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Abstract: Indonesia is the largest country in Southeast Asia with the largest digital economy in 2020. Lifestyle changes provide opportunities for local 
businesses to expand their marketing networks and be able to publish regional specialty products. Batik Jambi has enormous potential if it is promoted with 
an extensive network. Management in digital content marketing is thought to be the right choice to promote Jambi batik. The objectives of this research are: 
(1) To examine the influence of lifestyle on purchasing decisions; (2) Assessing the influence of lifestyle on digital content marketing; (3) Assessing the 
influence of digital content marketing on purchasing decisions; (4) Assessing the role of digital content marketing in mediating the influence of lifestyle on 
purchasing decisions. The population of this research is consumers who purchase goods through social media, while the sample is consumers who have 
at least more than two purchases of Jambi batik through social media as many as 200 people. The data method uses the data analysis method used by 
measuring Structural Equation Modeling (SEM) using the SmartPLS software. The results show that (1) digital content marketing shows a significant 
positive effect on purchasing decisions, the role of technology development is useful in delivering digital information that can improve purchasing decisions; 
(2) lifestyle shows a significant positive effect on digital content marketing, the higher the lifestyle changes, the application of digital content marketing must 
increase by adjusting the lifestyle; (3) lifestyle shows a significant positive effect on purchasing decisions, with increasing lifestyle changes in consumers in 
their environment affecting the increase in consumers in making purchasing decisions; (4) digital content marketing as a mediation for the influence of 
lifestyle shows a significant positive influence on purchasing decisions, digital content marketing is considered a variable that strengthens the influence of 
lifestyle in purchasing decisions 
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I. INTRODUCTION 
Information technology has experienced rapid development, 
people in search of dominant information use technology with 
the internet. Indonesia is the largest country in Southeast Asia 
with the largest digital economy in 2020 (Central Statistics 
Agency, 2020). The biggest use of the internet, namely on 
social media, the occurrence of communication for transactions 
of goods and services is a phenomenon at this time. According 
to a report from We Are Social (2020) states that internet use in 
Indonesia has increased by 17% and of the total population of 
Indonesia of 272.1 million people who access social media by 
64%. Social media is very popular with people today, so it has 
an impact on people's lifestyles, this also includes selling and 
buying goods and consumption patterns from the 
communitySocial media Facebook in January 2020 is the most 
popular social media, with 2.449 billion account users. The use 
of social media for account owners is dominated by seeking 
information for consumption of product buying and selling 
activities. People's lifestyles have changed in seeking 
information, so that in promotional activities for a product there 
has been a shift to more actively using social media. This 
phenomenon is in line with what is said by Suwarman (2014), 
the individual life pattern of a person is always changing and 
not permanent in accordance with life changes, such as 
following fashion. Lifestyle changes provide opportunities for 
local business actors to expand their marketing network and be 
able to publish regional specialty products, where Jambi's 
typical products are known as batik. The most appropriate 
strategy in reaching consumers widely and experiencing rapid 
development is a strategy that focuses on digital content 
marketing (Elkin; 2017). Marketing through social media is the 
right choice, apart from being easy to operate it also does not 
incur large promotional costs. The use of social media as a 
marketing activity needs to be well managed, attractiveness 
and giving trust to consumers is the main goal for business 
actors. Content on social media must contain clear information 
and can be attractive to the viewer. Digital content marketing is 
an effort made to provide information on products with the aim 
of attracting consumers through interesting content. According 
to Gamble (2016), consumers assess the relevance of content 

to the information conveyed, so if this can be fulfilled, it will be 
able to achieve the goal of marketing communication, which is 
to create closeness with consumers. Batik Jambi has 
enormous potential if it is promoted with a wide network, the 
motifs and colors are very attractive to use. The problems that 
occur at this time are not many people who recognize the 
characteristics or motifs of Jambi batik, this illustrates that 
Jambi batik does not yet have an appeal for consumers to buy 
it. Management in digital content marketing is thought to be the 
right choice to promote Jambi batik. Efforts to promote local 
specialty products will have a huge impact on the economy. It is 
hoped that local products can reach the network on an 
international scale. The objectives of this paper are: (1) To 
examine the influence of lifestyle on purchasing decisions; (2) 
Assessing the influence of lifestyle on digital content marketing; 
(3) Assessing the influence of digital content marketing on 
purchasing decisions; (4) Assessing the role of digital content 
marketing in mediating the influence of lifestyle on purchasing 
decisions 
 

II. METHODS 
The types of data used are (1) Primary data, namely the result 
data from respondents, data collection through interviews, field 
observations and questionnaires. (2) Secondary data, namely 
data obtained from books, journals and governmentThe 
population used is consumers who purchase goods through 
social media while the sample used is consumers who at least 
have made purchases of Jambi batik through social media 
more than once as many as 200 respondentsThe variables 
used are (1) lifestyle (X) with indicators of activity, interests and 
opinions; (2) digital content marketing (Z) with indicators of 
reader cognition, sharing motivation, persusassion, decision 
making and factors; (3) purchasing decisions (Y2) with 
indicators of recognition of needs, information search, 
evaluators of alternatives, purchasing decisions and 
post-purchase behavior. The method used is the measurement 
of Structural Equation Modeling (SEM) using the SmartPLS 
software. The analysis technique is carried out through the 
analysis of the results (1) outer model with Average Variance 
Extracted (AVE) indicator, loading factor and communality as 
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well as reliability testing by analyzing the results of Cronbach's 
alpha and composite reliability; (2) inner model with analysis 
indicators based on the results of T-statistics and R-Square 
 

III. RESULT 
Cronbach's alpha analysis in the table above, the results show 
that the score is more than 0.7 where the digital content 
marketing variable is 0.776, lifestyle is 0.756 and purchasing 
decisions are 0.812. These results indicate that the accuracy 
and reliability of all variables in this study. Composite reliability 
with a score above 0.7 can be declared to meet reliability. 
Based on the table above, it can be seen that each variable in 
this study has a score for composite reliability above 0.7 where 
the digital content marketing variable is 0.821, lifestyle is 0.830 
and purchasing decisions is 0.796. These results indicate that 
the overall variables are declared reliable. Validity 
measurement is through Average Variance Extracted (AVE) 
where the score is above 0.5, it is declared that it fulfills the 
validity. Based on the table above, it can be seen that the 
overall variable Average Variance Extracted (AVE) score is 
above 0.5, where digital content marketing is 0.642, lifestyle is 
0.682 and purchasing decisions is 0.523. These results 
indicate that the variables as a whole are declared to meet the 
validity. Hypothesis testing is done through the results of the 
t-value model can be seen in the following figure: 

 

 
Figure 2. Model Bootstrapping 

 
The results in the table above show that the t-statistical score 
indicator is greater than 1.972, so it can be stated that all 
variables in this study have a significant effect and the model is 
in accordance with predetermined criteria. 

 

IV. DISCUSSION 
A. The Effect of Digital Content Marketing on Purchasing 

Decisions 
The results of this study indicate that digital content marketing 
has a significant effect on purchasing decisions. This can be 
seen in the test results with a T-statistic value of 3,862 where 
the value is> 1,972 and the P value is 0,000 with a significant 
level of 0.05. These results prove that partially digital content 
marketing which includes reader cognition, sharing motivation, 
persusassion, decision making and factors has a positive effect 
on purchasing decisions, so it can be interpreted that the better 
digital content marketing is implemented, the purchase 
decisions will increase. 
Persusassion indicator is considered as an important indicator 
in purchasing decisions. Persuasion is an indicator in the 
nature of persuading the audience to move, this shows that the 
attractiveness of digital content is a concern for consumers in 
deciding to make a purchase. The more attractive the digital 
content is, the more purchasing decisions will be made. In this 
study, it shows that consumers in choosing a product can feel 
the advantages of a digital advertisement, this has an effect on 

consumers making purchase decisions 
The results of this study are supported by the opinion of 
Gamble (2016), consumers assess the relevance of content to 
the information presented, so if this can be fulfilled, it will be 
able to achieve the goal of marketing communication, which is 
to create closeness to consumers. Digital content that is 
friendly and provides useful information for consumers can be 
an attraction for consumers. In this research, it shows that 
interesting digital content can influence decision making at 
each stage, namely the stage at introducing a need, the stage 
in finding information, the stage in evaluating alternative 
choices, the stage in making a decision and the behavior that 
occurs in consumers after make a purchase 
 
B. Effect of Lifestyle on Digital Content Marketing 
The results of this study indicate that lifestyle has a significant 
effect on digital content marketing. This can be seen in the test 
results with a T-statistic value of 12.834 where the value is> 
1.972 and the P value is 0.006 with a significant level of 0.05. 
These results prove that partially the lifestyle which includes 
activities, interests and opinions has a positive effect on digital 
content marketing, so it can be interpreted that the more 
changes in consumer lifestyles, the application of digital 
content marketing will increase. An indicator of activity in a 
person is considered an important indicator in influencing 
digital content marketing. Activity is a characteristic description 
of a person in everyday life, which has a big influence on 
interest in digital content. Community activities have 
experienced a shift towards digitalization, so the high activity of 
consumers online can greatly influence consumers through 
interesting content. The higher the activity on a person, the 
effect of digital content will increase. The results of this study 
are supported by the opinion of Suwarman (2014), where the 
individual life style of a person is always changing and not 
permanent in adapting to life changes, such as following 
fashion. Digital content will be an attraction for someone if it can 
adapt to life changes, the development of technology, then the 
development of fashion or product innovation will be even 
higher. This research shows that an increasing lifestyle can 
increase the influence on digital content marketing. 

 
C. The Effect of Lifestyle on Purchasing Decisions 
The results of this study indicate that the lifestyle has a 
significant effect on purchasing decisions. This can be seen in 
the test results with a T-statistic value of 9,463 where the value 
is> 1,972 and a P value of 0.010 with a significant level of 0.05. 
These results prove that partially the lifestyle which includes 
activities, interests and opinions has a positive effect on 
purchasing decisions, so it can be interpreted that the higher 
the lifestyle, the purchase decisions will increase. Activity is the 
most dominant indicator of lifestyle in influencing someone to 
make decisions. Activity is a description of the characteristics of 
a person in everyday life. Lifestyle in everyday life can increase 
the needs of a person so that they can make purchases to fulfill 
their needs. The needs of a person are not permanent, 
following the pattern of one's individual life. The higher the 
activity on a person, the purchase decision will increase. The 
results of this study are supported by the opinion of Felicia 
Caroline (2010: 16), where a person's life style in spending time 
can consider important things from their environment, think 
about how they are themselves in the environment. This 
research shows that the higher the lifestyle changes, the 
purchasing decisions will increase. 
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D. The Role of Digital Content Marketing as Mediating the 

Influence of Lifestyle on Purchasing Decisions 
The results of this study indicate that the role of digital content 
marketing as a mediation for the influence of lifestyle on 
purchasing decisions has a significant effect. This can be seen 
in the test results with a T-statistic value of 10.641 where the 
value is> 1.972 and a P value of 0.000 with a significant level of 
0.05. 
The results of this study are supported by the opinion of Setiadi 
(2008) which states that purchasing decisions are the ultimate 
goal of selling a product. The evaluation process of alternative 
behavior in choosing through the integration of a combination 
of knowledge is a consumer decision process to choose a 
product. Consumers in choosing a product go through an 
evaluation process for that product. Uncertainty about the 
needs of consumers in choosing a product is influenced by 
changes in lifestyle. According to Suwarman (2014), the 
individual life pattern of a person is always changing and not 
permanent in adjusting to life changes, such as following 
fashion. Delivering attractive and appropriate information to 
consumers by following life changes is the most important 
factor in consumers' decisions to buy a product. According to 
Ryan and Jones (2009), the market is increasing because 
digital technology and digital media can identify products that 
are consumed by consumers, this is due to the growing 
business world that is expanding. The presence of technology 
provides information that is easily obtained by consumers in the 
evaluation process, so that the delivery of the right concepts 
and information can be an attraction as a consideration for 
consumers in choosing a product. In this study, it is concluded 
that the good application of digital content marketing is able to 
mediate changes in the lifestyle of a person in making purchase 
decisions. 
 

V. CONCLUSIONS  
Based on the results of research and discussion, it can be 
concluded: (1) digital content marketing shows a significant 
positive effect on purchasing decisions, with the development 
of technology, the delivery of useful information digitally can 
improve purchasing decisions; (2) Lifestyle shows a significant 
positive effect on digital content marketing, it is proven that the 
higher the lifestyle changes, the application of digital content 
marketing must increase by adjusting the lifestyle; (3) Lifestyle 
shows a significant positive effect on purchasing decisions, this 
proves that the increasing lifestyle changes in consumers in 
their environment affect the increase in consumers in making 
purchasing decisions; (4) digital content marketing as a 
mediation for the influence of lifestyle shows a significant 
positive influence on purchasing decisions, where digital 
content marketing is considered a variable that strengthens the 
influence of a person's lifestyle in making purchasing decisions. 
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