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THE INFLUENCE OF DIGITAL CAMPAIGN AND BRAND IMAGE ON
SKINCARE KAHF PURCHASING BEHAVIOR WITH PURCHASE
INTENTION AS A MEDIATION

Farel Raihan Ariyan
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Universitas Muhammadiyah Malang
JI. Raya Tlogomas No.246 Malang
Email: farelariyan90@gmail.com

ABSTRACT

This study aims to examine the influence of digital campaign and brand image on
Kahf skincare purchasing behavior, with purchase intention as a mediating
variable. Using a quantitative approach with a survey method on 252 male
respondents who use Kahf skincare, the data were analyzed using Structural
Equation Modeling (SEM) based on Partial Least Square (PLS). The results showed
that digital campaign and brand image had a positive and significant effect on
purchasing behavior, both directly and indirectly through purchase intention. This
finding emphasizes the importance of digital marketing strategies and brand
positioning in building consumer loyalty in the men's skincare industry. The
practical implication is that Kahf needs to optimize attractive digital campaigns
and maintain a good brand image to increase consumer purchase intentions and
actions.

Keywords— Digital Campaign, Brand Image, Purchase Intention, Purchase

Behavior, Men's Skincare.
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ABSTRAK

Penelitian ini bertujuan untuk menguji pengaruh digital campaign dan brand image
terhadap perilaku pembelian skincare Kahf, dengan niat pembelian sebagai variabel
mediasi. Menggunakan pendekatan kuantitatif dengan metode survei terhadap 252
responden pria pengguna skincare Kahf, data dianalisis menggunakan Structural
Equation Modeling (SEM) berbasis Partial Least Square (PLS). Hasil penelitian
menunjukkan bahwa digital campaign dan brand image berpengaruh positif dan
signifikan terhadap perilaku pembelian, baik secara langsung maupun tidak
langsung melalui niat pembelian. Temuan ini menegaskan pentingnya strategi
digital marketing dan brand positioning dalam membangun loyalitas konsumen di
industri skincare pria. Implikasi praktisnya, Kahf perlu mengoptimalkan kampanye
digital yang menarik serta menjaga brand image yang baik untuk meningkatkan
niat dan tindakan pembelian konsumen.

Kata kunci: Digital Campaign, Brand Image, Niat Pembelian, Perilaku Pembelian,
Skincare Pria.
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