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ABSTRACT 

 
The rapid growth of Indonesia’s local 
perfume industry and the increasing 
adoption of digital marketing by MSMEs 
have intensified competition, requiring 
effective promotional strategies to 
influence consumers’ purchase decisions. 
This study examines the effects of content 
marketing and online advertising on 
purchase decisions, with customer 
engagement as a mediating variable. A 
quantitative approach was employed by 
distributing questionnaires to consumers 
who had purchased local perfume 
products through digital platforms. Data 
were analyzed using PLS-SEM. The 
results indicate that online advertising 
significantly affects purchase decisions (β 
= 0.259; p = 0.002) and customer 
engagement (β = 0.358; p = 0.003). 
Customer engagement also significantly 
and positively affects purchase decisions 
(β = 0.609; p < 0.001). However, content 
marketing has no significant effect on 
purchase decisions or customer 
engagement. Furthermore, customer 
engagement significantly mediates the 
relationship between online advertising 
and purchase decisions, but not between 
content marketing and purchase 
decisions. These findings emphasize the 
importance of online advertising and 
customer engagement in enhancing 
consumers’ purchase decisions. 
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INTRODUCTION 
 
In the rapidly evolving information era, patterns of information consumption among 
consumers have changed significantly, making digital marketing one of the most effective 
strategies for reaching target audiences. This development is consistent with previous 
studies indicating that online advertising tends to be more economical and effective than 
traditional advertising, particularly in terms of cost efficiency and reach (Habsari, 2021). 
Content marketing, as an integral component of digital marketing, functions not only as 
a means of delivering information but also plays a crucial role in building long-term 
relationships between brands and consumers. A value-based marketing approach 
emphasizes consumer engagement in every interaction, which ultimately contributes to 
the creation of shared value between firms and consumers (Grönroos & Gummerus, 
2014). In the context of perfume micro, small, and medium enterprises (MSMEs), the 
implementation of informative, engaging, and relevant content marketing has the 
potential to enhance consumer trust and interest in the products offered. 
 
In addition to content marketing, online advertising has been shown to have a significant 
influence on purchase decision formation. Previous research suggests that consumers 
are more responsive to advertisements that are personalized according to their 
preferences and browsing behavior (Komar & Tunjungsari, 2019). For perfume MSMEs, 
online advertisements that are creatively designed and aligned with consumer needs can 
increase interaction levels and enhance the likelihood of purchase decisions. 
Furthermore, customer engagement through social media interactions enables 
consumers to gain a better understanding of product characteristics, thereby 
encouraging purchase intentions (Mulyati & Gesitera, 2020). 
 
The results of this study indicate that effective management of content marketing and 
online advertising is capable of creating positive consumer experiences. Therefore, 
perfume MSMEs need to optimize integrated digital content and advertising strategies in 
order to leverage digital technology to attract more consumers and increase sales. 
Effective marketing strategies should not only focus on short-term transactions but also 
maintain sustainable consumer engagement and deliver value that aligns with 
consumers’ expectations of the brand (Dewi et al., 2023). 
 
Overall, understanding how content marketing and online advertising influence purchase 
decisions, with customer engagement acting as a mediating variable, is essential for 
designing and implementing effective digital marketing strategies for perfume MSMEs. 
Increased customer engagement not only contributes to higher sales performance but 
also plays a vital role in fostering long-term customer loyalty (Setiawan & Salim, 2024). 
 
The novelty of this study lies in its focus on local Indonesian perfume MSMEs, a sector 
that has been relatively underexplored within the context of digital marketing. 
Additionally, this research integrates customer engagement as a mediating variable that 
bridges the relationship between content marketing and online advertising and purchase 
decisions. This study also develops a conceptual model based on Indonesian digital 
consumer behavior by considering cultural context and online shopping patterns. 
Consequently, the research outputs are not only academic in nature but also provide a 
practical digital promotional strategy model that can be directly implemented by perfume 
MSMEs. 
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LITERATURE REVIEW 
 
Theoretical and Variables Review 
Stimulus–Organism–Response (S–O–R) theory 
This study is grounded in the Stimulus–Organism–Response (S–O–R) theory, which 
explains how external stimuli influence individuals’ internal psychological states and 
subsequently drive behavioral responses (Mehrabian & Russell, 1974). In the context of 
this research, content marketing and online advertising function as marketing stimuli that 
expose consumers to digital information and persuasive messages. These stimuli shape 
the internal state of consumers, represented by customer engagement, which 
encompasses cognitive, emotional, and behavioral involvement with the brand. When 
consumers experience higher levels of engagement, they are more likely to develop 
positive perceptions, trust, and emotional attachment toward the brand, which ultimately 
leads to purchase decisions as a behavioral response. Supported by relationship 
marketing and consumer decision-making theories, this framework emphasizes that 
effective digital marketing strategies do not directly influence purchase decisions but 
operate through customer engagement as a key mediating mechanism that strengthens 
the impact of content marketing and online advertising on consumers’ purchasing 
behavior, particularly within the context of perfume MSMEs in Indonesia. 
 
Content Marketing 
Content marketing is defined as a strategic marketing approach focused on creating and 
distributing valuable, relevant, and consistent content to attract and retain a clearly 
defined audience and ultimately drive profitable customer actions (Pulizzi, 2014). 
According to Kotler and Keller (2016), content marketing emphasizes delivering 
meaningful information that educates, entertains, and engages consumers rather than 
directly promoting products. High-quality digital content enhances consumer 
experiences, strengthens brand loyalty, and positively influences consumer decision-
making (Lou & Xie, 2021). Through social media and other digital platforms, content 
marketing facilitates two-way communication, enabling consumers to interact with 
brands through likes, comments, and shares. Such interactions increase consumers’ 
cognitive and emotional involvement, which subsequently influences their purchase 
decisions (Sarfraz et al., 2025). For MSMEs, particularly in the perfume industry, content 
marketing is also an effective marketing strategy for communicating product value and 
strengthening brand positioning in competitive markets (Hartono et al., 2018; Jian et al., 
2021). 
 
Online Advertising 
Online advertising refers to the use of digital channels such as social media, search 
engines, and websites to deliver promotional messages to target audiences (Belch & 
Belch, 2018). According to Kotler et al. (2021), online advertising enables firms to reach 
consumers through personalization, precise targeting, and real-time performance 
measurement. Digital advertising significantly influences consumer decision-making by 
increasing consumer knowledge and creating positive digital experiences (Sarfraz et al., 
2025). Moreover, the adoption of digital technologies and e-commerce platforms has 
strengthened firms' ability to implement more effective online marketing strategies and 
improve consumer interactions (Alamanda et al., 2021). Well-designed online 
advertisements can enhance brand awareness, strengthen brand recall, and encourage 
consumers to make purchase decisions. 
 
Customer Engagement 
Customer engagement is defined as the level of cognitive, emotional, and behavioral 
involvement that customers exhibit in their interactions with a brand (Brodie et al., 2011). 
Hollebeek et al. (2014) emphasize that engagement extends beyond transactions and 
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reflects a psychological state developed through interactive brand experiences. Digital 
content marketing encourages consumers to actively participate in brand-related 
activities, thereby strengthening customer engagement and brand loyalty (Lou & Xie, 
2021). Engaged customers are more likely to interact with brands, share brand-related 
content, and develop emotional attachments. These interactions strengthen long-term 
relationships and encourage customer advocacy through enhanced brand loyalty 
(Brigitta et al., 2023). Therefore, customer engagement has become an essential 
element for MSMEs seeking to sustain competitive advantage in digital markets. 
 
Purchase Decision 
Purchase decision refers to the process by which consumers identify needs, evaluate 
alternatives, and decide whether to purchase a product (Kotler & Keller, 2016). According 
to Schiffman and Wisenblit (2019), purchase decisions are influenced by both rational 
considerations, such as product attributes and price, and emotional factors, including 
brand image and trust. In digital environments, purchase decisions are increasingly 
shaped by digital marketing activities, consumer knowledge, and online experiences 
(Sarfraz et al., 2025). Effective digital marketing strategies, supported by technological 
adoption and interactive online platforms, improve consumers’ confidence in purchasing 
products through digital channels (Alamanda et al., 2021). For perfume MSMEs, 
emotional appeal, brand storytelling, customer engagement, and effective online 
marketing strategies play important roles in encouraging purchase decisions. 
 
Hypotheses Development 
This study adopts the S–O–R theory proposed by Mehrabian and Russell (1974), which 
explains that external environmental stimuli influence individuals' internal psychological 
states, which subsequently shape their behavioral responses. In this study, content 
marketing and online advertising represent the stimuli (S) because they provide digital 
information and persuasive promotional messages that consumers receive through 
online platforms. Customer engagement represents the organism (O), reflecting 
consumers’ cognitive, emotional, and behavioral responses after interacting with 
marketing stimuli. Finally, the purchase decision represents the response (R), referring 
to consumers’ behavioral outcomes after processing the marketing stimuli through their 
internal psychological states. 
 
The Effect of Content Marketing and Online Advertising on Purchase Decisions 
According to the S–O–R framework, marketing stimuli can directly influence consumers' 
behavioral responses. Content marketing provides valuable and relevant information that 
helps consumers evaluate products, whereas online advertising increases brand 
awareness through personalized and persuasive messages. These external stimuli 
encourage consumers to make favorable purchase decisions (Lou & Xie, 2021; Sarfraz 
et al., 2025). Content marketing and online advertising are two strategies that have 
become increasingly important in determining consumer purchase decisions, particularly 
on digital platforms. The use of content marketing enables brands to communicate more 
effectively with their audiences through relevant and engaging content, which helps build 
deeper communication with consumers. Previous studies indicate that the influence of 
content marketing on purchase decisions is highly significant, especially when 
consumers feel engaged and are able to interact directly with the content presented 
(Satiawan et al., 2023). 
 
One study conducted by Satiawan et al. (2023) demonstrates that content marketing 
plays an important role in influencing consumer purchase decisions on platforms such 
as TikTok, where users tend to make purchases after being exposed to attractive and 
informative content. In this approach, content not only serves to capture attention but 
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also to build trust and enhance loyalty, which are crucial factors in the consumer 
decision-making process. 
 
On the other hand, online advertising also plays a significant role in influencing purchase 
decisions. Several studies have shown that the appearance of relevant advertisements 
on social media and e-commerce websites is directly associated with higher sales 
conversion rates (Budhiartini & Yulianthini, 2022). 
 
H1: Content marketing has a positive and significant effect on purchase decisions among 

perfume MSMEs in Indonesia. 
H2: Online advertising has a positive and significant effect on purchase decisions among 

perfume MSMEs in Indonesia. 
 
The Effect of Content Marketing and Online Advertising on Customer Engagement 
The S–O–R theory also suggests that external stimuli first affect consumers' internal 
psychological states before generating behavioral responses. In this study, content 
marketing and online advertising function as stimuli that encourage consumers to interact 
cognitively, emotionally, and behaviorally with brands. High-quality content and 
personalized digital advertisements are expected to strengthen customer engagement 
(Lou & Xie, 2021; Sarfraz et al., 2025). Content marketing and online advertising 
contribute substantially to increasing customer engagement. High-quality and relevant 
content can attract attention and build emotional relationships between brands and 
consumers (Lim, 2023; Moonti & Adam, 2022). Variations in content formats and media 
influence how consumers interact, such as by liking, commenting on, or sharing content 
(Moonti & Adam, 2022). 
 
In addition, online advertising strengthens this relationship when it is tailored to audience 
preferences (Mulyati & Gesitera, 2020). Interactivity also plays a critical role—content 
that encourages active participation generates higher engagement compared to one-way 
content (Ou et al., 2022). Engagement is not limited to physical activities but also 
includes emotional involvement (Park & Jiang, 2021; Ponomban et al., 2023). Through 
integrated digital strategies, these two approaches can create a strong and sustainable 
engagement ecosystem (Lim, 2023; Ou et al., 2022; Purwanto et al., 2022). 
 
H3: Content marketing has a positive and significant effect on customer engagement 

among perfume MSMEs in Indonesia. 
H4: Online advertising has a positive and significant effect on customer engagement 

among perfume MSMEs in Indonesia. 
 
The Effect of Customer Engagement on Purchase Decisions 
Within the S–O–R framework, customer engagement represents the organism that 
translates external marketing stimuli into behavioral responses. Consumers who are 
cognitively and emotionally engaged with a brand are more likely to develop favorable 
attitudes and ultimately make purchase decisions (Brodie et al., 2011; Hollebeek et al., 
2014). Customer engagement has a strong influence on purchase decisions because it 
creates a psychological attachment between consumers and brands (Rizkia et al., 2024). 
Positive interactions with content or advertisements can increase purchase intention and 
trust in the brand (Rosadi et al., 2022). 
 
Engagement also acts as a mediator that strengthens the relationship between electronic 
word of mouth (eWOM) and purchase intention (Salamah et al., 2023). Research by 
Rosadi et al. (2022) confirms that actively engaged consumers demonstrate higher 
loyalty and repeat purchase behavior. Furthermore, engagement enhances emotional 
attachment to the brand, which ultimately leads to stronger purchase decisions. 
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Therefore, customer engagement is a strategic factor in influencing consumer 
purchasing behavior. 
 
H5: Customer engagement has a positive and significant effect on purchase decisions 
among perfume MSMEs in Indonesia. 
 
The Role of Customer Engagement as a Mediating Variable between Content 
Marketing, Online Advertising, and Purchase Decisions 
Based on the S–O–R theory, the organism serves as the psychological mechanism 
through which external stimuli affect behavioral responses. Accordingly, customer 
engagement is expected to mediate the effects of content marketing and online 
advertising on consumers' purchase decisions. Effective marketing stimuli increase 
customer engagement, which subsequently enhances purchase decisions (Lou & Xie, 
2021; Sarfraz et al., 2025). Customer engagement serves as an important mediator in 
the relationship between digital marketing strategies and purchase decisions. Positive 
consumer experiences created through meaningful digital content and interactions with 
brands enhance consumers' brand evaluations, strengthen brand loyalty, and encourage 
favorable purchase behaviors (Lou & Xie, 2021). 
 
Effective digital marketing strategies encourage emotional engagement, which ultimately 
leads to purchase decisions (Satiawan et al., 2023). This engagement strengthens the 
impact of advertising creativity and content marketing on purchase decisions (Setiawan 
& Salim, 2024). In addition, social media activities that promote active participation have 
been proven to positively influence purchase decisions (Syalsabila & Hermina, 2023; 
Wardani, 2022). 
 
According to Brodie et al. (2011), high levels of engagement build brand value and 
positive customer experiences, thereby encouraging stronger purchase decisions. Thus, 
customer engagement acts as a key bridge linking the effectiveness of content marketing 
and online advertising to increased consumer purchase decisions. 
 
H6: Customer engagement mediates the effect of content marketing on purchase 

decisions among perfume MSMEs in Indonesia. 
H7: Customer engagement mediates the effect of online advertising on purchase 

decisions among perfume MSMEs in Indonesia. 
 
Conceptual Framework 
The study framework model is depicted in Figure 1.  
 
Figure 1. Research Framework 
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RESEARCH METHOD 
 
Research Design 
This study employed a quantitative explanatory research design to examine the causal 
relationships among content marketing, online advertising, customer engagement, and 
purchase decisions. An explanatory approach is appropriate because it enables the 
testing of theoretically derived hypotheses and the structural relationships proposed in 
the S-O-R framework. In this study, content marketing and online advertising function as 
external stimuli, customer engagement represents the internal organism, and purchase 
decisions constitute the behavioral response. 
 
Population and Sample 
The target population consisted of consumers who had purchased local Indonesian 
perfume products marketed by MSMEs through digital platforms, particularly Instagram, 
TikTok, and Shopee. Since the exact population size was unknown, a non-probability 
purposive sampling technique was employed. 
 
Respondents were selected based on the following criteria: (1) at least 18 years old, (2) 
had purchased local Indonesian perfume products from MSMEs within the previous 
twelve months, and (3) actively used social media platforms where perfume products 
were promoted. These criteria ensured that respondents possessed relevant purchasing 
experience and exposure to digital marketing activities. 
 
The minimum sample size was determined based on the recommendation of Hair et al. 
(2017), which suggests using five to ten observations for each measurement indicator in 
SEM-PLS analysis. With 25 indicators included in the research model, the recommended 
sample size ranged from 125 to 250 respondents. To improve statistical power and 
increase the robustness of the findings, this study collected data from 300 valid 
respondents. 
 
Measurement of Variables 
Data were collected using a structured questionnaire consisting of closed-ended 
questions measured on a five-point Likert scale ranging from 1 ("strongly disagree") to 5 
("strongly agree"). The measurement items were adapted from previously validated 
studies and modified to fit the context of local perfume MSMEs. 
 
Content marketing was measured through indicators reflecting content relevance, 
informativeness, consistency, entertainment value, and usefulness. Online advertising 
was measured using indicators related to advertisement attractiveness, informativeness, 
credibility, personalization, and frequency of exposure. Customer engagement was 
measured by respondents' cognitive, emotional, and behavioral involvement with 
perfume brands on digital platforms. Purchase decisions were measured through 
indicators representing purchase intention realization, product selection, purchase 
confidence, and willingness to repurchase. 
 
Before large-scale data collection, the questionnaire was reviewed by academic experts 
in marketing and pilot-tested with a small group of respondents to ensure clarity, content 
validity, and comprehensibility. 
 
Data Collection Procedure 
Data collection was conducted between December 2025 and July 2026 using an online 
questionnaire created through Google Forms. The questionnaire link was distributed 
through social media platforms, including Instagram, TikTok, WhatsApp, and online 
consumer communities related to local perfume products. Participation was voluntary, 
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anonymous, and limited to one response per participant. Prior to completing the 
questionnaire, respondents were informed about the purpose of the study and provided 
their informed consent. Incomplete responses and questionnaires that did not meet the 
sampling criteria were excluded from the final dataset. After the screening process, 300 
valid responses were retained for analysis. 
 
Data Analysis 
The collected data were analyzed using SmartPLS software. The analysis followed the 
two-stage Partial Least Squares Structural Equation Modeling (PLS-SEM) procedure 
recommended by Hair et al. (2017). First, the measurement model (outer model) was 
evaluated by examining indicator reliability, internal consistency reliability, and 
convergent validity using factor loadings, Cronbach’s Alpha, Composite Reliability (CR), 
and Average Variance Extracted (AVE). Second, the structural model (inner model) was 
assessed by evaluating path coefficients, coefficients of determination (R²), and 
hypothesis testing using the bootstrapping procedure with 5,000 resamples. Mediation 
analysis was also performed to examine the indirect effects of content marketing and 
online advertising on purchase decisions through customer engagement. 
 

RESULTS 
 

Respondents’ Demographic Profiles 
Table 1. Respondents’ Demographic Profiles 

Category Frequency (n) Percentage (%) 

Gender 
Male 128 42.7 

Female 172 57.3 

Age 

18–19 years 28 9.3 

20–29 years 158 52.7 

30–39 years 74 24.7 

≥40 years 40 13.3 

Education 

Senior High School 54 18 

Diploma 42 14 

Bachelor's Degree 146 48.7 

Master's Degree 58 19.3 

Occupation 

Student 62 20.7 

Private Employee 118 39.3 

Entrepreneur 54 18 

Civil Servant 28 9.3 

Others 38 12.7 

Total 300 100 

 
Based on Table 1, the respondent profile indicates that female consumers constituted 
the majority of the sample, accounting for 172 respondents (57.3%), while male 
respondents represented 128 individuals (42.7%). This distribution suggests that women 
are more actively involved in purchasing local perfume products through digital platforms, 
reflecting the growing interest of female consumers in fragrance products promoted via 
social media and e-commerce. 
 
In terms of age, the largest proportion of respondents was in the 20–29-year age group, 
comprising 158 respondents (52.7%). This was followed by respondents aged 30–39 
years (24.7%), 40 years and above (13.3%), and 18–19 years (9.3%). These findings 
indicate that young adults dominate the consumer segment for local perfume MSMEs. 
Individuals in this age group are generally more familiar with digital technology, 
frequently use social media, and are more receptive to online promotional content, 
making them an appropriate target market for digital marketing strategies. 
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Regarding educational background, respondents with a bachelor's degree represented 
the largest group, accounting for 146 respondents (48.7%). This was followed by senior 
high school graduates (18.0%), master's degree holders (19.3%), and diploma graduates 
(14.0%). The relatively high educational attainment of respondents suggests that they 
are capable of evaluating marketing information critically before making purchasing 
decisions, particularly when interacting with digital content. 
 
Based on occupation, private-sector employees formed the largest respondent group 
with 118 individuals (39.3%), followed by students (20.7%), entrepreneurs (18.0%), 
respondents in other occupations (12.7%), and civil servants (9.3%). This composition 
indicates that most respondents possess purchasing power and regularly engage with 
digital platforms for product information and online shopping activities. 
 
Overall, the demographic characteristics demonstrate that the respondents are 
predominantly young, educated, and digitally active consumers. These characteristics 
are consistent with the target market of local perfume MSMEs, where purchasing 
decisions are increasingly influenced by content marketing, online advertising, and 
customer engagement through digital platforms. Therefore, the respondent profile is 
considered appropriate for examining the relationships proposed in the research model. 
 
Figure 2. Model Evaluation 

 
 
The results of the analysis in Figure 2 show that all indicators have a loading factor value 
of more than 0.70, so it can be said that all indicators are valid. 
 
Table 2. Discriminant Validity 

Variables √AVE 

1 Content Marketing 0.613 

2 Customer Engagement 0.69 

3 Online Advertising 0.698 

4 Purchase Decision 0.728 

 
Based on Table 2, all constructs have square root of Average Variance Extracted (√AVE) 
values greater than 0.50, indicating that each construct possesses adequate convergent 
validity. These results suggest that the measurement indicators are able to explain a 
substantial proportion of the variance of their respective latent constructs, thereby 
demonstrating acceptable construct validity for further analysis.  
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Table 3. Reliability Test 

Variables Cronbach's Alpha CR 

1 Content Marketing 0.79 0.864 

2 Customer Engagement 0.85 0.899 

3 Online Advertising 0.856 0.902 

4 Purchase Decision 0.876 0.915 

 
The results presented in Table 3 indicate that all constructs demonstrate satisfactory 
internal consistency reliability. The Cronbach’s Alpha values range from 0.790 to 0.876, 
while the CR values range from 0.864 to 0.915, all of which exceed the recommended 
threshold of 0.70 (Hair et al., 2017). These results confirm that the measurement items 
for Content Marketing, Online Advertising, Customer Engagement, and Purchase 
Decision exhibit good reliability and are appropriate for subsequent structural model 
analysis.  
 
Table 4. Results of the R-Square Determination Coefficient (R2) 

Variables R Square R Square Adjusted 

1 Customer Engagement 0.196 0.186 

2 Purchase Decision 0.64 0.633 

 
Based on the R Square and Adjusted R Square values obtained, it can be seen from 
Table 4 that the Customer Engagement variable has an R Square value of 0.196 and an 
Adjusted R Square of 0.186, which indicates that the research model is able to explain 
19.6% of the variation in Customer Engagement, while the rest is influenced by other 
variables outside the model. This value indicates a relatively low to moderate explanatory 
power of the model. Meanwhile, the Purchase Decision variable has an R Square value 
of 0.640 and an Adjusted R Square of 0.633, which means that the model is able to 
explain 64.0% of the variation in purchasing decisions, thus indicating a strong 
explanatory power of the model. The small difference between the R Square and 
Adjusted R Square values for both variables indicates that the research model is 
relatively stable and does not experience significant bias due to the number of 
independent variables used. 
 
Hypothesis Testing 
The results of the bootstrapping analysis of this study using PLS analysis can be seen 
in Figure 3.  
 
Figure 3. Hypothesis Testing 
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Table 5. Hypothesis Testing 

Hypotheses 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

H1 
Content Marketing -> 
Purchase Decision 

0.108 0.115 0.063 1.717 0.087 

H2 
Online Advertising -> 
Purchase Decision 

0.259 0.259 0.085 3.043 0.002 

H3 
Content Marketing -> 
Customer Engagement 

0.159 0.179 0.114 1.387 0.166 

H4 
Online Advertising -> 
Customer Engagement 

0.358 0.345 0.12 2.981 0.003 

H5 
Customer Engagement 
-> Purchase Decision 

0.609 0.602 0.09 6.745 0 

H6 
Content Marketing -> 
Customer Engagement-
> Purchase Decision 

0.097 0.109 0.073 1.321 0.187 

H7 
Online Advertising -> 
Customer Engagement-
> Purchase Decision 

0.218 0.206 0.072 3.006 0.003 

  
The results in Table 5 present the results of hypothesis testing using the bootstrapping 
procedure in SmartPLS with a significance level of 5% (α = 0.05). The results indicate 
that four of the seven proposed hypotheses are supported, while three hypotheses are 
not supported. 
 
The direct effect of content marketing on purchase decision (H1) is not supported 
because the path coefficient is positive (β = 0.108), but the relationship is not statistically 
significant (t = 1.717; p = 0.087 > 0.05). This finding suggests that content marketing 
alone is insufficient to directly encourage consumers to purchase local perfume products. 
Similarly, the effect of content marketing on customer engagement (H3) is not supported 
(β = 0.159; t = 1.387; p = 0.166 > 0.05). Although the relationship is positive, the effect 
is statistically insignificant, indicating that the existing content marketing implemented by 
local perfume MSMEs has not been able to meaningfully increase customer 
engagement. 
 
Furthermore, the indirect effect of content marketing on purchase decisions through 
customer engagement (H6) is also not supported (β = 0.097; t = 1.321; p = 0.187 > 0.05). 
This result indicates that customer engagement does not mediate the relationship 
between content marketing and purchase decisions. 
 
In contrast, online advertising has a significant positive effect on purchase decisions 
(H2), with a path coefficient of 0.259 (t = 3.043; p = 0.002 < 0.05). Therefore, H2 is 
supported, suggesting that effective online advertising directly encourages consumers 
to purchase local perfume products. 
 
The results also show that online advertising significantly influences customer 
engagement (H4) (β = 0.358; t = 2.981; p = 0.003 < 0.05). Thus, H4 is supported, 
indicating that attractive and informative online advertisements are capable of 
strengthening consumers' interaction and engagement with local perfume brands. 
 
Customer engagement demonstrates the strongest direct effect on purchase decisions 
(H5), with a path coefficient of 0.609 (t = 6.745; p < 0.001). Accordingly, H5 is supported, 
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indicating that consumers who actively engage with a brand are more likely to make 
purchasing decisions. 
 
Finally, customer engagement significantly mediates the relationship between online 
advertising and purchase decisions (H7) (β = 0.218; t = 3.006; p = 0.003 < 0.05). 
Therefore, H7 is supported, demonstrating that online advertising not only influences 
purchase decisions directly but also indirectly by enhancing customer engagement. 
 

DISCUSSION 
 
Key Findings Analysis 
The Influence of Content Marketing and Online Advertising on Purchasing 
Decisions 
Based on the statistical results (β = 0.108; t = 1.717; p = 0.087), H1 is not supported 
because the p-value exceeds the 5% significance level. Although the path coefficient is 
positive, the effect is not statistically significant, suggesting that content marketing alone 
is insufficient to directly influence consumers' purchasing decisions. This finding implies 
that content marketing in the context of perfume MSMEs primarily serves as an 
informational and awareness-building tool rather than a conversion driver. Consumers 
may perceive the content as useful for understanding product features or brand identity, 
but it does not necessarily trigger immediate purchase intentions. Although the 
coefficient shows a positive direction, the effect is not statistically significant, suggesting 
that content marketing alone is insufficient to directly influence consumers' purchase 
decisions. This finding implies that content marketing in the context of perfume MSMEs 
primarily serves as an informational and awareness-building tool rather than a 
conversion driver. Consumers may perceive the content as useful for understanding 
product features or brand identity, but it does not necessarily trigger immediate purchase 
intentions. 
 
Several possible explanations can be considered for this non-significant finding. First, 
the content produced by MSMEs may lack emotional appeal, storytelling elements, or 
interactive features that are necessary to stimulate consumer action. Second, content 
marketing typically requires consistency and long-term exposure to build trust and 
influence behavior, while this study captures a more immediate behavioral response. 
Third, the perfume industry relies heavily on sensory experiences (e.g., scent), which are 
difficult to convey effectively through digital content alone, limiting its persuasive power. 
This result contrasts with prior studies such as Satiawan et al. (2023), which found a 
significant effect of content marketing on purchasing decisions. The discrepancy may be 
attributed to differences in research context, industry characteristics, and consumer 
behavior patterns. 
 
In contrast, based on the statistical results (β = 0.259; t = 3.043; p = 0.002), H2 is 
supported. The significant positive relationship indicates that online advertising 
effectively influences consumers' purchasing decisions. The effectiveness of online 
advertising can be attributed to its targeted nature, high visibility, and ability to deliver 
persuasive messages within a short period. Features such as personalization, 
retargeting, and promotional incentives (e.g., discounts and limited-time offers) can 
create urgency and encourage immediate purchasing behavior. This finding indicates 
that online advertising is more effective in directly influencing consumer purchase 
decisions. The effectiveness of online advertising can be attributed to its targeted nature, 
high visibility, and ability to deliver persuasive messages in a short time. Features such 
as personalization, retargeting, and promotional incentives (e.g., discounts, limited-time 
offers) can create urgency and encourage immediate action. 
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This finding is consistent with Budhiartini and Yulianthini (2022), who emphasize the role 
of digital advertising in increasing sales conversions, particularly in e-commerce and 
social media environments. Therefore, online advertising emerges as a more powerful 
tool than content marketing in directly driving purchasing decisions within this study 
context. 
 
The Influence of Content Marketing and Online Advertising on Customer 
Engagement 
Based on the statistical results (β = 0.159; t = 1.387; p = 0.166), H3 is not supported. 
The results indicate that the content developed by perfume MSMEs has not been 
effective in fostering meaningful customer engagement. Although the content may 
provide useful information, it does not sufficiently stimulate consumers' cognitive, 
emotional, or behavioral involvement with the brand. This indicates that the content 
developed by perfume MSMEs has not been effective in fostering meaningful 
engagement among consumers. Although the content may provide information, it does 
not sufficiently stimulate cognitive, emotional, or behavioral involvement. 
 
This lack of significance may be due to several factors. The content may lack interactivity, 
such as calls to action, user-generated content, or engaging formats (e.g., videos, reels). 
Additionally, the content may not be sufficiently personalized or aligned with audience 
preferences, reducing its ability to create emotional resonance. These findings suggest 
that content marketing effectiveness is highly dependent on content quality, creativity, 
and relevance. 
 
This result differs from studies by Hollebeek & Macky (2019) and Yang et al. (2022), 
which highlight that high-quality and relevant content can significantly enhance customer 
engagement. The inconsistency suggests that not all content marketing efforts 
automatically lead to engagement, particularly when execution quality is limited. 
 
On the other hand, based on the statistical results (β = 0.358; t = 2.981; p = 0.003), H4 
is supported. This finding demonstrates that well-designed online advertisements are 
capable of generating consumer interaction, including clicks, comments, shares, and 
emotional responses. The effectiveness of online advertising in driving engagement can 
be attributed to its visual appeal, interactive features, and algorithm-driven targeting, 
which ensures that advertisements reach relevant audiences. This indicates that well-
designed online advertisements are capable of generating consumer interaction, 
including clicks, comments, shares, and emotional responses. The effectiveness of 
online advertising in driving engagement can be attributed to its visual appeal, interactive 
features, and algorithm-driven targeting, which ensure that ads reach relevant 
audiences. 
 
These findings are supported by Cheung et al. (2020), who argue that digital advertising 
significantly enhances consumer engagement, particularly when it incorporates 
personalization and interactive elements. Thus, online advertising not only drives 
purchasing decisions but also plays a crucial role in building consumer engagement. 
 
The Influence of Customer Engagement on Purchasing Decisions 
Based on the statistical results (β = 0.609; t = 6.745; p < 0.001), H5 is supported. The 
results demonstrate that customer engagement has a strong, positive, and highly 
significant effect on purchasing decisions. The relatively high path coefficient indicates 
that customer engagement is the strongest predictor of purchasing decisions in this 
study. Consumers who actively interact with a brand, develop emotional attachment, and 
participate in online engagement activities are more likely to purchase local perfume 
products. This indicates that customer engagement is a key determinant of consumer 
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purchasing behavior. The high coefficient value suggests that engagement is the most 
influential variable in this study. 
 
Customer engagement reflects a multidimensional relationship between consumers and 
brands, encompassing cognitive (awareness and interest), emotional (attachment and 
trust), and behavioral (interaction and participation) aspects. When consumers are 
actively engaged with a brand, they are more likely to develop trust and positive 
perceptions, which ultimately lead to purchase decisions. 
 
These findings are consistent with previous research by Ou et al. (2022), Rosadi et al. 
(2022), and Syalsabila & Hermina (2023), which demonstrates that higher levels of 
customer engagement lead to stronger purchasing intentions and repeat buying 
behavior. Therefore, customer engagement serves as a critical bridge between 
marketing activities and actual consumer behavior. 
 
The Role of Customer Engagement as a Mediator 
Based on the statistical results (β = 0.097; t = 1.321; p = 0.187), H6 is not supported. 
The insignificant indirect effect indicates that customer engagement does not mediate 
the relationship between content marketing and purchasing decisions. This finding 
suggests that content marketing implemented by local perfume MSMEs is not sufficiently 
effective in generating customer engagement that subsequently translates into 
purchasing decisions. This suggests that content marketing fails to influence purchasing 
decisions even through the engagement mechanism. This result reinforces the earlier 
findings that content marketing is not sufficiently strong in driving either engagement or 
purchase decisions in this context. 
 
The lack of mediation may be explained by the limited ability of content marketing to 
generate meaningful engagement. Without strong engagement, the indirect pathway to 
purchasing decisions becomes ineffective. This indicates that content marketing 
strategies implemented by MSMEs may not yet reach the level of effectiveness required 
to influence consumer behavior. 
 
In contrast, based on the statistical results (β = 0.218; t = 3.006; p = 0.003), H7 is 
supported. This significant indirect effect demonstrates that customer engagement plays 
an important mediating role in strengthening the influence of online advertising on 
purchasing decisions. Effective online advertising encourages consumers to engage with 
the brand, and this engagement subsequently increases the likelihood of making a 
purchase. This finding demonstrates that online advertising influences purchasing 
decisions both directly and indirectly through customer engagement. In other words, 
online advertising not only stimulates immediate purchase behavior but also enhances 
engagement, which further strengthens the likelihood of purchasing. 
 
The finding aligns with studies by Brodie et al. (2011), Purwanto et al. (2022), and 
Setiawan & Salim (2024), which emphasize that customer engagement is a crucial 
mechanism in maximizing the effectiveness of digital marketing strategies. 
 
Managerial Implications 
From a managerial perspective, this study suggests that perfume MSMEs should 
prioritize online advertising as a primary marketing strategy due to its strong direct and 
indirect effects on purchasing decisions. Advertisements should be designed with a focus 
on personalization, visual appeal, and interactivity to maximize both engagement and 
conversion. 
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At the same time, content marketing should not be ignored but rather improved in quality. 
MSMEs need to develop more creative, emotionally engaging, and interactive content, 
such as storytelling, influencer collaborations, and user-generated content, to enhance 
their help effectiveness. 
 

CONCLUSION 
 
This study concludes that online advertising plays a more dominant role than content 
marketing in influencing purchasing decisions within perfume MSMEs. While content 
marketing shows a positive direction, it does not significantly affect either purchasing 
decisions or customer engagement, indicating its limited effectiveness as currently 
implemented. In contrast, online advertising demonstrates both direct and indirect 
significant effects on purchasing decisions, particularly through the mediation of 
customer engagement. 
 
Furthermore, customer engagement emerges as a critical factor in driving purchasing 
decisions, acting as a bridge between marketing strategies and consumer behavior. 
These findings highlight that consumer interaction, emotional attachment, and active 
involvement with a brand are essential in converting marketing efforts into actual 
purchases. 
 
The implications of this study suggest that MSMEs should focus on optimizing online 
advertising strategies by leveraging personalization, targeting, and interactive features 
to enhance both engagement and purchase outcomes. Meanwhile, content marketing 
should be improved in terms of creativity, emotional appeal, and relevance to strengthen 
its impact. For future researchers, this study opens opportunities to explore additional 
variables, different industry contexts, and longitudinal approaches to better understand 
the long-term effectiveness of digital marketing strategies. 
 
LIMITATION 
This study has several limitations that may affect its internal and external validity. First, 
the research focuses solely on perfume MSMEs, which may limit the generalizability of 
the findings to other sectors with different product characteristics. Second, the use of a 
cross-sectional research design restricts the ability to capture long-term effects, 
particularly for content marketing strategies that typically require sustained exposure. 
Third, the reliance on self-reported data may introduce response bias, potentially 
affecting the accuracy of the results. Additionally, the measurement of variables may not 
fully capture all dimensions of digital marketing practices and consumer behavior, which 
could influence the findings. 
 
Future research is encouraged to explore longitudinal approaches to capture the delayed 
effects of content marketing. Additionally, incorporating moderating or mediating 
variables such as brand trust, perceived value, or social influence may provide deeper 
insights. Expanding the research to different industries or cultural contexts would also 
enhance generalizability. Finally, qualitative studies could be conducted to better 
understand how consumers perceive and respond to different types of digital marketing 
content. 
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