thens
ana sl many ather Aachors hat mMesncs Consumer purchase inbanbon n e market,
such as promobion achvibes end dscound, which could be explored in fulume
research, Tho nesd weskness n this eseanrch concems the scope of 1he mesearch
which only involves ong company hal does produc) placement n e-Comments, o
me generalzation of thes réseanch s not 100 kagh. Fubuie reseanch may be able b
expand this soope by ressarching fhe mdustry of indusiial sedor, so mal e
generalizabifity of the ressarch becams highsr
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