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Abstract: Due to the increasingly rapid development of digital marketing or marketing via the internet and social
media, it is possible for companies to communicate directly with customers without going through third parties. This
research aims to observe the impact of digital marketing communications through word of mouth, which is usually
seen by customers through product quality, customer experience, price, brand image through purchase interest which
is the hypothesis in this research. Using quantitative methods and using Multiple Linear Regression data analysis
with the help of SPSS software. The population in this study includes customers and consumers who have purchased
and used products from Scarlett Whitening, using a purposive sampling technique of 88 respondents. Data collection
was carried out online by distributing questionnaires in the form of google forms via social media. From the results
of this research, it can be concluded that product quality does not have a positive influence on purchase interest,
customer experience has a positive influence on purchase interest, price has a positive influence on purchase interest,
brand image has a positive influence on purchase interest. This research suggests companies can organize marketing
via social media better in order to get maximum results. The coefficient of determination value shows that the
variables product quality, customer experience, price, brand image, are able to explain the purchase interest variable
by 63.9%, while the remaining 36.1% is explained by other variables outside the model.

Keywords: product quality, customer experience, price, brand image, purchase interest.

Introduction

The growth in the number of internet users has become increasingly rapid in recent years, and it has
become a very potential market for businesspeople to enter by offering various kinds of products with
varying quality and prices, this is a consideration for carrying out online transactions (Maryanto et al.,
2022). Usually, customers will engage in product information search behavior before making a decision to
purchase, this information can also be obtained from different sources (Dalziel & De Klerk, 2020).

Entering the increasingly tight competitive business environment in the current era of digitalization
where the internet is the ideal infrastructure, cosmetic companies are therefore expected to continue to
improve the quality of their products. Product quality is an important thing that every company must strive
for if it wants the products it sells to be able to compete in the market to satisfy customer wants and needs
Ananda & Jamiat (2021), so that customers feel satisfied with their use, which will strengthen customers'
interest in buying the product (Paramita et al., 2022).

There are many ways that companies can do to improve purchasing decisions, for example by paying
attention to the price factor (Nurfitriana & Iriani, 2018). Price really influences buying interest because the
customer's ability to make a purchase is by comparing the benefits they will get with the sacrifices made
(Elvina & Sarah, 2021). A good customer experience is fulfilling customer needs and instilling trust in
customer memories, so that it can provide feelings of pleasure, attachment and strong emotional feelings
towards the company (Setiobudi et al., 2021). One way to retain customers is by creating a strong brand
image in the market share Erlinda (2019), so that customers can get a positive impression which is the
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experience and knowledge gained from the brand (Eriza, 2017). Huang et al. (2019) stated that customers
who are familiar with a brand have higher purchase interest.

The customer's buying interest will arise automatically if the customer is used to it and feels interested
in giving a positive response to what the seller is offering Eriza (2017), so that it arises based on the
customer's self-instruction to purchase a product, make plans, take related actions such as proposing ,
choosing, recommending, which ends with making a decision to buy (Taan, 2021).

This research was taken because the author wanted to know what impact there was on a business from
communication through word of mouth carried out by society in the era of digitalization where all
information is easily obtained online. With previous research that has been carried out regarding the
variables of product quality, customer experience, price, brand image and purchasing interest. Where
product quality can positively influence buying interest Ananda & Jamiat (2021), customer experience
positively influences buying interest Foster (2017), price positively influences buying interest Halim &
Iskandar (2019), brand image can positively influence buying interest (Adhi & Sidharta 2017).

In the previous study, a tourist attraction located in Spain was taken, and in this research the author
took the famous beauty product, namely Scarlett Whitening, as an object, with the aim of seeing whether
there is a relationship that has an impact on product quality, customer experience, price, brand image on
purchasing interest. It is hoped that this study can contribute to the scientific layer of marketing management
so that it can provide new data that is useful for the general public and business people.

Literature Review
Product Quality

Product quality is a strategy provided by the company by providing differences in composition that
will be provided to win against competition so that the expected added value can be obtained in the eyes of
customers (Robustin & Fauziah., 2017). Product quality also has an important variable in improving the
image of a brand (Putra et al., 2022). A company's ability to provide overall functions regarding accuracy,
durability, testing, ease of use, and also the composition of the product. Product quality also has a significant
influence on purchasing decisions (Rumondor et al., 2017). By determining different levels to give priority
to product quality standardization, especially for companies using the same media (Annarita et al., 2023).

Customer Experience

Customer Experience or what is called customer experience is a combined result that customers feel
fully and sensibly during direct or indirect interactions in a business (Sudirman et al., 2022). Customer
experience is a good or bad experience felt by customers when using, feeling and purchasing products or
services Setiobudi et al. (2021), customer experience is described as a combination based on consumer
activities in consuming or using goods and services, whether the experience has a good impression or not
(Fitria et al., 2021). If someone is satisfied with their previous purchase, they will most likely make another
purchase at the same place (Foster, 2017).

Price

Pricing strategy is an important component in determining the price of goods in a business (Azzahra
et al., 2023). Another opinion says that price is the amount of money obtained from the sale of a good or
service (Rumondor et al., 2017). In terms of price perception, it has an influence in encouraging customers
to buy. Price can be defined as the amount of value that will be spent when buying a product or service.
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The prices set by producers are a form of strategy to gain profits (Azzahra et al., 2023). Price perception
generally compares the actual price with a reference price, namely the competitor's price with the price the
buyer previously paid (Jeaheng et al., 2023). Customers' desire to buy a product will decrease along with
the increase in price Wei et al. (2023) because decisions about what to buy are influenced by price (Nurfauzi
et al., 2023).

Brand Image

Brand image is the belief, thought and impression of a brand Noverita & Singgih (2019), brand image
is also the result of a customer's view or impression of a particular brand which is based on consideration
and comparison with several different brands of similar products (Wulandari & Iskandar, 2018). Brand
image is also considered one of the most important intangible assets that has an impact on customer
perceptions of a company (Bianchi et al., 2019). In this competitive business world, brand image can give
a different impression in the eyes of customers so that it can help companies differentiate themselves from
competitors in order to gain a competitive advantage (Yanuar et al., 2022).

Purchase Interest

Purchase interest is the initiative of someone who provides feedback in making a decision to purchase
a product or service. A concept called AIDA provides stages of buying interest which include: Attention,
interest, desire and action. Purchase interest has a positive and significant effect on purchasing decisions.
If you have high buying interest, it will encourage customers to buy, and vice versa, if your buying interest
1s low, it will prevent customers from buying the product. When customers trust the product brand in a
business, the customer will form a desire to buy (Ngoma & Ntale, 2019). The investigated purchase interest
relies heavily on the references and brand values shared by different customers via social media channels
(Dehghani & Tumer, 2015). Promotion through word of mouth communication is a powerful place to
channel someone's interest to purchase (Bagozzi & Khoshnevis, 2023). So it enters the customer evaluation
stage regarding choices and interest to buy a brand that is desired and liked.

Hypothesis Development
Relationship between Product Quality and Purchase Interest

Product quality is an important thing that every company must strive for if it wants the products it
sells to be competitive in the market, customers will be interested in buying high quality products, if the
product quality is mediocre or tends to be poor then customers will not be interested in purchasing Ananda
& Jamiat (2021), therefore companies must continue to improve the quality of their products or services
because improving product quality can make customers feel satisfied with the products or services they
buy, thus having an impact on customers making repeat purchases (Halim & Iskandar, 2019). When the
quality of the product is attractive, it can attract high buying interest. It is very important to observe factors
for improving product quality by correcting what is still lacking and improving what is already good (Satria,
2017). According to research Ananda & Jamiat (2021) that product quality basically influences customer
buying interest. Based on the description above, the author proposes an initial hypothesis, namely:
H!: Product Quality has a positive relationship to influence Purchase Interest
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Relationship between Customer Experience and Purchase Interest

When customers have a positive experience, they are more likely to intend to make a purchase. There
are various ways that companies can provide a positive experience, especially when purchasing online
(Fitria et al., 2021). Creating increased word of mouth promotion and also the effectiveness of customer
experience also influences the continuity of interest in purchasing products for a company (Pranatika &
Albari, 2022). According to research by Foster (2017), customer experience positively influences
purchasing interest. The hypothesis that will be given for this research is:
H?2: Customer Experience positively influences Purchase Interest

The Relationship between Price and Purchase Interest

The price of a product will of course greatly influence customer buying interest (Noverita & Singgih,
2019). Competitive prices can influence purchasing decisions, so that the more competitive the company is
in determining prices, the more confident customers will be in making purchases (Ena et al., 2020). Every
increase in price will result in a customer's decision to buy where high buying interest can be formed by
attractive promotions Satria (2017), various promotional activities are continuously carried out to
encourage customers to buy products through online stores which is an important stage for entrepreneurs,
and ultimately achieving this also assessed based on consumer purchase interest (Fitria et al., 2021).
According to Halim & Iskandar (2019) price has a significant influence on buying interest. Based on the
description above, the author assumes the following hypothesis:
H3: Price has a positive influence on Purchase Interest

The Relationship between Brand Image and Purchase Interest

Excellence in brand image is very necessary to maintain a positive image in the minds of customers
in order to arouse buying interest (Noverita & Singgih, 2019). The higher the quality of a manufacturer's
brand image, the higher the customer's desire to buy, by providing clear information through a product
description to encourage buying interest (Prayogo et al., 2023). A good brand image on a product causes
customers to believe in the product, this is what makes customers definitely consider buying a brand, the
interest in buying itself arises because of the brand image on the product (Ramadhan & Santosa, 2017).
According to research (Adhi & Sidharta, 2017) brand image has a positive and significant effect on
purchasing interest. Based on the description above, the author assumes the following hypothesis:
H*: Brand Image has a positive influence on Purchase Interest

Based on this framework, the research model includes:

o

_H

Figure 1. Research Model
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Method

The research technique uses measurement tools and information collection which is carried out by
distributing questionnaires via Google form online to respondents. In this research I used a Likert scale
method. All statements are calculated at 4 levels, starting from Strongly Disagree (STS) with a value of 1
point to Strongly Agree (SS) with a value of 4 points. Where the product quality variable is measured with
5 questions adapted from Khalil (2021), the customer experience variable is measured with 4 questions
adapted from Vakulenko et al. (2019), the customer experience variable is measured with 3 questions
adapted from Fernando et al. (2023), the price variable is measured with 3 questions adapted from Cakici
& Tekeli (2022), the brand image variable is measured with 4 questions adapted from Yanuar et al. (2022),
the purchase interest variable is measured with 3 questions adapted from (Awal et al., 2023). With a total
of 22 questions.

The author took a population of customers who used and shopped for Scarlett Whitening products
online and offline in shopping centers ranging from ages 13 years to 60 years, both men and women. With
a research sample size of 4 times the number of indicators of 22, the minimum sample required is 88
respondents (Taluke et al., 2019).

This research is quantitative in nature using the SPSS model to analyze data by conducting validity
and reliability test research, then using multiple linear regression analysis tools. To test the validity analysis
of product quality, customer experience, price, brand image, and purchase interest using the Pearson
Product Moment correlation technique, namely a test to measure the relationship between two variables
that have a normal data distribution.

Result and Discussion

These results were obtained from data collection carried out by distributing questionnaires via Google
form online to respondents. In carrying out the data test, there are several steps to get the results by testing
the data quality which is divided into 2, namely validity test and reliability test. The classical assumption
test is divided into 4, namely normality test, heteroscedasticity test, autocorrelation test, multicollinearity
test. And hypothesis testing is divided into 3, namely the coefficient of determination test (R?), F analysis
test, t analysis test.

After distributing the questionnaire via Google form online to see the respondents' opinions, the
author obtained 88 respondents with predetermined conditions. 73% of the respondents were female, and
15% of the respondents were male. All respondents were aged from 13 to 60 years with various jobs and
duration of use < 1 year as much as 47%, 1-2 years as much as 20%, 2-3 years as much as 13%, 3-4 years
as much as 5%, and > 4 year by 3%. From the results of the data that has been obtained, the frequency
obtained through word of mouth marketing can increase purchasing interest.

By using this correlation technique, each variable shows the results that the questionnaire is
considered valid with a sig value <0.05, so this indicates that the correlation between these variables is
statistically significant. The next data test is to use reliability analysis with a Cronbach's alpha value > 0.60
to get reliable results. So with this result the product quality variable (X1) is 0.815, customer experience
(X2) 1s 0.862, price (X3) is 0.775, brand image (X4) is 0.824, and purchase interest (Y) is 0.865. From the
values produced in the reliability test, it shows that all variables have been proven to be reliable.

The next data test is to use the classic assumption test with the aim of proving that the regression
equation that has been obtained has accurate and consistent precision. The classical assumption test has
several types of tests such as the normality test which has two ways of analysis using graphs and analysis
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tests. Test normality using the One-Sample Kolmogorov-Smirnov test with results showing the Asymp
value. Sig. (2-tailed) 1s 0.200 > 0.05, so it can be concluded that the data is normally distributed. Next, there
is a multicollinearity test with a Tolerance Value assessment using the Variance Inflation Factors (VIF)
method, by showing the test results that all factors have a tolerance value > 0.10 or a VIF value < 10, it is
concluded that they have passed the multicollinearity test. Next is the autocorrelation test with the Durbin-
Watson profitability value of 2.237, so it can be concluded that the model does not experience
autocorrelation symptoms. The final test of this classical assumption is the heteroscedasticity test with the
results of all variables having a sig value > 0.05 which indicates they have passed the heteroscedasticity
test.

After testing the classical assumptions, you can continue with the multiple linear regression analysis
test process by looking at the results of the unstandardized coefficients, Y = a + f1X; + B2X2 + B3 X3 + BaX4
+ BsXs + e. Next, carry out a hypothesis test including testing the coefficient of determination (R?) by
looking at the value obtained in the Adj R? squere column of 0.639 or 63.9%. The coefficient of
determination value shows that the variables product quality (X1), customer experience (X2), price (X3),
brand image (X4), are able to explain the purchase interest variable (Y) by 63.9%. Meanwhile, the remaining
36.1% is explained by other variables outside the model.

The calculated F value is 36.796 > the F table value is 3.104 and the sig value is 0.000 < 0.05, so it
can be concluded that HO is rejected and Ha is accepted, meaning that the variables of product quality,
customer experience, price, brand image influence buying interest.

The final test is the t test with the calculated t value <t table value and the sig value > 0.05 then Ha
is rejected and HO is accepted, the calculated t value > t table value and the sig value > 0.05 then Ha is
accepted and HO is rejected. (X1) is -0.118 <t table value, namely 1.988 and the sig value is 0.906 > 0.05,
then Ha is rejected and HO is accepted, which means that the product quality variable does not influence
purchasing interest. (X3) is 2.581 > t table value, namely 1.988 and sig value, namely 0.012 < 0.05, so Ha
is accepted and HO is rejected, which means that the customer experience variable influences buying
interest. (X3) is 3.891 > t table value, namely 1.988 and sig value, namely 0.000 < 0.05, so Ha is accepted
and HO is rejected, which means that the price variable influences buying interest. (X4) is 3.704 > t table
value, namely 1.988 and sig value, namely 0.000 < 0.05, so Ha is accepted and HO is rejected, which means
that the brand image variable influences buying interest.

Table 1. Hypothesis Test Results

Hypothesis | T-Value Count Sig. Information
PQ — PI H! -0.118 0.906 Data do not support the hypothesis
CE — PI H? 2.581 0.012 The data support the hypothesis
P—PI H3 3.891 0.000 The data support the hypothesis
BI — PI H* 3.704 0.000 The data support the hypothesis

Source: Researcher-processed data findings, 2024

Furthermore, the results of the t test are used to test the partial regression coefficient which functions
to determine whether the independent variables consisting of product quality, customer experience, price,
brand image and buying interest have an influence or not on the dependent variable with a significance
level of 0.05 (a0 = 5%). Based on testing with SPSS, the results of individual testing of the product quality
variable (X) show that the t count is -0.118 <t table value, namely 1.984 and the sig value is 0.906 > 0.05,
so Ha is rejected and HO is accepted, which means product quality has no influence on interest. buy. The
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results of individual testing of the customer experience variable (X2) show that the t count is 2.581 >t table
value, namely 1.984 and the sig value is 0.012 < 0.05, so HO is rejected and Ha is accepted, which means
that customer experience influences buying interest. The results of individual testing of the customer loyalty
variable (X3) show that the t count is 3.891 > t table value, namely 1.984 and the sig value is 0.000 < 0.05,
so HO is rejected and Ha is accepted, which means that price has an effect on buying interest. The results
of individual testing of the price variable (X4) show that the t count is 3.704 > t table value, namely 1.984
and the sig value is 0.000 < 0.05, so HO is rejected and Ha is accepted, which means that brand image
influences buying interest. Thus it can be concluded that the data in this study supports the hypothesis.

The results obtained in this research are that product quality does not positively influence purchasing
interest. This study shows low customer buying interest, which means that product quality has no relation
to customer buying interest because they hear cheaper prices and good brand images from other people
regarding the quality of the product, even though they have not tried it, customers think it is good so it has
no effect on it. Purchase interest is what makes customers remain interested in buying the product. This is
in accordance with research conducted in previous studies regarding product quality which does not have
a significant effect on purchasing interest (Yanti, 2021).

Next, this study found that customer experience has a positive influence on purchasing interest. In
line with previous research which states that customer experience has a significant effect on purchase
interest with the largest average (Adistia et al., 2023). The customer experience felt by the customer plays
an important role in this, including the seller's good response and responsiveness in handling all the
customer's desired needs. Customer experience is something that is very valuable for customers because
this experience will become a positive memory after making a purchase. Quality customer experience in
responding to everything the customer needs is an unforgettable memory so it can have a positive impact
in making customers interested in buying Scarlett Whitening products.

Furthermore, the results in this study show that price has a positive relationship with buying interest.
Seeing the high response from customers results in a feeling of satisfaction with the price obtained. Price
has an important role in shaping customer buying interest as a positive attitude in making purchases can be
reflected in the frequency or large quantities purchased. If the price set is very appropriate according to
purchasing power and can provide cheaper prices such as discounts, special price promotions, then
customers will choose that product/service. This is in accordance with the results of research conducted by
previous studies regarding the positive influence of price on purchasing interest (Hartati, 2021).

Other results in this research show that brand image has a positive influence on purchase interest.
Brand image is a very important thing for the company and customers. With a brand image, the company
will benefit, likewise if the brand image of a product is known to be positive by customers, customers will
be interested in buying products according to their needs. Which means that the better the brand image that
Scarlett Whitening has, the more it can increase customer buying interest. Brand image information that
customers obtain from other people about the company will make customers think that the products
produced by the company are very good, thus making customers intend to make a purchase. This research
is in accordance with previous research conducted regarding brand image having a positive effect on
purchase interest (Ahmad et al., 2020).
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Closing
Conclusion

The conclusion results show that the research carried out has succeeded in proving the existence of
several relationships between the variables studied. This shows that the research succeeded in confirming
the influence of customer experience, price, brand image, purchasing interest. And failed to confirm the
influence of product quality on the Scarlett Whitening brand.

Limitation

This study has limitations that can be corrected in future research. The research was conducted in
several provinces in Indonesia using data collection techniques through questionnaires distributed on social
media so that respondents in various regions could be reached who may have deficiencies in the data
obtained. To obtain better data quality, it is recommended that further research use different data collection
methods or carry out additional validation of the data obtained such as direct research, interviews, or direct
observation to obtain more accurate and in-depth results. Apart from that, better measurement techniques
can improve the validity and reliability of research results. To overcome existing limitations, it is hoped
that further research can make a greater contribution to the understanding of the relationship between the
variables that have been studied to expand the generalisability of the research results.

Managerial Implications

This research has several implications that companies can take to increase success in a business. The
first few managerial implications, the research results show that product quality does not have a significant
influence on purchasing interest. With this, it is believed that the company has not been able to provide
products that have high quality standards. This can be done by researching and finding out what customers
want by providing products that have high quality in the ingredients that will be used to provide maximum
results for a product.

Second, customer experience is proven to have a positive influence on customer buying interest.
Companies need to pay attention to the services that employees will provide to customers, both in terms of
how quickly company employees respond to questions, complaints and requests submitted by customers to
gain trust. Therefore, companies need to improve the quality of services provided to customers by
conducting employee training, comprehensive auditing to ensure employees provide a good experience in
the eyes of customers.

Third, price is proven to have a positive influence on buying interest. Where price can be a cause for
customers to withdraw from buying a product, therefore it is hoped that companies will provide better prices
such as promotions in the form of discounts or providing certain additional products for free in order to
attract customers' buying interest without having to lower the company's standards.

Fourth, brand image is proven to have a positive influence on purchasing interest. Brand image is the
public's impression of a product brand on a company which is formed from past information, therefore it is
hoped that the company must be able to maintain the brand identity that has been built.

Because this research was conducted through digital marketing, companies need to understand that
market conditions and customer preferences may be different from offline stores. Therefore, marketing,
service and customer retention strategies need to be adapted to the characteristics and needs of the market
in each location, both online and offline.
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