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Abstract— The role of product quality and digital marketing
is crucial in shaping a strong brand image for Muslim fashion
companies in the Ciayumajakuning region (Cirebon, Indramayu,
Majalengka, Kuningan). High-quality products and effective
digital marketing can influence consumers’ perceptions of the
brand. This study aims to examine in depth the impact of product
quality and digital marketing on brand image and its effect on
purchasing decisions for Muslim fashion products in
Ciayumajakuning. The study involved a sample size of 125
respondents and utilized SEM PLS as the analytical tool. The
results show that product quality has a significant influence on
brand image, digital marketing strongly affects brand image, and
brand image significantly impacts purchasing decisions.

Keywords— Product; Digital Marketing; Brand Image;
Purchasing Decisions

I. INTRODUCTION

In today’s digital era, the role of product quality and digital
marketing is pivotal in establishing a strong brand image for
Muslim  fashion  companies,  particularly in  the
Ciayumajakuning region (Cirebon, Indramayu, Majalengka,
Kuningan). High-quality products and effective digital
marketing strategies can significantly influence consumers’
perceptions of a brand. Moreover, in the ever-growing Muslim
fashion industry, a positive brand image can be a key factor in
driving consumer purchasing decisions (Tanjung et al., 2023).
The use of high-quality products by fashion industry players,
combined with sophisticated digital marketing strategies,
enhances a brand’s market appeal. Through digital platforms
such as websites, social media, and online marketing
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campaigns, these players can raise greater brand awareness
among consumers. By providing a positive consumer
experience through both products and online interactions,
Muslim fashion entrepreneurs can build a distinctive and
strong brand image that sets them apart from competitors
(Fareed et al., 2023).

Additionally, a good brand image, shaped through quality
products and digital marketing, can influence consumer
purchasing decisions. Consumers are more likely to choose
brands they perceive to have a good reputation and offer
desirable value (Ernawati, 2023). By building a positive brand
image through quality products and effective digital
marketing, Muslim fashion entrepreneurs can foster consumer
loyalty and encourage them to choose their products during the
purchasing process (Ilham Ilham et al., 2023).

In recent years, advancements in digital technology have
transformed how companies interact with consumers,
including in the Muslim fashion industry. However, despite
substantial investments in digital marketing, challenges remain
in ensuring these efforts effectively enhance brand image and
drive consumer purchasing decisions (P. et al., 2023). A key
issue is whether quality and innovative products can fully
leverage the potential of digital marketing to create a strong
brand image. Even among prominent Muslim fashion
companies in Ciayumajakuning, concerns persist about the
extent to which their digital marketing strategies can
significantly improve brand image (Hanifah & Susanti, 2023).

Another issue is how products and digital marketing
interrelate in shaping consumer purchasing decisions.
Excellent and innovative products alone are insufficient
without the support of appropriate marketing strategies to
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reach and influence consumers. Although entrepreneurs have
implemented various digital marketing strategies, a deep
understanding of the effectiveness of these approaches is
lacking. Concerns remain that their digital marketing efforts
may not optimally capture consumer attention or build strong
connections with their target audience. Therefore, it is
essential to examine how these two aspects—product and
digital marketing—work together to create a positive brand
image and enhance purchasing decisions (Romadhoni et al.,
2024).

Moreover, differences in consumer perceptions of the
brand image of Muslim fashion companies pose their own
challenges. Some consumers may respond positively to
products and digital marketing, while others may remain
unaffected. These variations in consumer responses can be
attributed to factors such as age, personal preferences, and
exposure to digital media (Selviasari, n.d.). This study aims to
identify the factors influencing the relationship between
product quality, digital marketing, and brand image, as well as
their impact on consumer purchasing decisions. By
understanding these dynamics, Muslim fashion entrepreneurs
can develop more targeted strategies to improve brand image
and encourage purchasing decisions among a broader
consumer base.

The urgency of this research lies in the pressing need to
understand how products and digital marketing can work
synergistically to build a strong brand image and influence
consumer purchasing decisions. In today’s digital era, where
competition is increasingly intense and consumers are
becoming more discerning, Muslim fashion companies must
continually adapt and develop more effective marketing
strategies. This research is crucial as it helps identify and
address the gaps between quality products and optimal digital
marketing strategies (Bukhori & Ruspitasari, 2023). Thus,
companies can ensure that their investments in product
innovation and digital marketing yield maximum results in
enhancing brand image and attracting more consumers.

The novelty of this study lies in its holistic and
comprehensive approach to examining the relationship
between products, digital marketing, and brand image, as well
as their impact on consumer purchasing decisions. Most
previous studies have focused on one aspect, such as digital

consumers’ perceptions of a company’s brand image.
Additionally, the study evaluates the effectiveness of digital
marketing strategies used by Muslim fashion entrepreneurs in
shaping and enhancing brand image in the eyes of consumers..

Il. METHOD

In this study, the population could not be determined precisely.
This is because the research focuses on purchase decisions,
where consumers who shop are used as the sample. Following
Hair et al. (2010), the sample size for an unknown population
ranges between 100 and 200. Therefore, this study used a
sample size of 125 respondents. The Partial Least Square
(PLS) model analysis was employed for the study.

Descriptive statistics were used to analyze the data and
understand variables such as age, gender, and educational level
of the respondents. A questionnaire was utilized, incorporating
a Likert scale with five response options. Validity was tested
using loading factors and Average Variance Extracted (AVE),
where values > 0.5 indicated success. Composite reliability
values > 0.6 were employed to measure the reliability of the
constructs (Ghozali, 2015).

The study employed a Likert scale with five response options
to measure the variables. This scale was used in a
questionnaire to collect data on product quality, digital
marketing, brand image, and purchasing decisions.

The PLS-SEM method was applied to test the hypotheses.
The inner model, R-Square values, and path coefficients were
used to examine the relationships between latent variables.
Statistical bootstrap testing was conducted for further analysis.
Once the data were processed, the results were used to answer
all the research questions.

I11. RESULTS AND DISCUSSION

The first step was to assess the outer model to evaluate the
validity and reliability of the indicators. The loading factor
values needed to exceed 0.7; indicators with correlation values
below 0.7 were excluded. The test results indicated that all
indicators had values greater than 0.7, signifying good
convergent validity for the constructs.

Tabel 1. Variables, Indicators, Loading Factor, AVEs and Composute
Reliability

marketing or product quality, without considering how these Variables  Indicators I[:c;acf(l)rr]sg Cronbach's = Composite
two aspects interact. This study offers a new perspective by Running Alpha Reliability
analyzing the synergy between products and digital marketing P P1 0,838 0,925 0,690 0,940
and exploring intervening variables such as brand image that P2 0,851
may influence purchasing decisions. Consequently, this P3 0,861
research provides not only deeper insights into modern P4 0,777
marketing dynamics but also practical strategies that P5 0,856
companies can implement to achieve greater success in the P6 0,831
market (Caucasus International University, 2022). P7 0,800

This study aims to comprehensively examine the impact of PD PDL 0,858 o8l 0737 0918
products and digital marketing on brand image and their effect Egg 8'238
on the purchasing decisions of Muslim fashion products in the D4 0'858
Ciayumajakuning region. Through this research, the author Bl BI1 0‘838 0.902 0719 0.928
seeks to assess the extent to which the quality of products BI2 0:839 ’ ' '
offered by Muslim fashion entrepreneurs influences BI3 0,846
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Bl4 0,866
BIS 0,852
KP KP1 0,840 0,852 0,772 0,910
KP2 0,927
KP3 0,866

Source: Data Processed, 2024

The next step is to examine the R-square value to test the
predictive relationships between latent variables or the
structural model. Figure 1 illustrates the structural model, and
Table 2 displays the R-square values. The R-square value for
brand image is 0.794, indicating that product and digital
marketing explain 79.4% of the variance. For purchase
decision, the R-square value is 0.713, meaning that brand
image explains 71.3% of the variance.

This study found that product quality significantly
influences brand image, which is consistent with Hanifah &
Susanti (2023), who concluded that high-quality skincare
products improve brand preference and positively affect
consumer perceptions.

Similarly, 1lham et al. (2023) found that a positive brand
image enhances customer satisfaction and loyalty, reinforcing
the idea that quality products contribute to a strong brand
identity.

The study found that digital marketing has a strong effect
on brand image. This supports Fareed et al. (2023), who
highlighted that effective digital marketing strategies, such as
social media engagement and influencer marketing, play a
crucial role in shaping brand perception among Pakistani
consumers.

Tanjung et al. (2023) also found that digital marketing,
combined with product variation, enhances purchase decisions
by strengthening brand awareness and brand image.

The study confirmed that brand image significantly affects
purchasing decisions, which is consistent with Ernawati (2023),
who found that a strong brand image positively influences
consumer choices in food product purchases.

Bukhori & Ruspitasari (2023) also found similar results in
the coffee industry in Taiwan, where digital marketing efforts
improved brand awareness, leading to higher purchasing rates.

The study’s holistic approach aligns with Romadhoni et al.
(2024), who examined the combined effects of digital
marketing and product quality on customer satisfaction and
purchase decisions.

Caucasus International University (2022) also highlighted
the impact of digital marketing on purchasing decisions in the
Georgian market, showing that brand image serves as a key
mediating factor.

Tabel 2. Determination Test

R Adjusted R
Square Square
BI 0,794 0,791

KP 0,713 0,711
Source: Data Processed, 2024
Figure 1. Research Model
Table 3. Hypothesis Testing
Number Relationships  Original  T.Statistics P- Result
Sample Value
1 Brand Image 0,845 26,418 0,000  Accepted
-> Purchase
Decision
2 Digital 0,729 9,595 0,000  Accepted
Marketing ->
Brand Image
3 Product -> 0,189 2,552 0,011  Accepted
Brand Image
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Source: Data obtained, 2024

IV. CONCLUSIONS

Managerial Implications:Muslim fashion entrepreneurs
should focus on enhancing product quality and implementing
effective digital marketing strategies to strengthen brand image
and influence consumer purchasing decisions.

Digital marketing efforts, such as social media campaigns,
influencer collaborations, and personalized advertisements,
should be optimized to create a stronger brand presence.

Companies should ensure that their brand identity aligns
with consumer preferences, as brand image plays a crucial role
in purchasing behavior.

Theoretical Implications: This study supports existing
research on the interrelationship between product quality,
digital marketing, brand image, and purchasing decisions.

The findings contribute to marketing literature by
reinforcing the role of digital marketing as a key driver of
brand perception.

The research highlights the importance of integrating
product quality and marketing strategies to maximize consumer
trust and engagement.

Limitations: Limited Population Generalization: The study
only focuses on Muslim fashion consumers in
Ciayumajakuning ~ (Cirebon,  Indramayu,  Majalengka,
Kuningan), making it difficult to generalize the results to other
regions or industries.



Unknown Total Population Size: Since the total population
of Muslim fashion consumers was unknown, the study relied
on Hair et al (2010)’s sample size range (100-200
respondents), which may not fully represent the broader
market.

Cross-Sectional Study: The study was conducted at a single
point in time, limiting its ability to analyze changes in
consumer behavior over time. A longitudinal study could
provide deeper insights into evolving trends.

Limited Scope of Digital Marketing Strategies: The study
did not explore the specific digital marketing channels (e.g.,
Instagram, TikTok, SEO, paid ads) that contribute most to
brand image improvement.

Suggestions for Future Studies: Expand the Scope and
Population: Future research should cover a broader
geographical area to examine whether the results hold for
different regions or industries.

A comparative study between Muslim and non-Muslim
fashion markets could provide additional insights into
purchasing behaviors.

Use a Larger Sample Size with Random Sampling: To
improve generalizability, future studies should aim for a larger
and more randomized sample to better represent the target
population.

Conduct Longitudinal Research: Future studies should use
longitudinal methods to track consumer perception changes
over time and assess the long-term impact of digital marketing
efforts on brand image.

Analyze Specific Digital Marketing Strategies: Research
could focus on which digital marketing strategies (e.g., content
marketing, influencer marketing, paid advertising, SEO) are
most effective in shaping brand image and driving sales.

Include Moderating or Mediating Variables: Future studies
could examine moderating or mediating factors such as
consumer trust, social influence, or brand loyalty to better
understand their impact on purchasing decisions.
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