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Abstract

The increasing economic growth after COVID-19 has encouraged
high consumption of automotive products, coupled with the
development of information on social media, making Mitsubishi
Xpander products increasingly popular in the Greater Malang
area. This research aims to determine the influence of brand
image and passenger car attributes on purchasing decisions
through online consumer reviews of consumers purchasing
Mitsubishi Xpander cars and taking samples from 145
respondents, using non-probability for all PT consumers. Using
the SEM-PLS analysis method, Sun Star Motor Singosari Malang
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January, February and March 2024. The research results show
that brand image does not affect purchasing decisions, passenger
car attributes affect purchasing decisions, brand image has a
significant effect on online consumer reviews, passenger car
attributes have an effect on online consumer reviews, online
reviews have an effect on purchasing decisions, brand image has
an effect on purchasing decisions through online consumer
reviews, and passenger car attributes influence purchasing
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1. Introduction

The development of the automotive industry, especially cars today, means that consumers
have many choices of products that offer various advantages, from design, price, features and
financial convenience (Featherman et al., 2021). Almahdi et al. (2023). Purchasing decisions are
an integration process that combines knowledge to evaluate two or more alternative behaviors
and choose one of them. If consumers have yet to experience a product, they tend to trust
preferred or well-known brands (Shende, 2014). This is the reason that encourages companies
to strengthen their brand position in order to create a positive brand image that is firmly
established in the minds of consumers because, through brand image, consumers can recognize
a product, evaluate quality, reduce purchasing risks, and gain experience and satisfaction from
differentiation. Certain products (Arrosyid et al., 2023).

Attributes are everything attached to a product, Kotler and Keller (2014) explain that
product attributes differentiate a product, providing added value and benefits and being
considered when making purchasing decisions. Car marketing is a type of product marketing
that prioritizes technology and accompanying attributes to fulfill consumers' psychological
desires by prioritizing information as an extension of conveying product excellence to
consumers through mass media and social media as a driver of interest, consumer interest in a
product by searching for information additional. Park & Lee, (2009), then consumers will build
trust in the results of the information obtained and consider the risks that may arise (Setiadi,
2008).

Regularly delivering information from car manufacturers and previous consumers or
automotive technology experts through online consumer reviews has provided input for
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consideration and increased confidence for prospective car buyers. Online consumer reviews
are critical for consumers when making online purchases. When consumers cannot evaluate a
product personally, consumers often rely on online reviews (Diels et al., 2017).

The COVID-19 pandemic has hit many sectors of the Indonesian economy, including the
automotive industry, prompting the government to implement fiscal policy to reduce the
negative impact. In order to revive the automotive industry sector, the Indonesian government
is providing sales tax incentives on luxury goods (PPnBM), valid as of April 1, 2020 (Elwalda &
Lu, 2022). The PPnBM cut turned things around (Sopiah et al., 2021). Referring to data from the
Association of Indonesian Automotive Industries (Gaikindo), there was an increase in car sales
both wholesale (factory to dealer) and retail (dealer to consumer) in 2021. The growth reached
66.6 % (yoy) for wholesale sales and 49.2% (yoy) for retail. The number of car sales
(wholesales) throughout 2021 was recorded at 887,200 units, and car sales (retail) reached
863,359 units.

As a tool for disseminating information, the Internet includes making social media offer
opportunities for consumers to talk to hundreds or even thousands of other consumers
worldwide; companies are no longer the only source of brand communication (Farki & Baihaqji,
2016). Based on survey results from the Indonesian Internet Service Providers Association
(APJID), internet users in Indonesia reached 215.63 million people in 2022-2023. This number
increased by 2.67% compared to the previous period, which had 210.03 million users. The
number of internet users equals 78.19% of Indonesia's population of 275.77 million. Compared
with the previous survey period, Indonesia's internet penetration rate this year has increased by
1.17 percent compared to 2021-2022, which was 77.02%. A study by Moe and Schweidel (2012)
shows that 70% of internet users trust consumer evaluations on social media platforms.

2. Methods

This research uses a quantitative descriptive approach to describe it systematically and
measurably. Kriyantono (2010) states that the quantitative descriptive research method
describes a problem whose results can be generalized systematically and measurably. This
research was conducted to test the influence of variables X1 (brand image) and X2 (passenger
car attributes) on variable Y (purchasing decision) through variable Z (online consumer review).
Meanwhile, to analyze the influence of each variable using SEM Pls so that information is
obtained about the variables as a causal relationship. This research consists of four variables,
namely the independent variable X1 (brand image), X2 (passenger car attributes), the
dependent variable Y (purchase decision) and the intervening variable Z (online consumer
review). This research was conducted at PT. Sun Star Motor Singosari Malang, Malang, East Java
Province, located at Jl. Panglima Sudirman No.183, Pangetan, Pagentan, Singosari District,
Malang Regency, East Java 65111. From February to April 2024.

Research variables are anything in any form that a researcher determines to be studied to
obtain various information about them. Then, conclusions can be drawn according to Sugiyono
(2018). The variables used in research can be grouped into two, namely, independent variables
and dependent variables. A dependent variable is a variable that is influenced or explained by
another variable but cannot influence other variables (Szamatowicz & Paundra, 2019). A
dependent variable is a variable that can change due to the influence of the independent
variable.

The dependent variable is often called the affected or dependent variable, dependent, effect,
dependent, and abbreviated as variable Y. This research's independent variable is the
purchasing decision (Y). Independent variables influence and explain other variables
(Szamatowicz & Paundra, 2019). An independent variable is a variable that, if it exists at the
same time as another variable, can change in its diversity. This independent variable can also be
called the variable influence, treatment, power, treatment, independent, and abbreviated as
variable X. An independent variable influences other variables to appear. This research includes
the independent or brand image variables (X1) and passenger car attributes (X2).
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The population in this research is all Mitsubishi Xpander buyers in the final quarter of 2023
(October, November and December) and the first quarter of 2024 (January). So, we got data on
145 buyers. Sampling used non-probability sampling with census techniques, thus taking the
entire research population. Data collection techniques are techniques or methods used to collect
data to be researched. Data collection techniques or the process of collecting data, as well as the
existence of research instruments, are an integral part and are included in the research
methodology component because the research instrument is a tool used to collect, examine, and
investigate the problem being researched. The questionnaire method collects data from several
respondents through questions to be answered. Provide a list of existing questions according to
the indicators of each variable to be answered. The answers obtained are then collected as data.
The data is processed and included in the research results. This information can be obtained
from books, scientific papers, theses, dissertations, encyclopedias, the Internet, and other
sources used in this research and given to respondents by distributing questionnaires directly
with a likert scale.

3. Results and Discussion

3.1. Results

This research uses Smart PLS 3.0 with three criteria in data analysis techniques, namely
assessing the outer model, Convergent Validity, Discriminant Validity and Composite Reliability.
The validity of measurements on items that measure the same variable must be highly
correlated. The outer model is a model that describes the relationship between manifest
variables as indicators and latent variables. Outer loading is also called the measurement model.
The outer model test aims to specify the relationship between latent variables and their
indicators. Based on the model above, outer loading is obtained. Outer loading is considered
good if it has a value above 0.7.

Table 1. Outer Loading Values for Each Indicator
Indicator Car Attributes Brand Image Buying decision Online Consumer Reviews

X1.1 0.827

X1.2 0.835

X1.3 0.891

X2.1 0.863

X2.2 0.792

X2.3 0.830

X2.4 0.775

X2.5 0.829

X2.6 0.870

X2.7 0.796

X2.8 0.821
Y1 0.739
Y2 0.797
Y3 0.744
Y4 0.742
Y5 0.789
Y6 0.775
Y7 0.774
Y8 0.831
71 0.799
72 0.795
Z3 0.736
Z4 0.739
Z5 0.798
76 0.752

Source: Data Processed (2024)
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Construct validity is important in ensuring that the resulting model can accurately reflect
the latent variables used in the theory. (Hair et al., 2017). Construct Validity and Reliability can
be assessed through Cronbach's Alpha, Composite Reliability, and Average Variance Extracted
(AVE). Cronbach's alpha in Smartpls is an indicator coefficient used to measure an indicator's
internal reliability or consistency - the indicators measured to describe a construct or latent
variable in partial path analysis. If this value exceeds 0.7, the variable is considered to meet the
test reliability requirements so that it can be used in research (Garson, 2021).

Table 2. Respondents by Age

Variable Cronbach's Alpha
Passenger Car Attributes 0.955
Brand Image 0.890
Buying decision 0.948
Online Consumer Reviews 0.914

Source: Data Processed (2024)

Based on the values above, the values for each variable are consistent in each measurement.
Composite Reliability refers to the extent to which the indicators that measure a variable have a
significant relationship and are interconnected (Garson, 2021). Based on the Composite
Reliability value, all variables have a value above 0.7, this shows that each variable used in this
research meets the standards.

Table 3. Results composite reliability

Variable Composite Reliability
Passenger Car Attributes 0.960
Brand Image 0.916
Buying decision 0.953
Online Review 0.926

Source: Data Processed (2024)

Average Variance Extracted (AVE) in SMART PLS is a statistical measure used to measure
the extent to which variations in the indicators used to measure a construct can be explained by
the construct itself. AVE exceeds 0.5, so it is considered that the variable does not have reliability
problems.

Table 4. Average Variance Extracted (AVE)

Variable Average Variance Extracted (AVE)
Passenger Car Attributes 0.598
Brand Image 0.645
Buying decision 0.560
Online Consumer Reviews 0.512

Source: Data Processed (2024)

Discriminant Validity means measuring what should be measured (Hair et al., 2019).
Discriminant validity is carried out to ensure that each concept from each latent model is
different from other variables. Validity testing is carried out to determine how precisely a
measuring instrument performs its measurement function (Hair et al, 2019). SMART-PLS
discriminant validity testing can be assessed based on the Fornell-Larcker criterion and cross-
loading. In the Fornell-Larcker criterion test. Fornell-Larcker Criterion test to test the
relationship between variables in the construct.
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Table 5. SmartPLS Discriminant Validity Testing
Passenger Car Online Consumer

Variable Attributes Brand Image Buying decision Reviews
Passenger Car Attributes 0.773
Brand Image 0.370 0.803
Buying decision 0.382 0.435 0.748
Online Consumer Reviews 0.431 0.591 0.516 0.716

Source: Data Processed (2024)

From the table above, it can be observed that the correlation value between this variable
and other variables is higher. It can be concluded that the Fornell-Larcker test criteria have been
met. This method calculates the ratio between the correlation between variables and other
variables and the correlation between variables and themselves (heterotrait-monotrait ratio). If
this ratio is smaller than 0.90, the limit value used to measure a construct can be explained by
the construct itself. Cross-loading is when an indicator correlates highly with more than one
latent variable. If an indicator variable has a high cross-loading, it can indicate that it does not
exclusively reflect a particular latent variable. Collinearity Statistics, better known as Variance
Inflation Factor (VIF), is a method used to identify the level of multicollinearity between
variables in a measurement or structural model developed using SMARTPLS. Based on the
results above, it was found that there was no multicollinearity in all constructs.

Descriptive Analysis

From the frequency distribution above, it can be concluded that according to Mitsubishi, In
the frequency distribution table of passenger car attribute variables above, vehicle dynamics is
the most significant factor in consumers deciding to purchase a Mitsubishi Xpander. This may
occur because of the assumption that the Mitsubishi. The average frequency distribution value of
the purchasing decision variable is 4.586, the indicator of external influence being the most
important in this research; this proves the importance of external information in all promotional
activities to increase purchasing interest. The Comprehensiveness indicator has the most
significant value in the online consumer review variable, 4.583. This means that the assumptions
displayed in each consumer review are based on existing developments.

The inner model concerns the relationship between constructs in the research model. Inner
models help test hypotheses about relationships between latent variables and analyze the extent
to which these relationships are significant. R Square measures the extent to which variations in
the dependent variable can be explained by the independent variables in a research model (Hair
et al,, 2017). Based on the R Square test results above, it can be concluded that the dependent
variable of purchasing decisions is influenced by the independent variable by 0.316 or 31.6%.
Meanwhile, the remaining 68.4% was influenced by other factors not included in the scope of
this research. Then, the Online Review mediation variable is influenced by the independent
variable by 0.402 or 40.2%. Meanwhile, the remaining 59.8% was influenced by other factors
not included in the scope of this research.

F Square (f?) is used in the context of Partial Least Squares Structural Equation Modeling
(PLS-SEM) analysis to measure the extent to which structural or exogenous variables influence
the dependent or endogenous variables in the research model-explanation of the F Square (f?)
value according to Garson (2016). The analysis results show that the influence of passenger car
attribute variables on purchasing decisions has an f* value of 0.034, indicating a small effect. The
brand image variable on purchasing decisions has an f* value of 0.026, indicating a small effect.
The passenger car attribute variable on online reviews has an f? value of 0.087, indicating a
small effect.

Image variables brands on online reviews have an f* value of 0.361, indicating a significant
effect, and the online review variable on purchasing decisions has an f? value of 0.103, indicating
a small effect. The fit model used in this research uses the SRMR value. SRMR measures the
suitability between the resulting path model and the observed data. SRMR functions to assess
how well the resulting model can reflect the relationship between variables observed in actual
data.
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The SRMR value in the saturated model is 0.070, and the estimated model is 0.070, so the
model formed is declared to meet the feasibility of the model. Hypothesis testing in SmartPLS is
carried out using path coefficients to determine the magnitude and direction of the influence of
the independent variable on the dependent variable. The following are the results of testing path
coefficients.

Table 6. The Results Of Testing Path Coefficients

. . . Original T Statistics
Variable Relationships sample (0) (|0/STDEV]) P Values

Brand Image -> Purchase Decision 0.169 1,524 0.128
Passenger Car Attributes -> Purchase Decision 0.171 1,918 0.046
Brand Image -> Online Consumer Review 0.500 7,023 0,000
Passenger Car Attributes -> Online Consumer Review 0.246 3,346 0.001
Online Consumer Review -> Purchase Decision 0.343 3,390 0.001
Brar.lq image -> Online Consumer Review -> Purchase 0179 2,740 0,006
Decision

Passenger Vehicle Attributes -> Online Consumer 0.085 2,200 0.028

Review -> Purchase Decision
Source: Data Processed (2024)

The results of the hypothesis test above, it can be concluded that brand image (X1) on
purchasing decisions (Y) has a P-value value greater than 0.050 (0.128 > 0.050). However, the
Original Sample path has a positive value of 0.169. Thus, H1 is rejected, and HO is accepted. This
means that even though it has a positive sample value, brand image is insignificant in purchasing
decisions.

The passenger car attribute (X2) on purchasing decisions (Y) has a P-value value that is
smaller than 0.050 (0.050<0.046). With the Original Sample, this path has a positive value of
0.171. H2 is accepted, which means that the Passenger Car Attribute (X2) is significant to the
Purchase Decision (Y), with the original sample having a positive value. Brand Image (X1)
against Online Review (Z) has a P-value value that is smaller than 0.050 (0.050<0.000).
However, the Original Sample path has a positive value of 0.500. Thus, H3 is accepted. Brand
image (X1) positively influences online reviews (Z).

The passenger car attribute (X2) for Online Review (Z) has a P-value value that is smaller
than 0.050 (0.050<0.001). However, the Original Sample path has a positive value of 0.246. Thus,
H4 is accepted, meaning that the Passenger Car Attribute (X2) positively affects Online Review
(Z). Online Review (Z) on Purchasing Decisions (Y) has a P-value value that is smaller than 0.050
(0.050<0.000). With the Original Sample path, the positive value is 0.343. Thus, H5 is accepted,
which means that online reviews have a positive influence on purchasing decisions.

Brand Image (X1) on Purchasing Decisions (Y) through Online Review (Z) has a P-value
value that is smaller than 0.050 (0.050<0.006). With the Original Sample path, the positive value
is 0.179. Thus, H6 is accepted. This means that Brand Image through Online Reviews positively
influences Purchasing Decisions. The passenger car attribute (X2) on Purchasing Decisions (Y),
through Online Review (Z), has a P-value value that is smaller than 0.050 (0.050<0.028). With
the Original Sample path, the positive value is 0.085. Thus, H7 is accepted. This means that
passenger car attributes through online reviews have a positive influence on purchasing
decisions.

3.2. Discussion
The Influence of Brand Image on Mitsubishi Xpander Car Purchase Decisions

The results of data analysis through hypothesis testing state that brand image does not
influence purchasing decisions for Mitsubishi Xpander cars. Arjuna et a. (2020) that brand image
is a means of differentiating from competitors' products in the form of names, characteristics or
designs, while Nanda and Indriyani (2018) summarize that brand image is created from news
circulating regarding the completeness of consumer responses to certain brands. The brand
image needs to be managed carefully so that its value does not diminish. Companies must create
a strategy to build and manage a strong brand. A company, especially an automotive company
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like Mitsubishi, needs several market strategies that touch consumers more through various
steps and methods that make the brand memorable in the minds of consumers and potential
consumers.

The results of this research are the same as those studied by Wang et al. (2023), which
stated that brand image is partially positive but does not have a significant effect on purchasing
decisions. Kotler and Keller (2014) state that a strong brand strategy will create an identity for
the company in introducing itself and its products so that consumers perceive the company's
identity as an identity that is always remembered ( top of mind) by consumers.

The Influence Of Passenger Car Attributes On Decisions Purchasing A Mitsubishi Xpander
Car

The results of data analysis through hypothesis testing state that the attributes of passenger
cars have an influence in strengthening purchasing decisions, especially for Mitsubishi Xpander
brand passenger cars. Liao et al. (2007) state that product attributes are the development of a
product or service, which involves determining the benefits that will be provided or delivered to
consumers, consisting of quality, brand, packaging, labels, and supporting services. The
passenger car attributes of the Mitsubishi Xpander influence consumer purchasing decisions by
looking at the quality, brand, packaging, labels and supporting services. Consumers decide to
buy a Mitsubishi The results of this research are in line with (Pratama, Supriadi and Respati,
2022; Hardiansyah et al., 2024) which state that attributes both partially and simultaneously
influence purchasing decisions for Toyota Vios cars.

Influence Of Brand Image On Online Consumer Review Mitsubishi Xpander Car

The results of data analysis through hypothesis testing state that brand image has an
influence in strengthening online consumer reviews, especially what happens to Mitsubishi
Xpander brand passenger cars. Koubaa (2008) state that brand image is a person's perception of
a brand, and this perception can be positive or negative. However, nowadays, there is a tendency
for people to prove for themselves whether a good brand image is in line with existing reality, so
there is consumer behavior to look for information about a particular brand, even prove it, and
even then share the consumer's experiences on social media. So, if the brand image value moves
positively, the online consumer review value will move in the same direction.

The Influence Of Passenger Car Attributes On Online Consumer Reviews Mitsubishi
Xpander Car

The results of data analysis through hypothesis testing state that passenger car attributes
(X2) influence strengthening online consumer reviews (Z), especially those in Mitsubishi
Xpander brand passenger cars. The attributes worn by the Mitsubishi Consumer online review
are opinions or experiences consumers provide regarding the services they receive or products
from a business online. By including promotions, explanations of functions, how it works,
maintenance, and use of attributes in online media, producers hope to reduce promotional costs
and be more accessible to consumers.

The Influence of Online Reviews on Purchase Decisions of Mitsubishi Xpander Cars

The results of data analysis through hypothesis testing state that online reviews influence
strengthening purchasing decisions, especially those regarding Mitsubishi Xpander brand
passenger cars. The greater the value of online reviews, the greater the consumer's decision to
buy. Yu et al. (2011) state that online consumer reviews are reviews provided by consumers
related to information from evaluating a product about various aspects. With this information,
consumers can get the quality of the product they are looking for from reviews and experiences
written by consumers who have purchased a product from an online seller. Online consumer
reviews are used as a means for consumers to search for and obtain information that will
influence purchasing decisions (Minnema et al., 2016). This aligns with research by Anisa and
Tjhin (2023), which found that online consumer reviews significantly influence purchasing
decisions. Online consumer reviews are essential for consumers to determine a product's
quality.
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Influence Of Brand Image On Purchasing Decisions Through Online Consumer Reviews On
Purchase Mitsubishi Xpander Car

The results of data analysis through hypothesis testing state that brand image is influential
in strengthening purchasing decisions through online consumer reviews, especially what
happens to Mitsubishi Xpander passenger cars. The greater the brand image exposed in online
consumer reviews, the greater the consumer's decision to buy. The current internet era means
consumers can instantly obtain all information via their gadgets. What consumers say is good
will be directly expressed by consumers on the social media they follow. Even in the current era,
consumers tend to prove themselves or look for information on the Internet about something, a
product or service that can be trusted through whether or not the reviews given on the product
or service are good or not. So, a good brand image, which is reviewed in online media, will
influence consumers' buying decisions.

The Influence Of Passenger Car Attributes On Purchasing Decisions Through Online
Consumer Review On Purchase Mitsubishi Xpander Car

The results of data analysis through hypothesis testing state that passenger car attributes
have an influence (X2) on purchasing decisions (Y) through online consumer reviews (Z) on
purchasing passenger cars, especially the Mitsubishi Xpander at PT. Sun Star Motor Singosari
Malang. The greater the type, function and benefits consumers get from the attributes of
passenger cars conveyed through online consumer reviews, the greater the possibility that
consumers will decide to buy Mitsubishi products. Good reviews, as well as explanations that are
profitable for users, make potential consumers who see promotions and testimonials from
consumers found in today's online media will convince consumers who were previously
interested in deciding to buy.

4. Conclusion

Based on research results, specifically on sales of Mitsubishi Meanwhile, brand image and
passenger car attributes influence purchasing decisions through online consumer reviews.
Companies need to use social media more intensively to increase the strength of their brand
image and maintain information about car attributes, starting from features, convenience and
various accompanying things so that they are better known as advantages to consumers. There
are still various factors that influence vehicle purchasing decisions that we need to explore as an
improvement in purchasing decision variables
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