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Abstract: The aim of this research is to analyze the mediating role of purchase intention on 

brand image and store image on drug purchase decisions in pharmacies. Using a quantitative 

approach with survey methods. A sample of 100 respondents were drug consumers in Kediri 

City pharmacies who did not carry or have a doctor's prescription. Data was collected using a 

questionnaire. The analysis technique uses Path Analysis (SPSS ver 23.0). The research results 

show that the purchase intention variable in the brand image variable plays a big role in the 

purchase decision, whereas in the store image variable in the purchase decision the purchase 

intention variable does not play a role. 
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1. Introduction 

 

Consumer behavior emphasizes how consumers form their purchasing decisions as a result of 

spending their time, money and effort to obtain certain products or services (Schiffman and 

Kanuk, 2007). Retailers must determine various strategies to maintain business (Levy and 

Weitz: 2014). Having a better understanding of the factors that influence consumer purchasing 

intentions and decisions will benefit them in creating marketing strategies that will address the 

needs of each of their consumers and thus be more effective (Liew and Falahat, 2019). 

Consumer needs for medicines and supplements are increasing sharply day by day, in line with 

public awareness of the importance of health. Pharmacy as a distribution facility for medicines, 

medicinal ingredients, traditional medicines and cosmetics as well Health equipment to the 

community has an important role in the health sector. Judging from its development, the 

number of pharmacies in Indonesia is increasing from year to year. Indonesia has 30,199 

pharmacies in 2021. With the largest number of pharmacies in West Java, 4,874 pharmacies, 

East Java 4,250 pharmacies, and Central Java 3,768 pharmacies ( https://dataindonesia.id/ ). 
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Figure 2. Number of pharmacies in Indonesia (dataindonesia.id) 
 

Competition in the pharmacy business in the city of Kediri is quite high, there are 90 

pharmacies established in Kediri Municipality (https://medicalclinic.id/apotek/region/jawa-

timur/apotek-kediri.html), so that these pharmacies are able to survive in business competition, 

pharmacy managers must have a different strategy from other competitors. Retailers must 

determine various strategies to maintain their business (Levy and Weitz : 2014). 

Understanding consumer preferences regarding the choice of pharmacy where to buy 

medicines and their preferences for the quality and brand of certain medicines is important, 

because it will provide an indication of consumer demands. This information will help 

marketers ensure that they have enough products that match their preferences to meet consumer 

wants and demands. Consumers divide purchasing decisions into three dimensions (Hawkins, 

2001), namely: (1) product selection: choosing products that suit consumer needs, (2) brand 

selection: consumer preferences about a brand during the consumption process, (3) store 

selection: the choice of certain stores made by consumers to buy a product. 

However, our findings show that consumers when buying medicines at pharmacies will be 

influenced by their preferences and buying interest, especially the choice of medicine brand. 

This needs to be a concern for pharmacy managers in creating future strategies and increasing 

customer retention. On the other hand, our findings also strengthen the theory put forward by 

Hawkins (2001), regarding consumer preferences in purchasing decisions. 

The remainder of this paper is as follows. The second section presents related literature and 

hypothesis development. The third section explains the research sample and defines the 

variables including the methodology used. The fourth section presents the empirical results. 

The fifth section concludes the paper. 

 

2. Literature Review 

 

Purchase Decision 

Decisions are actions taken by consumers to buy a particular product after receiving purchasing 

stimuli (Kotler and Keller, 2016). Of the various factors that influence decisions about a 

product or service, consumers usually always consider quality, price and products that are 

already known to them. Purchasing decisions occur through processes, one of the processes in 

purchasing decisions is the selection process, in the selection process there are consumer 

preferences which cause this purchasing decision to occur. 

According to Kotler and Armstrong (2008) purchasing decision indicators are as follows: (1) 

confidence in buying after knowing product information. (2) deciding to buy because it is the 
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most preferred brand. (3) buy because it suits your wants and needs. (4) bought because of 

recommendations from other people. 

 

Brand Image 

Brand image is the perception and belief held by consumers, as reflected by associations 

embedded in customer memories, which are always remembered first when they hear a slogan 

and are embedded in the minds of consumers (Kotler & Keller, 2009). According to (Aaker & 

Biel, 2009) brand image indicators are (1) corporate image, how consumers view the company 

that produces a good or service, including popularity, credibility, company network and users. 

(2) product image , consumer perceptions of goods or services including product attributes , 

benefits for consumers, and guarantees. (3) user image (user image), the perception generated 

by consumers regarding the use of a good or service includes the user himself and his social 

status. 

The research results of Agustini and Devita (2019) show that brand image influences 

purchasing decisions. These results are in line with research by Rosanti, Salam and Panus 

(2021), that brand image influences purchasing decisions. Based on this explanation, the 

hypothesis in this research can be proposed as follows: 

H1: Brand image influences purchasing decisions 

H2: Brand image influences purchasing decisions which are mediated by purchasing interest 

 

Store Image 

Each shop certainly has its own image. Bellenger & Goldstucker (2002), defines store image 

as the customer perception of the store versus competitive store , which means that brand image 

is the consumer's perception of a store compared to other stores. Store image can be seen as 

something that is the image and thoughts of consumers about the store, including perceptions 

and attitudes received through the five human senses. Several things are part of a store's image 

according to Berman and Evans (2001), namely physical facilities, merchandise, comfort and 

service. Store image is used as a store personality that differentiates one store from another as 

perceived by consumers." Consumers can remember well if a shop they have visited has a 

positive image so that consumers are interested in making purchasing decisions at that shop 

again. 

research results show that store image influences purchasing decisions. These results are in line 

with research by Togar and Hakim (2022), that store image influences purchasing decisions. 

Based on this explanation, the hypothesis in this research can be proposed as follows: 

H3: Store image influences purchasing decisions 

H4: Store image influences purchasing decisions which are mediated by purchasing interest 

 

Purchase Intention 

Purchase interest is caused by the attractiveness of the product or service being offered, which 

is a mental condition for consumers to reflect on their plans to purchase a product for a 

particular brand. Kotler and Keller (2012) explain that purchasing interest is "consumer 

behavior that appears as a response to objects that indicate the customer's desire to make a 
purchase". Purchase intention is regularly used to measure the effectiveness of marketing 

actions as well as anticipated responses from consumers (Liew and Falahat, 2019). 

According to Ferdinand (2008), purchase intention can be identified through the following 

indicators: (1) transactional interest, (2) referential interest, (3) preferential interest, (4) 

exploratory interest. 

H5: purchase intention influence the purchase decision 
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3. Method 

 

This research uses a quantitative approach with a survey method. The survey was conducted 

by distributing questionnaires to respondents. The population in this study is included in the 

infinite population, because the number of consumers in the population area is not known with 

certainty, namely pharmacy consumers in Kediri City. The sampling technique uses non-

probability sampling techniques, and samples are taken by purposive sampling. The 

respondents selected were consumers who bought medicine at a pharmacy and did not carry or 

have a doctor's prescription. Questionnaires are submitted and then collected after being filled 

in individually by 100 respondents, the number is determined according to Sugiyono (2017), 

namely a minimum of 10 x the number of variables. The analysis technique uses Path Analysis 

(SPSS ver 23.0) through stages of assumption testing, namely: linearity test, recursive 

relationship patterns between variables, minimum variables on an interval scale, and variables 

measured without error. The questionnaire was developed from variable indicators and to 

calculate them using a Likert scale with the assessment technique explained below: score 1 : 

Strongly disagree (STS) score 2 : Disagree (TS) score 3 : Disagree (KS) score 4 : Agree (S) 

score 5: Strongly Agree (SS). 

This study will help marketers to identify factors that influence purchasing interest and 

purchasing decisions, especially in the pharmacy industry so that marketers can formulate 

future policies that will further help in customer retention. 

Testing of the validity of the questionnaire statements was carried out by reviewing the sig 

value. on the Pearson correlation compared with the level of significance. If the sig value is ≤ 

0.05 then the statement in the questionnaire is said to be valid. 

Testing the reliability of all statements in this study used the Cronbach alpha method. The 

criteria used are if the Cronbach alpha coefficient is ≥ 0.6 then it can be said that the statements 

in the questionnaire are declared reliable. 

 

4. Results and Discussion 

 

Validity And Reliability Test Results 

The following are the results of the validity and reliability tests of the questionnaire developed 

in this research. 
Table 1. Validity and Reliability tests 

No Items 
Correlation 

coefficient 
Sig. Note. 

Cronbach's 

Alpha 
Note. 

1 x1.1 0.872 0,000 Valid 0.799 Reliable 

2 x1.2 0.805 0,000 Valid 

3 x1.3 0.864 0,000 Valid 

4 x2.1 0.715 0,000 Valid 0.849 Reliable 

5 x2.2 0.849 0,000 Valid 

6 x2.3 0.890 0,000 Valid 

7 x2.4 0.857 0,000 Valid 

8 z1 0.793 0,000 Valid 0.815 Reliable 

9 z2 0.907 0,000 Valid 

10 z3 0.662 0,000 Valid 

11 z4 0.830 0,000 Valid 

12 y1 0.637 0,000 Valid 0.681 Reliable 

13 y2 0.721 0,000 Valid 
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14 y3 0.813 0,000 Valid 

15 y4 0.672 0,000 Valid 

 

Path Analysis Interpretation 

This research was conducted to determine the influence of Brand Image and Store Image on 

Purchase Decision through Purchase Intention .  

1. Path Diagram Development 

After the theory-based model was developed in the previous chapter, the model is then 

presented in path form diagram as follows: 

 

 

 

 

 

 

  

 

 

 

 

 
Figure 1. Research Model 

2. Assumption Testing 

 Relationships Between Linear Variables 

To determine the linearity of the causal relationship, it can be seen using a scatter plot 

between each variable. If the scatter plot has a linear pattern from bottom left to top 

right, then the linearity assumption is met. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.Linearity test 

 
Based on the picture above, it can be seen that the trajectory of the influence of Brand 

Image and Store Image on Purchase Intention and the trajectory of the influence of 

Brand Image, Store Image, and Purchase Intention on Purchase Decisions is linear as 

shown by a linear pattern from bottom left to top right, which means that the linearity 

assumption is met. 

Purchase 

Intention (Z) 

 

Brand Image 

(X1) 

Purchase 

Decision (Y) 

Store Image (X2) 
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 The pattern of relationships between variables is recursive 

A recursive model means that the causal flow system only goes in one direction . In this 

research model, the model used is a recursive model, in other words there are no 

variables that have an alternating influence (the causal relationship is in the same 

direction), namely Brand Image and Store Image have a causal relationship with 

Purchase Intention and Purchase Decision, and Purchase Intention has a causal 

relationship. with Purchase Decision. Thus, the assumptions regarding the recursive 

model in this research model are fulfilled. 

 Minimal Variables in Interval Scales 

Path analysis requires the variable values used in modeling to have at least an interval 

data scale. The data scale has an order, namely nominal-ordinal-interval-ratio, where 

nominal is the lowest data scale and ratio is the highest data scale. 

In this research, the data scale used is a Likert scale where the sum of these data scales 

is an interval type scale, so that path analysis can be used for this research data. 

 Observation Variables Measured Without Error (Valid and Reliable Measurement 

Instrument) 

In path analysis, the observed variables must be measured without error. In other words, 

the measurement instrument (questionnaire) used must be valid and reliable. 

3. Path Coefficient Estimation (Path) 

Based on the results of path analysis with the help of SPSS 2 3.0 for Windows , it can be 

seen in the following table: 

Table 2. Results of Path Analysis 

Track 
Path 

Coefficient 
t-count Significant 

Brand Image (X1) Purchase Intention (Z) 0.489 5,240 0,000 

Store Image (X2) Purchase Intention (Z) 0, 174 1,864 0,065 

Brand Image (X1) Purchase Decision (Y) 0.222 2,216 0.029 

Store Image (X2) Purchase Decision (Y) 0.071 0.786 0.434 

Purchase Intention (Z) Purchase Decision (Y) 0.458 4,760 0,000 

 

Based on the table above, the path analysis for sub structure 1 can be described as follows: 

 

 

 

 

         

 

 

 

 

 

Figure 3. Path analysis 

Direct effect hypothesis testing: 

 The magnitude of the influence of Brand Image on Purchase Intention is 0.489, where 

this influence is significant. This significant influence can be seen from the probability 

value which is less than 0.05, namely 0.000. 

Purchase 
Intention (Z) 

 

β1 = 0.489 

p1 = (0.000) β3 = 0.458 

p3 = (0.000) 

 

Brand Image (X1) 

Purchase Decision 

(Y) 
β2 = 0.174 

p2 = (0.065) 

Store Image (X2) 

β2 = 0.071 

p2 = (0.434) 

β1 = 0.222 

p1 = (0.029) 
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 The magnitude of Store Image on Purchase Intention is 0.174, where the influence is 

not significant. This insignificant influence can be seen from the probability value 

which is greater than 0.05, namely 0.065. 

 The magnitude of the influence of Brand Image on Purchase Decision is 0.222, where 

this influence is significant. This significant influence can be seen from the probability 

value which is less than 0.05, namely 0.029 . 

 The magnitude of the influence of Store Image on Purchase Decision is 0.071, where 

this influence is not significant. This insignificant influence can be seen from the 

probability value which is greater than 0.05, namely 0.434 . 

 The magnitude of the influence of Purchase Intention on Purchase Decision is 0.458, 

where this influence is significant. This significant influence can be seen from the 

probability value which is less than 0.05, namely 0.000 . 

4. Model Validity Check 

The coefficient of determination or R-square shows the percentage of how much influence 

the independent variable has on changes in the dependent variable. The following are the 

R-square values obtained from the analysis results: 
Table 3. coefficient of determination 

 Connection  R2 

Brand Image and Store Image  Purchase Intention 0.337 

Brand Image, Store Image, and Purchase Intention  Purchase Decision 0.422 

 

Based on the table above, it is known that the R-Square value is 0.337 for the relationship 

between Brand Image and Store Image Purchase Intention, this indicates that Purchase 

Intention can be explained by Brand Image and Store Image by 33.7 %, the R-Square value 

of the relationship between Brand Image, Store Image and Purchase Intention to Purchase 

Decision is 0.422, this indicates that Purchase Decision can be explained by Brand Image, 

Store Image, and Purchase Intention of 42.2%. 

After obtaining the two influence models above, a path model can then be constructed, 

with the error influence determined as follows: 

Pei = 21 Ri = (1-Ri)0.5                                                                                          

Where: 

Pe1 = (1- 0.337) 0.5 = 0.814 

Pe2 = (1- 0.422) 0.5 = 0.760 

Next, the total coefficient of determination for the path diagram development will be 

calculated . The total coefficient of determination is the total diversity that can be 

explained by the model. The total diversity can be calculated using the following formula: 

R2 m = 1 – (Pe12 x Pe22) = 1 – (0.8142 x 0.7602) = 0,634 = 63.4% 

The total coefficient of determination for the path diagram was found to be 63.4%, 

meaning that the diversity of data that can be explained by the path diagram model in this 

study is 63.4% or in other words, 63.4% of the information contained in the data can be 

explained by the model , while the remaining 26.6% is explained by other variables (which 

are not yet in the model) and error. 

5. Indirect Effect hypothesis testing 
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To determine the significance value (p-value) of the indirect coefficient, the Sobel test will 

be used by entering the t-calculated value from path 1 and the t-calculated value from path 

2 online at https://quantpsy.org/sobel/sobel.htm. 

   

Figure 4. Example of Hypothesis Testing for Indirect Coefficients. 

 

The following is a hypothesis testing table on the influence of Brand Image and Store 

Image on Purchase Decision with Purchase Intention as the mediating variable. 

Table 4. Hypothesis testing with sobel test 

Trajectory through Purchase Intention t-count p-value 

Brand Image  Purchase Decision 3,523 0.0004 

Store Image  Purchase Decision 1,736 0.0826 

Based on the Sobel test, it is known that : 

1. The calculated t for the indirect coefficient of Brand Image is 3.523 with a significance value 

(p-value) of 0.0004. Because the resulting significance value is smaller than 0.05, the 

hypothesis states that "It is suspected that Brand Image has an indirect and significant effect 

on Purchase Decision with Purchase Intention as a mediating variable " is proven true. 

2. The calculated t for the indirect coefficient of Store Image is 1.736 with a significance value 

(p-value) of 0.0826. Because the resulting significance value is greater than 0.05, the 

hypothesis states that "It is suspected that Store Image has an indirect and significant effect 

on Purchase Decision with Purchase Intention as a mediating variable" is not proven to be 

true. 

 

Limitations and further research 

Respondents in this study were respondents who did not have a doctor's prescription, so the 

choice of brand and pharmacy was only based on consumer preferences and did not take into 

account suggestions from other people. 

Recommendations for further research include: (1) It is best to conduct initial research, such as 

field research, to obtain more appropriate indicators. (2) Increasing the number of samples to 

produce more accurate data (3) Adding new variables such as: product quality, price, location, 

https://quantpsy.org/sobel/sobel.htm
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reference group to produce more complete and clear research regarding purchasing decisions, 

especially in the pharmaceutical sector. 

 

5. Conclusions 

 

This research was conducted to analyze the mediating role of purchase intention on brand image and 

store image on drug purchase decisions in pharmacies Kediri city . Many similar studies have been 

carried out but with different research objects. Based on East Java BPS data, the city of Kediri 

is the city with the highest per capita income in East Java, so this research is important to 

understand the purchasing behavior of consumers in the city of Kediri, especially in the 

pharmaceutical sector. 

The results of research on direct influence show that brand image influence on purchase 

intention and brand image influence on purchase decisions. Meanwhile store image has no 

effect on Purchase Decision and purchase intention influence on purchase decisions. 

The results of research on indirect effects show that the purchase intention variable in the brand 

image variable plays a big role in the purchase decision, while in the store image variable in 

the purchase decision the purchase intention variable does not play a role. 
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