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ABSTRACT

Indonesia is one of the countries in Asia Pacific with the largest e-commerce growth since
2017. Internet users have reached 63 million, about 95% of social media users. Website is
one of the social media used by entrepreneurs for online marketing. Relationship Marketing
is the company's strategy to attract purchase intention. MatahariMall.com is one of the 020
based online retailers and provides 2000 Indonesian outlets. Relationship marketing and
brand awareness arise in the minds of customers when registering members. Research aims
at identify and find the variables that are estimated to build purchase intention customers
transact online at MatahariMall.com customers in Malang area. The results showed that the
website and relationship marketing has strong and significantly effect on purchase intention
through brand awareness. The better quality system website and commitment in relationship
marketing built retail website can increase brand awareness built retail website, reflected
from brand recognition, customers will remember the retail website because the price of
products sold on the retail website is known to be affordable and affect the purchase
intention, which reflected in the intend indicators, customers will see the affordable price and
quality of products so willing to follow the offer displayed on the retail website and interested
buy, then, reflected from the predict indicators of customers, interested to become an active
member in the near future.
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Online retailers grew exponentially in the last 10 years since 2000. Global online
retailing increased 17% annually, in the last 5 years, from $ 236 billion in 2007, to $ 521
billion in 2012, estimated at $ 1248.7 billion by 2017 (Verma, Sharma and Sheth, 2015). This
fact is encouraging for online shopkeepers. By 2020, according to the E-Commerce
Association of Indonesia, it is predicted that e-commerce market transactions in Indonesia
will reach US $ 130 billion (Rp 1,700 trillion), with annual growth of 50%. Indonesia is one of
the countries in Asia Pacific that has the largest e-commerce growth until 2017. Online
shopping / e-commerce trends become the company's choice to run marketing activities
(idEA, 2017).

Ganguly et al (2010), revealed the phenomenon of internet marketing world is
increasing, proven many people who transacted buying and selling through the internet.
Jupiter Corporation USA (2010) confirmed the sale and purchase transaction in USA in 2010
reached $ 144 billion. The development of the Internet also penetrates the country that has a
growing economic condition, developing, and entering a transition period such as ASIA.
Grabner et al (2003) proves the key to online business is to build consumer confidence.
Social media is a means that gives a real ease of communicating even if not face-to-face.
Consumers can do a wide variety on social media, for example: searching for product
information, comparing other products, to online purchases. This has an impact on
companies that start using social media for business purposes, in increasing awareness,
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engagement to consumers, and selling online. Purchase Intention online shopping customers
woke up, because emerging brand awareness, after viewing the website displayed,
companies need to build brand awareness by creating a relationship marketing strategy.

Building brand awareness and customer relationship marketing with the company
needs to make various changes, in accordance with the development of information
technology, so that the main objectives are achieved and win the competition. Relationship
marketing today, as a valuable of marketing strategy for the company. Relationship
marketing will produce greater productivity, specifically build brand awareness. Companies
that focus on relationship marketing, have significant differences in sales volume and brand,
compared to companies that are not focused. The concept of relationship marketing consists
of components of behavior such as trust, commitment, and satisfaction, as the company's
assets achieve a competitive advantage (Ghani, 2012). The more companies take advantage
of relationship marketing with customers, will gain valuable information on how best to serve
customers and prevent customers from switching to competing brands, as well as materials
for strategizing marketing planning. Therefore, companies need to build customer
relationships creating mutually beneficial rewards (Jesri et al., 2013).

Business can win the competition, if the company is able to build purchase intention
customers to buy the product. When consumers want to buy a product, the brand name
instantly comes to mind, it reflects the product has a high brand awareness. The cost to
attract new customers, five times greater than the cost of retaining customers. The higher the
customer knows the brand, the lower the business cost incurred (Chi et al, 2009).
Relationship Marketing is strongly associated with trust, communication, and commitment to
build consumer purchase intention, this supports trust commitment theory Morgan and Hunt
(1994) which mentions the success of Relationship Marketing is built from relationship
commitment and trust, together encourage marketers to work together to maintain
relationships investment with partners. Gholami (2017) concludes, how the process of quality
factor relations (trust, satisfaction, and commitment) translate into brand equity results,
proven trust, customer satisfaction, and commitment positively impacts brand equity, and
brand awareness as a mediator, significant between brand equity and relationship
commitment.

Brand trust and brand attachment have a positive effect on purchase intention. This is
supported by Yogesh and Yesha (2014) that, social media is most widely used as a source
of information for convenience, effectiveness and credibility. Social media reviews and
opinions also affect purchase intention and purchasing decision processes. Online retailers
can increase the chances of retaining customers by focusing on relational. The findings in
this study highlight several factors related to the important relationships that online retailers
can retain customers (Mpinganijira, 2014). Online advertising activity positively affects the
frequency of customer purchases, high awareness of online activity is also positively
correlated with customer purchase intention (Blaga, 2015).

Ad design, content and size define purchase intention. The more specific, the better the
design and the more detailed the content of the ad and the larger the ad size, the greater the
likelihood that the respondent will buy the product. Convenience also affects the purchase
intention of respondents (Anh and Tuan, 2016). Online shop is a purchase through the
internet as a marketing medium, using the website as a catalog (Oliver and Anja, 2008). The
interactive nature of the internet offers the opportunity for consumers to use web shopping
facilities effectively by improving the availability of product information, enabling direct
attribute comparison, and reducing the cost of searching for potential buyer information (Alba
et al., 1997).

Web Online shop displays a variety of products and services that have its own appeal
why many visited. This is supported by Kotler and Keller (2003: 186) that consumers have
the desire to buy products based on the brand. Chandon and Muller (2003) concluded, that
the development of electronic technology has increased consumer exposure to websites and
digital brands. Currently, much attention is devoted to examining the effects of websites on
price sensitivity, shopping behavior or satisfaction. Some studies alone try to emphasize the
effect of the website on the actual brand image. The Internet, representing a new channel of
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communication and distribution for brands, offers a new context for offline brands, which may
have positive or negative effects for brand image.

Brand image can be built well if the website used internet advertising media to give
attention of a mediation and communication from sources identified, to be given to consumer
in taking decision now and future. More than that, it is very appropriate if internet advertising
is defined form of communication in accordance with the definition of advertising obtained on
the internet (Millan, 2004). The quality of website design as an advertising medium has an
important role to attract consumers online shopping (Ganguly et al, 2010). The level of
customer satisfaction of e-commerce is closely related to the quality of website design (Cho
and Park, 2001). Ranganathan and Grandon (2002) convey website design describes the
condition and situation of the company. When consumers shop online Shop, consumers do
face-to-face techniques with the Internet without exertion. Website design is able to move
consumers to take action face to face and play a role in influencing consumers (Wolfinharger
and Gilly, 2003).

Lee and Lin (2005) found that overall website design had a positive influence in
shaping the level of customer satisfaction and service quality. In contrast to Besider et al
(2002) which proves, website design has a positive effect on purchase intention. This is also
stated by Chang dkk (2014) who argued that, website quality is the key factor of electronic
commerce, because customer perception about website quality positively affect the interest
of customers using the site and directly affect purchase intention. The scale of measuring
website quality is, quality of information, system quality, service quality. Purchase intention of
consumers arise because of brand awareness owned.

Brand awareness is a powerful strategy for influencing consumer purchase intention.
When consumers choose and estimate the product, brand awareness has an important role,
in the process of promoting and marketing the product. Companies use brand strategy as the
primary focus for increasing market share effectively, by building consumer brand loyalty to
build a strong image (Chang and Chang, 2014). Chou and Lien (2011) convey that, brand
awareness of consumer main consideration. Brand awareness is important when consumers
make purchasing decisions of foreign products: well-known brands (high popularity) are most
likely to have positive feedback from consumers rather than anonymous (low popularity).
Brand awareness by Hsieh and Chen (2011) enables consumers to easily recognize and
deliver high-awareness product values, referred to consumers associating with a particular
brand name when thinking about a particular product. A brand that is easy to remember
according to Berry (2000) can create brand awareness products to consumers. One of the
benefits of building website brand awareness. Attractive websites create issues that circulate
quickly in cyberspace and real, and make people aware of brand presence, and increasingly
curious and want to find out the product, resulting in the decision to consume products
(Gensler et al, 2013).

The research gap found, Chianasta and Wijaya (2014) found, marketing promotion
using social media Leonovo products in Indonesia did not have a positive impact. Ganguly et
al (2010) is also mentioned different, first high consumer purchase intention when the
website design of advertising media, offering lower prices and can build consumer
confidence; second, the website contains cultural values will affect purchase intention. In
contrast to findings from Siddique and Rashidi (2015) that, social networking is negatively
related to brand awareness while blogs and media sharing are positively related. Hasanov
and Khalid (2015) also stated that, website quality is not a decisive factor in increasing
consumer purchase intention. Based on the difference of research result before, spur to
deepen and do research about website and relationship marketing influence to purchase
intention through brand awareness.

LITERATURE REVIEW
The results of Srinivasan et al (2016) study were used as a reference for social media

marketing strategies for Micro Small and Medium Enterprises (MSMEs) for customer
acquisition and retention. As they demonstrate that social media participation strongly
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influences brand awareness, which ultimately increases market share. Barreda et al (2015)
also proved, the extraordinary interactive and communicative capabilities of OSN (Online
social network), was found as a valuable pioneer in building brand awareness. Alhaddad
(2015) found Advertising Awareness has a significant positive impact on brand awareness,
brand image and brand equity. Ukkwatte and Abeysekera (2015) found that hotel customers,
proves relationship marketing is positively associated to brand equity. The results of
qualitative analysis are found, consumers and being more confident and committed to the
hotel because of relationship marketing. This is also being motivated to spread the good
news to others and return to the hotel so that leads to the strengthening of brand equity. The
results of relationship marketing have a positive impact on brand equity.

Kim and Ko (2010) also conducted research on the impact of clothing brand on
marketing in social media on relationship marketing and purchase intention. The results
show that managing relationship marketing on trust significantly improves purchase intention.
Only trust in relationship marketing is significantly related to purchase intention. This is
supported by Verma, Sharma and Sheth (2015) that identify specifically, the main thing that
affects the relationship marketing and the consequences of relationship marketing in online
retailing. The results show that relationship marketing is very important, so as not to switch to
other sites. Trust is considered the determinant of success in online retailing. The main thing
that drives relationship marketing, customer focus, motivation provides flexibility in spending
time, reduced spending time, and sparingly, as it spares from unexpected buying (impulse
buying). Trust is stronger in relation to expectations of continuity of purchase (expectation of
continuity). The expectation of continuity is the intention of the customer to maintain the
relationship in the future, with purchase intention, trust as an indicator of relationship
marketing (Morgan and Hunt, 1994) strongly encourage purchase intention.

Yaseen et al (2011) also found in a study for 200 resellers that, the impact of brand
awareness and loyalty was not significant, a significant impact of perceived quality on
profitability. The conclusion is, brand awareness, perceptions of quality and loyalty have a
significant impact on purchase intention. This is supported by previous research by Chang
dkk (2014) to hotel customers, that purchase intention is positively influenced by the trust
and quality of the website. The dimensions of website quality are system quality, service
quality and information quality. Based on the difference of research result before, spur to
deepen and do research about website and relationship marketing influence to purchase
intention through brand awareness.

Purchase intention is still being used as a vital concept in marketing (Morrison, 1979).
Purchase intention is a consumer plan to make an effort to buy a particular brand or product
(Spears and Singh, 2004). The brand name has become the right tool for multinational
companies as standardization to gain positive market share and benefit globally, examples of
global brands such as Procter and Gamble, Unilever, Nestle, Prada, Rolex, McDonalds and
Coca Cola (Smith and Brynjolfson 2001) . In modern times, brands have an important role to
improve the country's economy. Global brands help national governments to improve short-
term liquidity and finance short-term projects. A brand is a tool used by marketers to change
consumer purchase intention. Today, consumers are more familiar with brands (Shehzad et
al., 2014).

For years the evolution of the internet as a marketing medium has become a global
phenomenon, leading to the rapid escalation of e-commerce in the last decade (Ganguly et
al, 2010). Social media became the modus operandi of the 21st century. Building on the
foundation of Web 2.0, social media applications have facilitated the growth of
unprecedented human interaction in modern times (Balakrishnan et al, 2014). Many studies
have proved that perceived customer confidence is the fundamental determinant in business
transactions (Chu, 2009). This is an important step in building long-term relationships
between buyers and sellers (Sirdeshmukh, 2002). With respect to the internet and e-
business, increasing trust for customers is very important, without trust, customers will not be
shopping online (Kim et al, 2008). In this study using several theoretical basis below.

Purchase intention. Consumer intention Purchase is a consumer behavior that has a
desire in buying or choosing a product, based on experience in choosing, using and
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consuming or even wanting the product. Consumer intention buying is something that arises
after receiving the stimulus from the product it sees, from there arises interest to try the
product until finally arises the desire to buy in order to have it (Kotler, 2005). Purchase
intention indicates that consumers will follow the experience, preferences and external
environment to gather information, evaluate alternatives, and make decisions. The indicators
of purchase intention are explained by the following components: Schiffman and Kanuk
(2007: 470), interested in finding information about the product, considering buying,
interested in trying, wanting to know the product, wanting to have the product. Till and Busler
(2000), purchase intention is measured through the likely dimension of a consumer purchase
plan for a product. Based on Pavlou's (2003) argument, online purchase intention is a
situation where the customer is willing and intend to engage in online transactions. Online
transactions can be regarded as activities where the process of information retrieval,
information transfer, and product purchase is done. The search and exchange of information
is considered an interest in using the website; However, the purchase of the product is more
in line with the interest to handle the website. Traditional retailers face huge challenges, a
phenomenon today many young people are switching to online shopping (Krbova and
Pavelek, 2015). Lifestyle changes show the current trend. Business communications have
changed, and traditional businesses need to adjust and accommodate these changes. The
world is now surrounded by high technology; Therefore businesspeople must adjust and
understand how social network marketing can impact consumer purchase intention (Tor et
al., 2017).

Yaseen et al (2011) said that brand awareness, perceived quality, and loyalty have an
effect on purchase intention (purchase intention). Thus, it can be understood that the
definition of purchase intention is a tendency to feel interested in getting activities and have
goods and services. In general, people buy something is preceded by the purchase intention
of the person against the goods to be purchased. The purchase intention indicator used in
Ling, Chai and Piew (2010) research, is described in the following question, | will probably
trade with this web retail in the near future, considering the opportunity, | intend to use this
retail website, and | predict that | should use this retail website in the future. The result is that
interest in impulse buying, quality orientation, brand orientation, online trust and online
purchases of past experiences are positively related to online customer purchasing interest.
Research conducted by Hausman (2009) indicator used is definitly, intend, likely and expect.

Brand Awareness. Brand (brand) is a product or service that has differences in certain
dimensions, which distinguishes from other products or services designed to meet the same
needs. These differences may be functional, rational, or directly related to the product
performance of the brand. Differences may be more symbolic, emotional, or intangible
related to what the brand represents or more abstract (Kotler and Keller, 2012: 241). There
are two brands in Brand: Brand Equity and Brand development, Brand Equity Sub-Brand,
Brand Awareness and Brand Perceived Quality, and Brand Brand is Brand Image and
Perceived Quality. This research focuses on brand awareness (Brand Awareness). Brand
awareness has a high correlation with the intensity of purchases, market share and other
important brand equity, as well as business matrices. If the company has created a superior
product and has a price and delivered a very good value, but product support has bad
service, and no one has ever known the product, then the company has trouble selling the
product. Brand awareness is very important. due to the strong brand base, as well as an
important component of brand equity. The first step to building brand equity is brand
awareness (Aaker, 2004).

Brand awareness is the ability of consumers to identify brands in diverse conditions
(Keller, 2008: 51). Brand awareness is closely linked to brand power in the minds of
consumers, which can be measured through the ability of consumers to identify brands in
varying circumstances, namely, unaware of brand, recognition, brand recall, top of the mind
brand (Aaker 1991: 62). Unaware of Brand is the lowest level in the pyramid of brand
awareness, where consumers are not aware of a brand that is done with the help of recall
(aided recall). Brand recognition is the measurement of brand awareness of respondents,
where the awareness is measured by the help of questions asked assisted by mentioning the
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characteristics of the brand product (aided question). Questions are asked to find out how
many respondents need to be reminded of the existence of the brand. Brand recognition is a
minimal level of brand awareness, with brand recognition reappearing after reassignment.
Brand Recall is an unaided recall, or a brand reminder reflects what brands the respondent
remembers after mentioning the first-mentioned brand. Top of Mind is the peak of mind that
first appeared in the minds of consumers and was first mentioned by consumers.

Website. Website part of social media development and Web design that is the second
generation, aims to facilitate communication, provide security of various kinds of information,
interoperability and collaboration on the World Wide Web. "(Kaplan and Haenlein (2010)
describe social media as a group of Internet-based applications built on the foundation of
ideology and Web 2.0 technology, and which provides the possibility of user-generated
content creation and exchange Web 2.0 technology on Social Web allows two-way
conversations with consumers, enables brands to listen to consumers and respond (Fournier
and Avery , 2011) .Consumers and organizations alike are increasingly using the web to
discuss, share, and collaborate (Jones, 2010).

Ahn, Ryu and Han, (2007) found that Web quality, categorized in system quality,
information quality, and service quality, had a significant impact on perceived ease of use,
love of online retail users, and resulted in, encouraging the use of websites in context online
retail. Website quality is a key factor in e-commerce, because customer perceptions of
website quality positively impact their intention to use the site (Chang and Chen, 2008), and
directly affect purchase intention (Knight, Choudhury and Kacmar, 2002). Website quality is a
multi dimensional construction consisting of information quality, system quality, and service
quality Chang et al (2014). According to Lin (2007), the scale of the three dimensional site
quality model used is, Information and system quality is defined from a technical point of
view, the quality of service from a customer-oriented perspective. Online advertising by
Smith (2008), online web shop form of online advertising on social networking sites such as
facebook world divided into 6 categories ad website, page ad, house ad, evented ad. Gift ad
and video ad.

Relationship Marketing. Morgan and Hunt (1994) define Relationship Marketing in
terms of trust and commitment. To develop long-term customer relationships, organizations
must win the trust of customers, for which customer commitment to the organization must
increase. This is done by keeping each other's promises. Morgan and Hunt (1994: 23)
convey also that, the concept of trust arises, when one party has trust in the other side in
terms of integrity and reliability. The extent to which partners can trust each other,
understand the importance of the power of relationship marketing. Commitment as an
exchange partner who believes that ongoing relationships with others is vital to assure
maximum effort in defending it, that is, committed parties believe the relationship is worth
doing to ensure it will last forever. When the organization is able to win the trust of the
customer, the customer's commitment to the organization will simultaneously increase, so
that the relationship between customer and organization will be established. Therefore, trust
and commitment are regarded as two key principles in relationship marketing. In relationship
marketing, satisfaction is important because, high relationship satisfaction can reduce the
intensity of blame and unstable emotions in an unharmonious relationship (Caceres and
Paparoidamis, 2007). In addition, relationship satisfaction also affects the company's
performance both objective and subjective performance. For example, in the context of a
buyer's relationship with the seller. Stock (2005) found that, there is an inverse relationship
between satisfaction and objective performance measurement that refers to price sensitivity,
the higher the level of customer satisfaction, the lower the sensitivity of consumer prices.

According to Ghani (2012) satisfaction is defined as an evaluation of the overall
feelings resulting from specific exchange and acceptance relationships, considerations and
feedback, and implementation of strategies based on any market information from the
various parties involved. Ukkwatte and Abeysekera (2015) also convey that relationship
marketing has a positive value impact on brand equity. Furthermore, this research can be
considered important in order to prioritize strategies to achieve sustainability of competitive
advantage. The concept and practice of relationship marketing marketing is useful in building
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strong relationships with online retail customers (Bendapudi and Berry, 1997). The concept
of relationship marketing has been useful in the development of definitions of new concepts
such as trust, commitment, closeness and quality of relationships (Morgan and Hunt, 1994).

CONCEPTUAL FRAMEWORK AND HYPOTHESES

Chi, Yeh, Chien, and Yang (2009) research on cellular users and proven, brand
awareness, perceived quality and brand loyalty to purchase intention have a positive and
significant impact, and then the perceived quality of the user positively impacts brand loyalty,
and the quality perceived users, and will mediate between the effects of brand awareness
and purchase intention, and brand loyalty will mediate the influence between brand
awareness and purchase intention. Ling, Chai and Piew (2010) findings suggest that impulse
purchase intention, quality orientation, brand orientation, trust online and online purchases of
past experience are positively associated with online customer purchase intention. This is
also conveyed by Yaseen et al (2011), that from the point of view of retailers, brand
awareness (brand awareness), perceived quality and loyalty affect consumer purchase
intention. Research on airline passengers in China, (Choe and Zhao, 2013) results in that
brand equity directly affects purchase intention; transition costs directly affect brand equity;
and transition costs indirectly affect purchase intention. Brand marketing strategies, can be
more effective for certain customer groups, including high-income customers, married,
government employees, and employers.

When a person decides to run a business both offline and online, what he thinks is
success. The success and recognition of the most important business brand while creating a
business plan. Social media play a role to promote the brand, organize and market
worldwide. The world is full of new things, media and digital communication technologies.
The impact of promotion through social media is enormous and gives a combination of speed
and relevance. Brand awareness of important factors increases the company's product sales
ratio. The results of Arora and Sharna (2013) proved, social media the best tool in building
brand awareness. Alhaddad (2015) conveyed internet advertising containing advertising
awareness influential brand awareness and brand image, and impact on brand equity.
Internet advertising consists of, | remember seeing an advertisement for this type of brand on
social media, and social media is full of ads for this type of brand. Variable item for brand
awareness is, | am aware of this brand, | can recognize this brand among the competing
brands, | know what this brand is like.

Barreda (2015) supports important social media (Online Social Networks / OSNSs)
which is an extension of the website brand, in an online branding strategy. virtual
interactivity, system quality, information content quality, and activity, are beneficial to
influence and generate brand awareness and trigger WOM (world of mouth). Al-Fawwaz et al
(2015) found a significant positive relationship between brand awareness and Ecommerce
sales. Srinivasan et al (2016) convey the participation of social media has a strong influence
on brand awareness. The role of social media to build brand awareness is closely linked. The
fastest growing media ad for advertising is the Internet. The current development, concerns
of large populations are busy using the internet and websites. Godey et al (2016) conducted
research on how social media marketing activities affect the creation of brand equity and
consumer behavior toward brands. Research explores this relationship by analyzing the
luxurious perfume brands (Burberry, Dior, Gucci, Hermés, and Louis Vuitton). The survey of
845 consumers in 4 countries (China, France, India, and ltaly), which uses five brands
studied in social media, found social media to have a significant positive effect on brand
equity and on two major dimensions of brand equity: brand awareness (brand awareness)
and brand image.

Vennila and Mekala (2017) also said that online marketing has a role to play in building
big brands and companies known to the public. One way to increase online brand awareness
through marketing channels. Relationship marketing emerges as the strongest marketing tool
to grow customer loyalty, interaction and long-term engagement. Today in a day, companies
throughout the industry rely on relationship marketing to expand market share, by
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strengthening customer relationships (Gaurav, 2016). Ghani (2012), found in Malaysia, the
relationship of car dealerships adopts moderate relationship marketing with high among each
dealer with the company. This relationship, there is a difference between the relationship
marketing component with the four car sales dealers against the company brand. The
findings tend to show that relationship marketing is an important factor in proposing why a
particular brand's sales volume is higher than others. Great attention to relationship
marketing will create a significant difference in the company's brand sales. Verma, Sharma
and Sheth (2015) said that building relationship marketing is important, because customers
are not easy to switch to other sites. Trust is an important determinant of success in online
retailing. Specifically the thing that drives relationship marketing to customer focus, which is
the motivation to provide flexibility of shopping time, reduced spending time, and sparingly
due to avoidance of unexpected buying (impulse buying). Trust is stronger in relation to
expectations of continuity of purchase (expectation of continuity). The expectation of
continuity is the intention of the customer to maintain a future relationship with an interest in
buying. Continuity of purchase (expectation of continuity), is a very detailed concept where
empirically, (expectation of continuity) uses various constructs similar to purchase intention.
Trust as an indicator of relationship marketing (Morgan and Hunt, 1994) strongly encourages
purchase intention or spending interest.

Changdkk (2014). Balakrishnan dkk (2014) Toor. Husnain danHussain (2017)
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Figure 1 — Research Model

Clothes marketing in social media affects relationship marketing and purchase intention
(Kim and Ko, 2010) managing customer relationships on trust significantly improves
purchase intention, only trust in customer relationships is significantly related to purchase
intention. Purchase intention is also affected by website design (Ganguly et al, 2010),
website design can positively affect purchase intention, and reduce perceived risk. Variable
website design items are information design, visual design and navigation design. The
question variable variable for purchase intention is, | am interested in continuing to use an
online store to buy products or services in the future, | would strongly advise others to use
the online store that | use, and | can not transact with online stores any time soon. Websites
that support online sales have gained significant popularity. Website engagement is
positively related to attitudes toward the website, which ultimately affects consumers' desire
to buy on the website (Jiang et al, 2010) Category of websites used, interactivity and
invovement, variable items from purchase intention, likely, possibly, certain and definitely.
Balakrishnan (2014) proves online advertising has a positive impact on brand loyalty and
purchase intention in generation Y. Nikhashemil et al (2013) convey the same thing that is,
web-based advertising (E-Advertisement) affect consumer purchase intention. The progress
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of the World Wide Web has created a new form of retail transaction in electronic retail/e-
retailing, so customer involvement in online transactions is important.

Based on the research model generate the following hypothesis:

Hypotheses:

H1: Website and Relationship Marketing have a significant effect on brand awareness
on retail website customer of Malang Raya area.

H2: Website and Relationship Marketing have significant effect to purchase intention
on retail website customer of Malang area.

H3: Brand awareness significantly affects purchase intention on retail website customer
of Malang area.

H4: Website and Relationship Marketing have significant effect to purchase intention
with brand awareness as mediator to retail website customer of Malang Raya area.

RESULTS AND DISCUSSION

Model Conformity Test (Goodness of Fit). In accordance with the literature review and
research objectives, an overall structural model was developed. Based on AMOS 22
computations, the SEM model is generated by a goodness of fit index, presented in Table 1.
Next, the index values are compared to the cut-of values of each index. A good model is
expected to have goodness of fit indices greater than or equal to the critical value. The
results of the evaluation of Goodness of Fit Indices criteria indicate that the overall model
evaluation has met, the model is acceptable.

Uji Hipotesis Model
Chi-Square = 79,616
Probabifity = 072

df =71

CMINDF = 1,121
GFI = 909

AGF| = 903

TLI = 870

CFl = 981

RMSEA = 065

Source: Primary data Processed 2018.

Figure 1 — Results of SEM Analysis

The result of SEM analysis in Figure 1 is explained as follows: website variables
affecting purchase intention that is, quality system has the biggest contribution that is 0.77
reflected from MatahariMall.com website respond to customer transaction process, followed
by information system equal to 0.68 and service quality 0, 63. Relationship Marketing SEM
test results show that the largest contribution to affect purchase intention, is a commitment of
0.95, reflected from the website MatahariMall.com commitment to receive input from
customers, followed by trust of 0.86 and satisfaction of 0.82. Brand awareness as the
intervening variable of the website and relationship affects the purchase intention, which has
the greatest contribution, the brand recognition of 0.83 is reflected from the customers know

252



RJOAS, 7(79), July 2018

MatahariMall.com because it has affordable products, followed by recall bronze 0.58,
unaware off brand 0 , 55 and top off mind 0,53. Purchase intention of SEM test result which
has the largest contribution of purchase intention intend and predict, each of 0.75, is
reflected from the customer plan will follow the offer and consider online shopping, after
seeing the product quality and affordable price in MatahariMall.com website, and customer in
the near future will be an active member and buy products online, then followed by the
willingness of 0.74 and likely 69.

Table 1 — Test Results of Goodness Of Fit Modified Structural Models

Goodness Of Fit Index Cut-of Value Results Model Description
Chi-Square (df = 71) 91,670 79,616 Good
Probability Chi-Square > 0,05 0,072 Good
CMIN/DF <2,00 1,424 Good
RMSEA <0,08 0,014 Good
GFI >0,90 0,909 Good
AGFI >0,90 0,903 Good
TLI >0,95 0,970 Good
CFI >0,95 0,981 Good

Source: Primary Data Processed 2018.

In Table 2, all variables have a value P (Probabilita) smaller or equal to 0.05, then it
can be said to have a significant influence. All variables have a criticical ratio (CR) greater
than 2. In Table 3 it is shown that the total effect value of (0.647) is greater than the direct
effect (0,505) and the total influence value of (0.644) is greater than the direct effect (0.274) ,
so the first hypothesis (H1), second (H2), third (H3) and fourth (H4) are statistically tested.

Table 2 — Influence of Website and Relationship Marketing to Brand Awareness and Purchase

Intention
Variabel Standardized Regression Weight Estimate S.E. C.R. P
Website Brand Awareness 0,320 0,727 0,239 | 3,037 | 0,002
Relationship marketing Brand Awareness 0,831 0,729 0,087 | 8,408 | 0,000
Website Purchase Intention 0,505 0,937 0,193 | 0,859 | 0,000
Relationship marketing Purchase Intention 0,274 0,196 0,082 | 2,384 | 0,017
Brand Awareness Purchase Intention 0,445 0,363 0,086 | 4,211 0,000

Source: Primary Data Processed 2018.

Table 3 — Influence of Website and Relationship Marketing Against Purchase Intention through Brand

Awareness
Variable Direct Influence Indirect Influence Total
Influence
Website terhadap Purchase Intention melalui Brand Awareness 0,505 0’3200)(1 2’2445 = 0,647
Relationship marketing terhadap Purchase Intention melalui Brand 0,831 X 0,445 =
0,274 0,644
Awareness 0,370

Source: Primary Data Processed 2018.
CONCLUSION AND SUGGESTIONS

Websites and relationship marketing affect brand awareness on retail website
customers. Quality system of retail website that display product design according to
customer requirement and respond to customer transaction process, along with relationship
marketing built with commitment to receive input from customer and solve customer problem,
can build brand awareness of customer with brand recognition, because retail website is
known to display product goods at an affordable price. The results of the research are
consistent with Baredda et al (2015), Alhaddad (2015), Godey (2016) and Srinivasan et al
(2016) which states the website has an effect on brand awareness. Relationship marketing
affects brand awareness, which means that increased relationship marketing can increase
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brand awareness. The results of this study are consistent with Ghani (2012) as well as
Ukkwatte and Abeysekera (2015).

Websites and relationship marketing affect purchase intention on retail wesbite
customers. Quality system of retail website showing product design according to customer
requirement and responding customer transaction process, along with relationship marketing
which is built with commitment to receive input from customer and solve customer problem,
influence to purchase intention in intend and predict customer, that is after seeing product
price an affordable customer considers buying, and after looking at the quality of the product,
the customer is willing to follow the offer submitted by the retail website, then the customer
predicts will be an active member and interested in online shopping in the near future on the
retail website. The results of this study are consistent with Chang et al (2014), Balakrishnan
et al (2014) and Toor, Husnain, and Hussain (2017), which states that the website affects
purchase intention. Relationship marketing has an effect on purchase intention, the result of
this research is consistent with Kim and Ko (2010) and Verma et al. (2015).

Brand awareness of customers formed from brand recognition, showing that retail
websites are known to display goods products at affordable prices affect purchase intention
affect customers in intend and predict customers, that is after seeing the price of affordable
products customers consider to buy, and after seeing the quality of the product , the
customer is willing to follow the offer submitted by the retail website, then the customer
predicts will be an active member and interested in buying in the near future on the retail
website, meaning that the increase in brand awareness can increase purchase intention. The
results of this study are consistent with Chi et al. (2009), Yaseen et al (2011) and Choe &
Zhao (2013).

Brand awareness in this brand recognition is a website known to display goods
products at affordable prices, it is already formed in the minds of customers, mediate the
influence of the website that prioritizes the quality of the system by displaying product design
according to customer needs and respond to customer transaction process, also mediate
relationship marketing , the company is committed to receiving suggestions and feedbacks
as well as resolving customer issues thereby making customers comfortable. affect the
purchase intention, in this case the customer is interested to follow (intend) bidding done
retail website, after seeing the quality of the product and consider shopping online after
seeing the price of the product, in addition the customer predict (predict) will be an active
member and interested in buying in soon.

This research for the development of science in the hope can enrich the marketing
concept, especially internet marketing, relationship marketing, brand awareness and
purchase intention to be applied in retail marketing. For online companies, the quality of the
website, always updating the content and the website design more attractive so as to
increase customer purchase intention, such as the addition of features, payment method
facilities, more detailed information and easy to understand, adding to the language
vocabulary, product location information is clear, not just on special and important days,
adding content about news or tips related to the product being sold, eg tips on how to care
for clothing based on the type of cloth, giving greeting on special days commemorated by the
customers, regular interesting promos through account customer-owned social media,
product-variatif, type and price competitive, so that customers do not move to another
marketplace, the addition of outlets on the location can be reached by the community.
Companies in Relationship marketing, need to build a community by utilizing the latest
information technology that can be accessed globally as a container for mutual
communication and sharing for customers, to solidify customer relationships with companies
that benefit both parties. For the following research, it is expected to develop the current
research, by adding repurchase, customer loyalty and customer satisfaction, population
variation and number of samples with addition of criteria and using or adding technical data
analysis different from this research to be more complete, and findings obtained more
leverage.
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