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Junaid Ali Saeed Rana (Indonesia), Wenny Candra Mandagie (Indonesia)

INTEGRATED MARKETING
COMMUNICATIONS AS A
STRATEGIC CAPABILITY: EFFECTS
ON PURCHASE DECISIONS VIA
BRAND EQUITY AND
SATISFACTION

Abstract

This study examines how integrated marketing communications influence purchase
decisions in digitally saturated e-commerce environments, where consumers increas-
ingly resist direct persuasion. Data were collected from 316 millennial e-commerce
consumers in Jakarta, Indonesia, and analyzed using Partial Least Squares Structural
Equation Modeling (PLS-SEM). The results show that integrated marketing commu-
nications do not have a significant direct effect on purchase decisions (p = 0.074, p
> 0.05). Instead, their influence operates entirely through indirect mechanisms, with
customer-based brand equity (B = 0.556, p < 0.001) and customer satisfaction (B =
0.144, p < 0.05) acting as mediators. Customer-based brand equity emerges as the
dominant cognitive pathway, while customer satisfaction provides a complementary
affective mechanism. Additionally, a significant sequential mediation effect indicates
that communication first shapes brand-related cognitive evaluations, which subse-
quently enhance satisfaction and lead to purchase decisions. These findings challenge
persuasion-centric models and demonstrate that communication effectiveness in digi-
tal markets depends on building long-term brand and experiential value. The study
provides theoretical and managerial insights for designing communication strategies
in increasingly competitive digital environments.

Keywords integrated marketing communications, customer-based
brand equity, customer satisfaction, purchase decision,
mediation, e-commerce, emerging markets

JEL Classification M31, M37, D12, L81

INTRODUCTION

How do integrated marketing communications (IMC) influence con-
sumer purchase decisions in digital environments characterized by
promotional overload and increasing resistance to persuasion? While
prior research suggests that IMC enhances consumer attitudes and
purchase intentions, it largely assumes that message consistency di-
rectly drives purchasing behavior (Febriyantoro, 2020; Chen et al.,
2023). However, emerging evidence indicates that such persuasion-
centric models may be inadequate in digitally mature markets, where
repetitive, algorithm-driven communication reduces effectiveness
and produces inconsistent empirical findings (Ha & McCann, 2008;
Voorveld et al., 2023).

The rapid growth of digital technologies has transformed commerce
into highly competitive, platform-driven ecosystems, intensify-
ing competition for consumer attention (Elrod & Fortenberry, 2020;
Grewal et al., 2020). Indonesia represents a particularly relevant con-
text as one of Southeast Asia’s largest and fastest-growing e-commerce
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markets, characterized by rapid increases in internet penetration and online transactions (DataReportal,
2025; Statista, 2025). In such settings, constant promotional exposure contributes to message saturation,
advertising fatigue, and growing consumer skepticism, which together weaken the effectiveness of mar-
keting communication (Ha & McCann, 2008).

Within this context, millennial consumers play a central role. As digitally sophisticated users, they tend
to filter promotional messages and rely more on accumulated brand knowledge and prior experiences
than on direct persuasion when making purchase decisions (Yoo & Donthu, 2001; Cheung et al., 2020).
This shift raises fundamental questions regarding the mechanisms through which marketing commu-
nication influences consumer decision-making in contemporary digital environments.

Although IMC has evolved from a tactical coordination mechanism to a strategic organizational ca-
pability (Kitchen et al., 2004; Luxton et al., 2015; Porcu et al., 2017), empirical research continues to
emphasize direct-effect models, often neglecting the underlying processes through which communica-
tion influences behavior. As a result, existing studies provide limited and sometimes inconsistent ex-
planations of how IMC translates into purchase decisions in promotion-intensive digital environments

(Voorveld et al., 2023).

1. LITERATURE REVIEW
AND HYPOTHESES

Integrated marketing communications (IMC) was
initially viewed as a tactical tool to ensure mes-
sage consistency across channels, often referred to
as the “one-voice” approach (Kitchen et al., 2004).
Early work focused on operational alignment to
boost recall, attitudes, and short-term intentions.
More recent scholarship, however, reconceptualiz-
es IMC as a strategic organizational capability that
integrates cross-functional processes, stakeholder
insights, and adaptive communication across
touchpoints to achieve long-term brand coherence
and sustained competitive advantage (Luxton et
al., 2015; Porcu et al., 2017). Despite this concep-
tual shift, empirical studies frequently continue
to adopt tactical operationalizations and direct-ef-
fect models linking IMC to immediate outcomes
(Febriyantoro, 2020; Voorveld et al., 2023). This
mismatch between theory and empirical appli-
cation contributes to inconsistent findings, par-
ticularly in digital environments characterized by
high message volume and increasing consumer
resistance.

The limitations of persuasion-centric IMC models
become more evident in digitally saturated con-
texts. Traditional IMC frameworks assume direct
stimulus-response effects from consistent mes-
saging. However, research on advertising wearout
and communication overload demonstrates that
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repeated exposure reduces attention, increases
skepticism, and weakens marginal impact (Ha &
McCann, 2008). In digitally mature markets, al-
gorithmic amplification further intensifies rep-
etition, thereby questioning the validity of direct
effects (Voorveld et al., 2023). Empirical studies
increasingly report weak or non-significant rela-
tionships between IMC and purchase decisions,
suggesting that communication effects operate in-
directly through psychological mechanisms rath-
er than immediate persuasion (Kim et al., 2008).
These findings highlight the need for process-ori-
ented approaches that explain how IMC contrib-
utes to the development of enduring brand and
experiential assets.

From a cognitive perspective, brand equity theory
provides a robust foundation for understanding
how marketing communication influences con-
sumer behavior. Marketing activities shape brand
knowledge structures that guide decision-making
(Aaker, 1991; Keller, 1993). Customer-based brand
equity (CBBE) reflects consumers’ evaluations of
brand credibility, value, and trustworthiness and
serves as a heuristic that reduces perceived risk
in complex digital environments. IMC contrib-
utes to the development of CBBE through consis-
tent messaging that reinforces brand associations
and reduces cognitive dissonance across touch-
points (Seri¢ et al., 2020). Empirical evidence con-
sistently demonstrates a strong positive relation-
ship between CBBE and purchase behavior (Yoo

http://dx.doi.org/10.21511/im.22(2).2026.20



& Donthu, 2001). However, IMC research often
treats brand equity as an outcome rather than
as an intermediary mechanism, limiting under-
standing of the underlying process.

In addition to cognitive mechanisms, affective
evaluations play a critical role in shaping con-
sumer behavior. Customer satisfaction captures
post-consumption evaluations and has been wide-
ly recognized as a predictor of intentions, loyalty,
and word-of-mouth (Homburg et al., 2006; Oliver,
1999). IMC supports customer satisfaction by de-
livering reliable and consistent information across
the customer journey, thereby reducing uncer-
tainty and enhancing perceived quality. Research
in digital and emerging markets highlights the
mediating role of customer satisfaction in com-
munication-behavior relationships (Butkouskaya
et al., 2024). However, satisfaction is rarely inte-
grated with CBBE within a unified framework, re-
sulting in fragmented explanations of IMC effec-
tiveness (Luxton et al., 2015; Porcu et al., 2017).

From an organizational perspective, the effective-
ness of IMC is shaped by firm-level strategic ori-
entations. Customer orientation emphasizes un-
derstanding and responding to consumer needs
to create superior value (Narver & Slater, 1990).
Firms with strong customer orientation are bet-
ter positioned to design coherent communication
strategies aligned with customer journeys and ex-
pectations, thereby enhancing message integration
across touchpoints (Mihart, 2012; Butkouskaya et
al., 2024). Similarly, technology orientation in-
volves investing in and leveraging digital tools
for innovation and efficiency (Gatignon & Xuereb,
1997). It enables cross-platform integration, real-
time interactions, and consistent personaliza-
tion, which are essential for effective IMC in al-
gorithm-driven environments (Luxton et al., 2015;
Butkouskaya et al., 2024).

Extending these arguments to consumer-level out-
comes, IMC is expected to influence both cognitive
and affective mechanisms. Consistent with brand
equity theory, IMC contributes to the development
of CBBE by reinforcing awareness, associations,
and perceived quality (Aaker, 1991; Keller, 1993;
Seri¢ et al., 2020), while also enhancing customer
satisfaction by improving informational consis-
tency and reducing uncertainty across the cus-
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tomer journey (Oliver, 1999; Febriyantoro, 2020;
Butkouskaya et al., 2024). Although traditional per-
spectives assume a direct positive relationship be-
tween IMC and purchase decisions (Febriyantoro,
2020; Ismaeel et al., 2025), such effects may weaken
in promotion-saturated digital environments char-
acterized by advertising wearout and consumer
skepticism (Ha & McCann, 2008).

Furthermore, both cognitive and affective mecha-
nismsare expected to influence purchase decisions.
Customer-based brand equity reduces perceived
risk and enhances confidence in decision-making
(Yoo & Donthu, 2001), while customer satisfac-
tion strengthens positive perceptions and increas-
es the likelihood of purchase and repurchase be-
havior (Homburg et al., 2006; Chen et al., 2023).
Emerging research suggests that IMC’s influence
in digital environments is largely indirect, oper-
ating through complementary cognitive (brand
evaluations) and affective (experiential responses)
pathways (Voorveld et al., 2023). Moreover, cogni-
tive-affective perspectives indicate that cognitive
evaluations precede and shape affective responses
(Fishbein & Ajzen, 1975; Oliver, 1999), suggest-
ing a sequential process in which IMC first builds
brand equity, which then enhances satisfaction
and ultimately drives purchase behavior.

Despite extensive research on IMC, existing stud-
ies provide fragmented and sometimes inconsistent
explanations of how IMC influences consumer pur-
chase decisions, particularly in digitally saturated
environments. Prior research has largely empha-
sized direct effects or examined cognitive and affec-
tive mechanisms in isolation, limiting a compre-
hensive understanding of the underlying process.
This creates a clear need for an integrated, process-
oriented framework that captures both parallel and
sequential mechanisms through which IMC shapes
consumer behavior. Addressing this gap, the pres-
ent study conceptualizes IMC as a strategic capa-
bility that links firm-level orientations to purchase
decisions through cognitive (CBBE) and affective
(customer satisfaction) mechanisms operating in
parallel and sequentially.

The aim of this study is to examine how integrated
marketing communications (IMC) influence pur-
chase decisions in digitally saturated e-commerce
environments.
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Based on the theoretical foundations and empiri-
cal insights discussed, the following hypotheses
are proposed:

HI: Customer orientation positively influences
integrated marketing communications.

H2: Technology orientation positively affects in-
tegrated marketing communications.

H3: Integrated marketing communications posi-
tively affect customer-based brand equity.

H4: Integrated marketing communications posi-
tively influence customer satisfaction.

H5:  Integrated marketing communications posi-
tively influence purchase decisions.

H6: Customer-based brand equity positively in-
fluences purchase decisions.

H7:  Customer satisfaction positively influences
purchase decisions.

HS8: Customer-based brand equity acts as a me-
diator between integrated marketing com-
munications and purchase decisions.

H9: Customer satisfaction acts as a mediator

between integrated marketing communica-
tions and purchase decisions.

(CBBE)

Customer
Orientation (CO)

Integrated
Marketing
Comm (IMC)

Technology
Orientation (TO)

Customer-Based
Brand Equity

Direct Path

HI0: Customer-based brand equity and customer
satisfaction sequentially mediate the rela-
tionship between integrated marketing com-
munications and purchase decisions.

The proposed framework positions integrated
marketing communications as a strategic capabil-
ity linking firm-level orientations (customer ori-
entation and technology orientation) to consumer
purchase decisions through both cognitive (cus-
tomer-based brand equity) and affective (customer
satisfaction) mechanisms. These mechanisms op-
erate in parallel as well as sequentially (IMC first
builds brand equity, which then enhances satis-
faction and ultimately drives purchase decisions),
reflecting digital environments in which consum-
ers increasingly rely on accumulated evaluations
rather than immediate promotional cues. Figure
1 presents the study’s conceptual framework and
hypothesized relationships.

2. METHODOLOGY

This study employed a quantitative cross-section-
al design to examine a structural model in which
integrated marketing communications (IMC) in-
fluence purchase decisions indirectly through cus-
tomer-based brand equity (CBBE) and customer
satisfaction, while customer orientation and tech-
nology orientation act as antecedents of IMC. The
study aims to test the hypothesized relationships

Purchase
Decision (PD)

-
-
-

Customer
Satisfaction (CS)

Mediation Sequential

—————————— >

Mediation

Figure 1. Conceptual framework of the study
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(HI-H10) within the proposed conceptual frame-
work. Partial least squares structural equation
modeling (PLS-SEM) was utilized, as it is suitable
for complex mediation models, prediction-orient-
ed research, and data that may not follow normal
distribution (Hair et al., 2022; Ringle et al., 2015).

The target population comprised millennial and
young adult e-commerce users aged 18-41 in the
DKI Jakarta metropolitan area, a major digital hub
characterized by high levels of online commercial
activity (DataReportal, 2026). Respondents were
required to have made at least one online purchase
within the previous three months to ensure rel-
evant and recent experience. Data were collected
using non-probability convenience and snowball
sampling. An online questionnaire developed via
Google Forms was distributed through social me-
dia platforms (Instagram, WhatsApp, TikTok), uni-
versity networks, and Jakarta-based e-commerce
communities between July 2024 and March 2025.

A total of 365 responses were initially obtained.
Data screening procedures involved removing in-
complete responses (more than 10% missing data),

Table 1. Respondent demographic profile

Innovative Marketing, Volume 22, Issue 2, 2026

straight-lining patterns, and responses with low
variability, resulting in a final sample of 316 val-
id observations (86.6% retention rate), consistent
with PLS-SEM data quality guidelines (Hair et
al., 2022). The sample size exceeded recommend-
ed thresholds for statistical power and structural
model estimation, supporting reliable hypothesis
testing and bootstrapping procedures.

Table 1 shows the demographic profile, mirroring
young, urban, digitally active Indonesian e-com-
merce users (Statista, 2025).

Data were collected using a self-administered
questionnaire in Bahasa Indonesia, with back-
translation applied to ensure linguistic accu-
racy. A pilot study involving 30 participants
confirmed the instrument’s clarity and cultural
appropriateness. The questionnaire included de-
mographic items and 38 measurement indicators
assessed using a five-point Likert scale ranging
from 1 (strongly disagree) to 5 (strongly agree).
Participants provided informed consent, and
their anonymity and voluntary participation
were guaranteed.

Categories : Details Frequency Percentage (%)
1824years 197 e B23
25732 YArS o4 L
Age 33 A Y ArS 33 208
e AL 16
Other (e.g., specific ages like 18, 2) 6
Female (Wanit) 194
Gender Male (Prig) 121
MISSIIE e L
Student (Pelaja r/Mghgsﬂiﬂswa) ........ 181
Private sector empﬁl‘qyueg """""""" 67
Occupation Self-employed (Wiraswasta) & 21
Civilservant(PNS) 21
Housewife/Other = 26
S20% e 189
) ) 10-20% 71
% monthly iNCOMe SPeNt ONIINE i S
20.30% 27
>30% 28
Shopee (dominant) & 206
Mostused ecommerce 1o e eshopee
Other combinations & 82
<Rpl000000 191
) , Rp 1,000,000-2,000,000 50
Max online purchase price v e S
Rp2,000,000.3,000000 oo .38,
i >Rp 3,000,000 36

Note: N = 316.

http://dx.doi.org/10.21511/im.22(2).2026.20
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All constructs were measured using multi-item re-
flective scales adapted from established literature.
Procedural remedies such as anonymity and item
separation were implemented to minimize com-
mon method bias (Podsakoff et al., 2012).

o  Customer Orientation (CO): Customer orien-
tation was assessed using items adapted from
market orientation frameworks, capturing
the platform’s commitment to understanding
and fulfilling customer needs, value creation,
future-oriented interest, feedback collec-
tion, and after-sales support (Narver & Slater,
1990). The construct showed strong conver-
gent validity and internal consistency, with a
Cronbach’s a of 0.957, a CR of 0.966, and an
AVE of 0.824.

o Technology Orientation (TO): Technology
Orientation was operationalized with items
adapted from innovation and technology
adoption scales, reflecting the platform’s pro-
active offering of advanced technological prod-
ucts, ambitious new launches, construction of
novel technical solutions, and leadership in
adopting emerging technologies (Gatignon &
Xuereb, 1997). Measurement results indicated
strong validity and reliability (Cronbach’s o =
0.924; CR = 0.946; AVE = 0.815).

o Integrated Marketing Communications
(IMC): IMC was measured using items adapt-
ed from firm-wide and capability-based IMC
scales, capturing consistency in intended
messaging, visual components (e.g., logos, col-
ors), linguistic elements (e.g., slogans), overall
brand image, and long-term image stability
across all communication channels (Luxton
et al., 2015; Porcu et al., 2017). The construct
showed strong convergent validity and inter-
nal consistency, with a Cronbach’s a of 0.947,
a CR 0f 0.959, and an AVE of 0.826.

o Customer-Based Brand Equity (CBBE) was
developed using well-established customer-
based brand equity frameworks, including di-
mensions such as brand awareness, reputation,
loyalty, perceived quality, associations, value,
and recommendation intention (Keller, 1993;
Aaker, 1991; Buil et al.,, 2013; Yoo & Donthu,
2001). The measurement results indicated
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strong reliability and validity, with Cronbach’s
a of 0.965, CR of 0.970, and AVE of 0.762.

o Customer Satisfaction (CS): Customer
Satisfaction was measured using items adapt-
ed from post-consumption evaluation models,
assessing overall delight with products/servic-
es, satisfaction with the shopping experience,
perceived service excellence, correctness of
choice, and referral intentions (Oliver, 1999).
The construct demonstrated high convergent
validity and reliability, with a Cronbach’s a of
0.967,a CR 0of 0.972, and an AVE of 0.834.

e Purchase Decision (PD): Purchase Decision
was measured using items reflecting consum-
ers’ behavioral intentions, frequency of plat-
form use, information search, preference, loy-
alty, and payment convenience in e-commerce
contexts, adapted from validated consumer
decision and online purchase models (Dodds
et al., 1991; Zeithaml, 1988). The construct
demonstrated strong reliability and conver-
gent validity, with Cronbach’s a = 0.920, CR =
0.938, and AVE = 0.715.

Data analysis was conducted using SmartPLS follow-
ing a two-stage approach. The measurement model
was evaluated for reliability and validity, and the
structural model was assessed using bootstrapping
with 5,000 resamples to estimate path coefficients,
significance levels, and indirect effects. Significance
was evaluated using two-tailed testing at the 5% level.
Model fit and predictive relevance were also exam-
ined using established PLS-SEM criteria.

The study adhered to ethical principles for social
science research. Participation was voluntary and
anonymous, and informed consent was obtained
from all respondents. No personally identifiable
information was collected, and the study com-
plied with relevant ethical standards for minimal-
risk, non-clinical research.

3. RESULTS AND DISCUSSION

This section presents the results of the PLS-SEM
analysis conducted with SmartPLS, using a two-
stage approach to assess the measurement and
structural models (Hair et al., 2022).

http://dx.doi.org/10.21511/im.22(2).2026.20
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Table 2. Reliability and convergent validity of the constructs

Source: Authors’ analysis using SmartPLS.

Average Variance

Constructs Cronbach’s Alpha rho_A Composite Reliability Extracted (AVE)

Customer Orientation

IMC e O9AT L O9AB 0958 0B
Customer Satisfaction :
Purchase Decision

Table 3. Discriminant validity: Fornell-Larcker criterion and HTMT

Construct CBBE co cs IMC ‘ T0
CeBE . 083 . 089 . 086 . 0901 0851
0.854 ‘ 0.908 ‘ 0.897 ‘ 0.893 ‘ 0.913
088 083 0913 08 L0917
0862 . 08 . 084 . 0909
0.854 0.792 0.77 0.775
Tosos | oser | oser T os

Note: VAVE on diagonal (bold). Correlations below diagonal; HTMT above diagonal.

The measurement model was evaluated for reli- ommended threshold of 0.90, a few values slightly
ability and validity. As shown in Table 2, all con- exceeded this threshold. However, these values re-
structs demonstrated strong internal consistency, mained below the more conservative threshold of
with Cronbach’s Alpha, Composite Reliability 0.95 and are considered acceptable given the con-
(CR), and rho_A values exceeding the recom- ceptual relatedness of the constructs, consistent
mended threshold of 0.70. Convergent validity was ~ with PLS-SEM guidelines (Hair et al., 2022).
also established, as all Average Variance Extracted
(AVE) values were above 0.50. Indicator reliability and collinearity diagnostics
were also examined. All standardized outer load-
Discriminant validity was assessed using the ings exceeded 0.70, and Variance Inflation Factor
Fornell-Larcker criterion and the Heterotrait- (VIF) values were below the critical threshold, in-
Monotrait ratio (HTMT). As reported in Table 3, dicating no multicollinearity concerns (Table 4).
the square roots of AVE exceeded the inter-con- Overall, the measurement model demonstrated
struct correlations, supporting discriminant valid-  satisfactory psychometric properties and was suit-
ity. While most HTMT values were below the rec-  able for structural model evaluation.

Table 4. Measurement model assessment: indicator loadings and collinearity diagnostics

Source: Authors’ SmartPLS analysis.

Outer

No. Indicator statement . VIF
; loading
Customer-Based Brand Equity (CBBE)
1 The e-commerce platform where | buy from has a well-known reputation ; - 0.864

0847 .

10 :The platform is among the top five options to consider for e-commerce

http://dx.doi.org/10.21511/im.22(2).2026.20 295



Innovative Marketing, Volume 22, Issue 2, 2026

Table 4 (cont.). Measurement model assessment: indicator loadings and collinearity diagnostics

Outer

loading VIF

No. Indicator statement

Customer Orientation (CO)
-commerce platform is strongly committed to my needs

DD W IN I

: The platform provides effective after-sales support
Customer Satisfaction (CS)
: From my experience, | am very satisfied with the products and services

NI iU i W IN

i Choosing this e-commerce platform was the right decision
Integrated Marketing Communications (IMC)
The platform reliably conveys its intended message through all communication channels

elements such gos and colors are consistent across communications

stic elements such as slogans are consistent across all media

The platform maintains its brand image consistently over time
Purchase Decision (PD)
i1 often use an e-commerce platform to shop online

U TW:iN i

DD W IN

: The platform offers several convenient payment options
Technology Orientation (TO)
i The platform offers products using state-of-the-art technology

: The platform is among the first to adopt new technologies

B IWIN i
=
>
)
o
)
=3
o
=
3
o
=
o
()
o
(=
<
o
<
aQ
5
<
o
o
hel
w
>
)
=
—
5]
o
>
2.
o
L
1%
=2
c
(=
o
>
1%]

The structural model was then assessed using
bootstrapping with 5,000 resamples. The mod-
el demonstrated substantial explanatory power,
with R2 values of 0.754 for IMC, 0.744 for CBBE,
0.679 for customer satisfaction, and 0.744 for
purchase decision. Predictive relevance was

confirmed, as all Q2 values were greater than
zero. Effect size (f2) results indicated strong ef-
fects of IMC on CBBE and customer satisfac-
tion, and a substantial effect of CBBE on pur-
chase decision. Inner VIF values were below 5,
indicating no collinearity issues.

Table 5. Structural model evaluation and predictive assessment

Source: Authors’ analysis using SmartPLS.

Endogenous construct Predictor R AdjR? @ @ P VIF
Integrated Marketing { Customer Orientation 0754 : 0753 i 0.616 : 0.322 | 3.854
Communications (IMC) i Technology Orientation 0.127 854
Customer-Based Brand Equity (CBBE) : Integrated Marketing Communications (IMC) 0.744 0.743 0.563 2.900 : 4.590
Customer Satisfaction Integrated Marketing Communications (IMC) 0.679 0.678 0.561 2.115 3.742

- Customer-Based Brand Equity (CBBE) 0.744 0.741 0.525 0.347 4.684
Purchase Decision e e e
i Customer Satisfaction 0.032 3.854

Note: R: and Q: values are reported once per endogenous construct. Effect size 2 values are reported at the path level. VIF
values represent inner collinearity diagnostics for predictor constructs.
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CBBEY | CBBE10 CBBE2 CBBE3 CBBE4 CBBES CBBEG CBBET CBBES CBBEY
0875 0889
co1 . 0.864_0.837_.0.847_0.865 0.889 0,875 0.9150.871
€02 907
0926
O3 «go0s
+0.909
o4 ho0s
Co5 0:893 Customer
La Qrientation
€06 0.552
TO1
02 0347 \ 0.175
T03
0881 0919 MG o3 0922
T : 0.824
Technology il \‘
Orientation MC1 IMC2 IMC3 IMC4 IMC5

Cs1

0930 0928 (91g Cxésé(ig}er 0.874 0.930 0885

/ Satléfction \‘

cs2 Cs3 Cs4 Cs5 Cse ST

Figure 2. Inner model output (SEM-PLS)

Figure 2 presents the results of the structural
model.

The results of hypothesis testing (HI-HI0) are
presented in Tables 6 and 7. Direct effects anal-
ysis (Table 6) shows that customer orientation
and technology orientation have significant
positive effects on IMC, supporting HI and
H2. IMC also has significant positive effects on
customer-based brand equity and customer sat-
isfaction, supporting H3 and H4. However, the
direct effect of IMC on purchase decision is not
significant (p = 0.074, p = 0.184), leading to the
rejection of H5. Customer-based brand equity
and customer satisfaction both have significant
positive effects on purchase decision, support-
ing H6 and H7. This pattern of results suggests
that the influence of IMC on purchase deci-

Table 6. Direct effects results

sion may operate through indirect mechanisms,
which are further examined in the mediation
analysis.

Indirect effects were assessed using bootstrapping
with bias-corrected confidence intervals (Table 7).
All indirect effects were significant, as their con-
fidence intervals did not include zero. The results
indicate that IMC influences purchase decisions
indirectly through customer-based brand equity
and customer satisfaction. Specifically, custom-
er-based brand equity mediates the relationship
between IMC and purchase decision (support-
ing H8), while customer satisfaction also acts as
a mediator (supporting H9). Additionally, the se-
quential mediation path through customer-based
brand equity and customer satisfaction is signifi-
cant (supporting H10).

Source: Authors’ analysis using SmartPLS.

Hypotheses Path B tvalue | p-value Result

H1 : Customer Orientation > IMC 0.552 | 6.000 @ p<0.001 : Supported
T TechmologyOriemtaton > E S ow
...... IMC > Customer-Based Brand Equity . 0862 Supported
MC - Customer Satisfaction 0.824 Supported

...... MC - Pu::rchase Iﬁecision:: . ) i 0.074 Not supported (direct effect)
............................... Customer-Based Brand Equity — Purchase Decision : 0.645 Supported
H7 i Customer Satisfaction - Purchase Decision 0.175 Supported

Note: Significance was assessed using two-tailed testing at the 5% level.
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Table 7. Indirect effects and mediation results

Source: Authors’ analysis using SmartPLS.

Hypotheses | Mediated paths B t-value : p-value | 95% BCaCl Result
H8 | IMC -> CBBE -> Purchase Decision 0556 | 7246 | p<0001 [0.430,0.674] @ oupported
S S ettt o A0 ediation)
H9 ; IMC_% Customer Satisfaction - Purchase 0144 | 7186 . [0.053,0.258] | Supporte_d
T - L B L S e (fUll mediation)
. . : : Supported
Hio M€ CBBE S CustomerSatisfaction > 585 5073 1 p=0019 [0.028,0.148] (sequential

i Purchase Decision

full mediation)

Note: Indirect effects are significant when the 95% bias-corrected confidence interval (BCa Cl) does not include zero.

The absence of a significant direct effect of IMC
on purchase decision, combined with significant
indirect effects, indicates that the relationship is
fully mediated by customer-based brand equity
and customer satisfaction.

The results indicate that the relationship between
IMC and purchase decision is fully mediated by
customer-based brand equity and customer satis-
faction, as the indirect effects are significant while
the direct effect is not.

The findings support the view that integrated mar-
keting communications (IMC) should be understood
as a strategic organizational capability rather than
merely a tactical communication tool. Customer
orientation and technology orientation both signifi-
cantly contribute to IMC, with customer orientation
emerging as the stronger driver. This suggests that
effective communication integration depends more
fundamentally on a firm’s ability to understand and
respond to customer needs than on technology alone.
While technological capability enables coordination
across channels, the stronger effect of customer ori-
entation indicates that coherent communication is
more likely to emerge when it is anchored in a cus-
tomer-centric strategic logic rather than in isolated
digital execution. This result is consistent with prior
work linking customer focus and communication
integration to stronger strategic alignment (Narver
& Slater, 1990; Luxton et al., 2015).

At the consumer level, IMC exerts a strong positive
effect on customer-based brand equity (CBBE), con-
firming that integrated communication contributes
to the formation of favorable brand evaluations. This
finding supports the argument that communication
consistency helps strengthen brand meaning and re-
duce uncertainty across touchpoints, particularly in
digital environments characterized by information
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overload and promotional clutter (Keller, 1993; Seri¢
etal., 2020). Rather than functioning only as a short-
term promotional instrument, IMC appears to build
more durable cognitive assets by reinforcing brand-
related associations, credibility, and perceived value.
In this sense, the findings position brand equity not
simply as an outcome of communication, but as a
central mechanism through which communication
influences consumer behavior.

The results also show that IMC has a significant
positive effect on customer satisfaction. This indi-
cates that communication consistency does not only
shape cognition, but also affects consumers’ evalua-
tive responses to their experiences. In e-commerce
settings, where much of the customer journey is me-
diated through digital interfaces and messages, reli-
able and coherent communication helps align expec-
tations with actual service encounters. This reduces
uncertainty and strengthens perceptions of reliabil-
ity, which in turn enhances satisfaction. The result
is consistent with prior research suggesting that in-
tegrated communication contributes to more favor-
able post-consumption evaluations by improving in-
formational clarity and perceived service consistency
(Oliver, 1999; Febriyantoro, 2020).

A central finding of this study is the lack of support
for the direct IMC-purchase decision relationship
(H5). This result is especially important because
it challenges persuasion-centric assumptions that
consistent communication directly triggers buying
behavior. In digitally saturated markets, consumers
are exposed to repetitive and algorithmically ampli-
fied messages, making them less responsive to direct
persuasive efforts. The absence of a significant direct
effect, combined with significant indirect effects, in-
dicates that IMC influences purchase decisions fully
through customer-based brand equity and customer
satisfaction. Rather than showing that IMC is inef-
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fective, this pattern suggests that its effect is more
indirect and process-based, unfolding through the
development of cognitive and affective consumer
evaluations. This interpretation is consistent with
studies that report weaker or less stable direct com-
munication effects in more mature digital environ-
ments (Voorveld et al., 2023; Ismaeel et al., 2025).

The significant effects of CBBE and customer satisfac-
tion on purchase decision further clarify this process.
CBBE emerges as the stronger predictor, indicating
that brand-related cognition plays the dominant role
in explaining purchase behavior in this context. This
suggests that when consumers face abundant choices
and high message density, brand equity functions as
a cognitive shortcut that reduces perceived risk and
simplifies decision-making (Yoo & Donthu, 2001).
Customer satisfaction also has a significant positive
effect, confirming that affective evaluations remain
important. However, its comparatively smaller coef-
ficient suggests that satisfaction operates more as a
reinforcing mechanism than as the primary driver
of decision-making. Taken together, these results in-
dicate that purchase decisions in digitally saturated
e-commerce environments are shaped more strongly
by accumulated brand evaluations, with satisfaction
strengthening the final behavioral response.

The mediation findings provide the clearest contri-
bution of the study. Customer-based brand equity
and customer satisfaction both significantly mediate
the relationship between IMC and purchase decision,
and the direct IMC-purchase decision path remains
non-significant. This confirms a full mediation pat-
tern. The result shows that IMC does not translate
into purchase behavior through immediate persua-
sion, but through the development of brand-based
cognition and positive evaluative responses. Among
the two mediators, CBBE is the stronger pathway,
indicating that the brand-building role of IMC is
particularly important in digital markets where
consumers rely on trust, familiarity, and perceived
value to guide decisions. Customer satisfaction pro-
vides a complementary affective route, showing that
communication also contributes to behavior by
improving how consumers feel about their overall
experience.

The significant sequential mediation effect further

strengthens this interpretation. The path from IMC
to CBBE, then to customer satisfaction, and finally
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to purchase decision suggests that communication
first shapes how consumers think about the brand,
which then influences how they evaluate their expe-
rience, ultimately affecting purchase behavior. This
sequential pattern is theoretically meaningful be-
cause it supports a cognitive-affective process rath-
er than a direct stimulus-response logic (Fishbein
& Ajzen, 1975; Oliver, 1999). It therefore provides a
more nuanced explanation of IMC effectiveness in
contemporary digital markets, where communica-
tion outcomes are likely to emerge through layered
psychological mechanisms rather than immediate
transactional effects.

From a theoretical perspective, the study extends
IMC research in three ways. First, it supports the
shift from viewing IMC as a tactical coordination
tool toward understanding it as a strategic capabil-
ity. Second, it demonstrates that the effect of IMC
on purchase behavior is better explained through a
process-oriented model than through direct-effect
assumptions. Third, it highlights the importance of
contextualizing IMC theory within digitally mature,
promotion-intensive environments, where commu-
nication effectiveness depends less on persuasive
intensity and more on the ability to build durable
cognitive and affective assets. In this respect, the
findings contribute to a more contemporary under-
standing of how communication works in emerging
digital economies such as Indonesia.

The managerial implications are equally important.
The absence of a direct IMC effect on purchase de-
cision suggests that firms should avoid evaluating
communication effectiveness solely in terms of short-
term conversion outcomes. Increasing promotional
frequency or message volume may not be sufficient
to influence purchasing behavior directly. Instead,
communication strategies should be assessed by
the extent to which they strengthen brand mean-
ing, trust, consistency;, and customer experience. For
e-commerce firms operating in highly competitive
digital markets, this implies prioritizing integrated
communication strategies that support long-term
brand development rather than relying mainly on
repetitive promotional campaigns.

The findings also indicate that brand-led differentia-
tion is especially important in promotion-saturated
environments. Because CBBE is the strongest media-
tor, firms should invest in communication practices
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that reinforce credibility, distinctiveness, and per-
ceived value across touchpoints. At the same time,
the combined effects of customer orientation and
technology orientation show that communication
effectiveness depends on organizational alignment.
Firms need both a strong customer-centric strategic
direction and the technological infrastructure re-
quired for cross-channel coordination and respon-
siveness. IMC, therefore, should be managed as an
organization-wide capability that integrates strategy,
systems, and communication processes rather than
as a narrow promotional function.

Despite these contributions, the study has limita-
tions that offer directions for future research. The
cross-sectional design limits causal inference, and

future studies could use longitudinal or experi-
mental designs to examine how IMC shapes brand
equity, satisfaction, and purchase behavior over
time. The sample was also limited to millennial
e-commerce users in urban Jakarta, which may
constrain generalizability across age groups, re-
gions, and cultures. Additionally, while CBBE and
customer satisfaction were shown to be key me-
diators, other variables such as brand trust, per-
ceived authenticity, and algorithmic transparency
may further explain how IMC influences consum-
er behavior in digital settings. Future work may
also examine how Al-driven personalization and
automated content generation reshape IMC capa-
bilities and their downstream effects on consumer
cognition and affect.

CONCLUSION

This study examined how integrated marketing communications (IMC) influence purchase decisions in
digitally saturated e-commerce environments. The results reveal that IMC does not exert a significant
direct effect on purchase decisions. Instead, its influence operates entirely indirectly through customer-
based brand equity (CBBE) and customer satisfaction. Of the two mediators, CBBE emerged as the
dominant pathway, highlighting the central role of brand-related cognitive evaluations, while customer
satisfaction serves as a complementary affective mechanism. The findings further confirm a significant
sequential mediation effect, in which IMC first strengthens customer-based brand equity, which in turn
enhances customer satisfaction and ultimately drives purchase decisions. Customer orientation and
technology orientation were also found to be significant antecedents of IMC as a strategic organiza-
tional capability. Overall, these results demonstrate that in contemporary digital markets, communica-
tion effectiveness depends less on direct persuasion and more on building long-term brand value and
positive customer experiences. Organizations should therefore evaluate IMC strategies based on their
ability to strengthen brand equity and customer satisfaction, rather than focusing primarily on short-
term conversion metrics.
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