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Abstract

This research aimed to test the structural equation model of the relationship between
digital marketing, brand value perception, and customer response to the products of mushroom
farming community enterprises. This study employed a quantitative research approach. The population
consisted of individuals who visited digital media and purchased red reishi mushroom tea products
through the online channels of the mushroom farming community enterprises. The sample size was
394 respondents, selected using a convenience sampling method. The research instrument was
a questionnaire, which achieved an alpha coefficient score of 0.83. Data were analyzed using descriptive
statistics, including frequency distribution, percentage, mean, and standard deviation. The structural
equation modeling technique was employed to test the research hypotheses.

The results revealed that the model based on the research hypothesis was consistent with
the empirical data. The digital marketing communication variable significantly influenced brand value
perception and customer response, with influence values of 1.77 and 1.43, respectively. Additionally,
the brand value perception variable had a negative influence on customer response, with an influence

value of -0.32.

Keywords: Customer Response, Digital Marketing Communications, Mushroom Farming

Community Enterprises
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Marketing Communication) DM (Customer Response) CR
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(Online Advertising) DO (Loyalty) CL
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fun: ‘U%"U‘Uiﬁmﬂ Dewindaru, D., Syukri, A., Maryono, R. A., & Yunus, U., 2022, p.402; Seo, E. J.,
& Park, J. W., 2018, p.38; Zailskaite-Jakste, L., & Minelgaite, I., 2021, p.164; Zaidi & Shukri,
2022, p.44)
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