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Abstract. This study aims to analyze the influence of promotion, product quality, 

and online customer reviews on the purchase decisions of AQUA bottled water 

products, with brand image serving as a mediating variable among students of 

the University of Nottingham Ningbo China (UNNC). The research background 

highlights AQUA’s dominant position in Indonesia’s bottled drinking water 

(AMDK) market and the need to understand key marketing factors that affect 

consumer decisions, particularly among young consumers with entrepreneurial 

characteristics. Using a quantitative approach and survey method, questionnaires 

were distributed to 748 respondents, and data were analyzed using Partial Least 

Squares Structural Equation Modeling (PLS-SEM). The findings reveal that 

promotion, product quality, and online customer reviews have a significant 

positive effect on brand image, which subsequently influences purchase 

decisions. Moreover, brand image acts as a strong mediating variable, bridging 

the effects of the three independent variables on purchase decisions. These results 

provide valuable insights for marketing strategy development and brand 

management within the bottled water industry, while also contributing to the 

academic literature on marketing management.. 

Keywords: Promotion, Product Quality, Online Customer Review, Brand 

Image, Purchase Decision, AQUA.. 

1 Introduction 

The bottled drinking water (AMDK) industry in Indonesia has experienced remarkable 
growth over the past decades, driven by rising public awareness of the importance of 
consuming clean and safe drinking water [1]. Alongside rapid population growth and 
urbanization, demand for bottled water continues to increase. Consumers now place 
greater emphasis on hydration and product quality, leading to more competition among 
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brands. Despite the presence of many players, AQUA has long maintained its position 
as the market leader and pioneer in the Indonesian AMDK industry. 

AQUA commands around 50% of Indonesia’s bottled water market share, far sur-
passing competitors such as Le Minerale, Cleo, Club, Prima, 2Tang, Oasis, and Super 
O2, each holding only 1–5%. This dominant position demonstrates AQUA’s consistent 
success, achieved not only through superior product quality but also through effective 
promotional strategies and a strong brand image. AQUA’s dominance is sustained by 
its deep understanding of consumer behavior and its ability to align marketing activities 
with consumer expectations for safe, high-quality drinking water. 

Promotion  refers to marketing efforts aimed at introducing, raising awareness of, 
and motivating consumers to purchase specific products or services [2]. AQUA’s pro-
motional strategies include television and social media advertising, discounts, and event 
sponsorships. These efforts are not limited to increasing sales but also serve to 
strengthen brand recognition and maintain customer loyalty. 

Product quality plays an equally vital role in influencing consumer purchasing deci-
sions. It reflects how well a product meets or exceeds customer expectations in terms 
of safety, durability, packaging, and taste. AQUA’s success is largely attributed to its 
high product standards safe and environmentally friendly packaging, consistent taste, 
and dependable quality which distinguish it from competitors and foster long-term con-
sumer trust. 

In the digital era, online customer reviews [3] have become a powerful influence on 
consumer decisions. Through platforms such as social media, customers share feedback 
that shapes others’ perceptions of product reliability and brand credibility. Positive re-
views enhance brand image and consumer trust, while negative ones can quickly dam-
age reputation. For AQUA, maintaining a positive digital presence helps reinforce its 
brand image as a trusted, high-quality bottled water provider. 

Brand image, defined as the overall perception consumers hold about a brand [4], 
emerges from accumulated experiences, marketing communication, and consumer in-
teraction. A strong brand image enhances loyalty and purchase intention. AQUA’s 
brand image is built upon consistent product quality, impactful promotions, and favor-
able online feedback earning it a reputation as the most reliable bottled water brand in 
Indonesia. 

This research focuses on students at the University of Nottingham Ningbo China 
(UNNC), an international branch campus of the University of Nottingham UK located 
in Ningbo, China. As an overseas campus with a diverse international student popula-
tion, UNNC provides a unique cross-cultural consumer environment. Many Indonesian 
students studying at UNNC remain familiar with Indonesian products such as AQUA, 
while international students are exposed to global bottled water brands. This context 
offers a relevant setting to examine how promotion, product quality, and online cus-
tomer reviews shape brand image and purchasing decisions within an international ac-
ademic environment. 

Furthermore, as a university emphasizing entrepreneurship, innovation, and global 
market awareness, UNNC students are expected to possess higher sensitivity toward 
branding and marketing strategies. Their purchasing behavior may therefore reflect 
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more analytical and brand-conscious decision-making processes compared to the gen-
eral population. The university’s environment provides an ideal context to explore con-
sumer behavior, particularly among young adults with entrepreneurial mindsets. A pre-
survey conducted among 45 students revealed that 95.5% of respondents prefer familiar 
and well-known brands. Specifically, 53.3% strongly agreed and 42.2% agreed that 
brand image influences their purchase decisions. Moreover, 51.1% strongly agreed that 
brand image plays a crucial role in their decision-making, while 33.3% also considered 
price and product quality. These findings confirm that a strong brand image signifi-
cantly shapes students’ purchasing preferences. 

Psychologically, students tend to associate brand image with lifestyle and identity. 
As a generation highly influenced by social trends, they view brands not only as indi-
cators of quality but also as symbols of social belonging and personal expression. Prod-
ucts with a “cool” or reputable image foster pride and acceptance within social groups. 
This supports the argument that brand image functions both as a marker of quality and 
as a reflection of aspirational lifestyle values. 

Furthermore, Universitas Nottingham’s entrepreneurship-oriented learning model 
aligns closely with this study. The university’s Seven Entrepreneurial Spirits including 
Market Sensitivity, Calculated Risk Taking, and Persistence highlight the importance 
of understanding market behavior, evaluating risk, and maintaining product loyalty. 
These principles mirror how students assess brands like AQUA, making this setting 
particularly relevant for studying purchasing behavior in the AMDK industry. 

Thus, this research aims to investigate how promotion, product quality, and online 
customer reviews influence brand image and, in turn, affect purchase decisions of 
AQUA products among Universitas Nottingham students. The findings are expected to 
provide deeper insight into consumer behavior and contribute to the development of 
effective marketing strategies. 

2 Literature Review 

2.1 Promotion 

Promotion is a key element of the marketing mix that serves as both a communication 
tool and a persuasive instrument for influencing consumer behavior [5]. It communi-
cates information, builds awareness, and encourages purchasing behavior in line with 
consumer needs. promotion as a communication technique that employs media such as 
television, posters, billboards, radio, and digital channels to convey messages and at-
tract potential buyers [6]. Similarly view promotion as a competitive strategy designed 
to inform, persuade, and remind consumers of a brand’s existence [7]. 

2.2 Product Quality 

Product quality refers to the characteristics and performance of a product in fulfilling 
consumer needs and satisfaction [8]. High quality strengthens consumer trust and cre-
ates a long-term relationship between buyers and firms [9]. product quality involves 
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durability, reliability, accuracy, and ease of use factors that shape consumers’ evalua-
tion of value [10]. five main indicators of product quality are: (1) Performance, the core 
benefit or main function; (2) Reliability, the likelihood of consistent functioning; (3) 
Conformance to Specification, the degree of compliance with standards; (4) Durability, 
the lifespan of use; and (5) Aesthetics, the visual appeal that enhances consumer pref-
erence [11], 

2.3 Online Customer Review (OCR) 

Online customer reviews are digital feedback provided by consumers based on their 
experience with a product or service. They function as a reference for future buyers and 
reduce perceived risk in online purchases [12]; [13]. OCRs as platforms where consum-
ers express opinions about a brand or product [14], stress that OCRs significantly in-
fluence purchasing decisions because they represent authentic consumer voices [15]. 
identify five key indicators: Perceived Usefulness, Source Credibility, Argument Qual-
ity, Valence (positivity or negativity of reviews), and Volume of Reviews [16]. 

2.4 Brand Image 

Brand image is the overall impression and perception formed by consumers through 
accumulated information and experiences [17]. It plays a central role in building brand 
strength and distinguishing a company from competitors. brand image as consumer 
perception reflected through brand associations that enhance product differentiation 
[18]. note that both positive and negative views about a brand influence memory and 
decision-making [19]. brand image comprises: Brand Identity, Brand Personality, 
Brand Associations, Brand Attitude and Behavior, and Brand Benefits or Utility [20]. 

2.5 Purchase Decision 

The purchase decision is the process by which consumers select a product or service 
after evaluating available alternatives. It involves identifying needs, searching for in-
formation, assessing options, and making a final choice [21] [22] . five indicators: Prod-
uct Choice, Purchase Channel Selection, Purchase Timing, Purchase Quantity, and Pay-
ment Method [23]. 

2.6 Conceptual Framework and Mediation Justification 

Brand image is positioned as a mediating variable based on signaling theory and con-
sumer perception theory. According to signaling theory, marketing activities such as 
promotion, product quality cues, and online customer reviews act as signals that reduce 
information asymmetry between companies and consumers. These signals shape con-
sumers’ cognitive evaluations, which are then internalized into brand perceptions. 

Promotion creates awareness and emotional associations, product quality builds 
functional trust and perceived value, while online customer reviews enhance credibility 
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through electronic word-of-mouth mechanisms. However, consumers do not directly 
convert these marketing stimuli into purchase decisions. Instead, they first form an 
overall perception of the brand. This perception, conceptualized as brand image, be-
comes a psychological filter through which purchase decisions are made. 

From a consumer behavior perspective, purchase decisions are largely perception-
driven rather than stimulus-driven. Therefore, promotion, product quality, and online 
reviews influence purchasing decisions indirectly by shaping brand image first. A 
strong brand image reduces perceived risk, enhances trust, and increases purchase con-
fidence. 

Based on this theoretical reasoning, brand image is hypothesized to mediate the re-
lationship between promotion, product quality, online customer reviews, and purchase 
decisions. 

The conceptual model of this study proposes that promotion (X1), product quality 
(X2), and online customer reviews (X3) influence brand image (Z), which subsequently 
affects purchase decisions (Y). Direct paths from the independent variables to purchase 
decisions are also tested to determine whether brand image functions as a partial or full 
mediator. 

3 Methodology 

This study employs a descriptive quantitative approach aimed at explaining the re-
lationships between promotion, product quality, online customer reviews, brand image, 
and purchase decisions of AQUA products. The descriptive method provides a com-
prehensive understanding of factors influencing purchasing behavior without manipu-
lating variables [24]. A cross-sectional design was used, collecting data at a single point 
in time to analyze existing phenomena and relationships. The study population con-
sisted of approximately 3,500 students from Universitas Nottingham, and the sample 
size of 748 respondents was determined using the Slovin formula with a 5% margin of 
error [24].  Sampling was conducted using purposive sampling targeting students who 
had purchased and consumed AQUA at least once. Data were collected using an online 
questionnaire distributed via Google Forms through WhatsApp and social media plat-
forms commonly used by students. 

Each variable was measured using a five-point Likert scale from “strongly disagree” 
(1) to “strongly agree” (5). Indicators for promotion were adapted including advertis-
ing, personal selling, sales promotion, word of mouth, and direct marketing. Product 
quality  [11], covering performance, reliability, conformance, durability, and aesthetics. 
Online customer reviews [16] with dimensions such as perceived usefulness, source 
credibility, argument quality, valence, and volume of reviews. Brand image was meas-
ured using indicators [20], including brand identity, personality, associations, attitudes, 
and benefits, while purchase decision items [23], consisting of product selection, pur-
chasing channel, timing, quantity, and payment method. 

Data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-
SEM) through SmartPLS software [25]. The analysis included testing the outer model 
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for validity and reliability and the inner model for the relationships among latent vari-
ables. The coefficient of determination (R²) assessed the explanatory power of inde-
pendent variables [26], while the effect size (F²) determined the magnitude of influence 
[27]. Path coefficients measured the strength and direction of relationships [28], signif-
icance was evaluated using p-values (<0.05) and t-statistics (>1.96) [28]. Through these 
analyses, the study aims to identify the influence of promotion, product quality, and 
online customer reviews on brand image and purchase decisions of AQUA products 
among Universitas Nottingham students. 

4 Data Analysis and Discussion 

The study involved 748 active students from Universitas Nottingham, selected through 
purposive sampling based on their experience in purchasing AQUA products. The ma-
jority of respondents were male (59.8%) and aged between 21–23 years (71%), repre-
senting a group of young adults familiar with digital marketing activities. Most partic-
ipants (68.3%) were enrolled in the International Business Management Regular Class, 
indicating that the sample predominantly consisted of business-oriented and marketing-
aware students. 

Descriptive statistical analysis showed that all variables promotion, product quality, 
online customer reviews, brand image, and purchase decisions received high average 
scores ranging between 3.5 and 4.0 on a five-point Likert scale. Promotion was per-
ceived as effective in delivering clear and attractive product information (mean 4.00), 
though direct promotional messages were less impactful (mean 3.74). Product quality 
indicators also scored highly (means 3.82–3.93), suggesting strong consumer confi-
dence in AQUA’s performance, durability, and packaging design. Online customer re-
views showed moderate to high influence (means 3.54–3.74), with respondents finding 
online reviews helpful and logical but expressing moderate trust in their sources. Brand 
image indicators (means 3.76–3.85) confirmed that AQUA is perceived as a reliable 
and high-quality brand, though it could improve its perceived innovativeness. Purchase 
decision indicators (means 3.77–3.90) demonstrated that product quality and positive 
reviews significantly encouraged loyalty and repeat purchases. 

The Structural Equation Modeling (SEM-PLS) analysis confirmed the validity and 
reliability of all constructs. All outer loading and Average Variance Extracted (AVE) 
values exceeded 0.5, while Cronbach’s alpha and composite reliability values were 
above 0.7, indicating strong internal consistency. Discriminant validity tests using the 
Fornell-Larcker criterion and cross-loading also confirmed that each variable was dis-
tinct and well-measured. The R² value for brand image was 0.565, meaning 56.5% of 
its variance was explained by promotion, product quality, and online customer reviews, 
while the R² value for purchase decision was 0.662, showing that 66.2% of purchase 
decisions were explained by brand image and the three independent variables. These 
results indicate a strong explanatory power of the model. 
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4.1 Mediation Analysis (Bootstrapping Test) 

To examine the mediating role of brand image, a bootstrapping procedure with 5,000 
resamples was conducted using SmartPLS. The indirect effects were assessed based on 
path coefficients, t-statistics, and p-values. 

The results indicate: 

• Promotion → Brand Image → Purchase Decision 
β = 0.034, t > 1.96, p < 0.05 

 

• Product Quality → Brand Image → Purchase Decision 
β = 0.144, t > 1.96, p < 0.05 

 

• Online Customer Review → Brand Image → Purchase Decision 
β = 0.135, t > 1.96, p < 0.05 

 

All indirect effects are statistically significant, confirming that brand image mediates 
the relationship between the independent variables and purchase decisions. 

To determine the type of mediation, the Variance Accounted For (VAF) was exam-
ined. Since both direct and indirect effects remain significant, brand image functions as 
a partial mediator, indicating that promotion, product quality, and online customer 
reviews influence purchase decisions both directly and indirectly through brand image. 

This result strengthens the theoretical argument that consumer perception, repre-
sented by brand image, is a key psychological mechanism linking marketing stimuli to 
behavioral outcomes. 

The F² test revealed that promotion and brand image had the largest direct effects on 
purchase decisions, while online reviews and product quality contributed more signifi-
cantly to building brand image. The Q² test results further showed high predictive rele-
vance for both endogenous variables, indicating the model’s robustness. The hypothesis 
testing results demonstrated that all proposed relationships were statistically significant 
(p < 0.05; t > 1.96). Promotion (β = 0.370), product quality (β = 0.124), and online 
customer reviews (β = 0.107) each had positive and significant effects on purchase de-
cisions. Moreover, promotion (β = 0.094), product quality (β = 0.395), and online re-
views (β = 0.371) also positively affected brand image, which in turn significantly in-
fluenced purchase decisions (β = 0.364). Indirect effect testing confirmed that brand 
image acted as a strong mediator between these independent variables and purchase 
decisions, particularly for product quality (β = 0.144) and online reviews (β = 0.135). 

The findings demonstrate that attractive and consistent promotions increase brand 
awareness and purchasing behavior, high product quality strengthens brand trust and 
perceived value, and online reviews enhance credibility and consumer confidence.  

From a managerial perspective, AQUA should continue to develop creative, in-
formative, and integrated promotional strategies across digital platforms to reinforce 
brand perception and consumer engagement. Maintaining consistent product quality 
remains essential to sustain consumer trust and brand loyalty. Managing online cus-
tomer reviews actively by encouraging positive feedback and responding to negative 
comments can further strengthen brand reputation and influence purchasing behavior. 
Given that brand image plays a mediating role, companies must focus on customer-
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centric approaches, innovation, and corporate responsibility to enhance brand equity 
and long-term loyalty. 

However, this study has limitations. It focuses solely on university students from one 
institution, limiting generalizability. The use of self-reported questionnaires may intro-
duce response bias, and the study only considers five variables, excluding others such 
as price, brand loyalty, or availability. Future research could expand the respondent 
base, combine quantitative and qualitative methods, and include additional factors to 
achieve a more comprehensive understanding of consumer behavior toward bottled wa-
ter products like AQUA. 

5 Conclusion and Recommendations 

Based on the results of data analysis using the Partial Least Squares Structural Equation 
Modeling (SEM-PLS) method, this study concludes that all independent variables pro-
motion, product quality, and online customer reviews have a significant effect on con-
sumers’ purchase decisions for AQUA products, both directly and indirectly through 
brand image as a mediating variable. Among these, promotion emerged as the strongest 
factor influencing purchase decisions directly, indicating that creative and persuasive 
marketing efforts effectively drive consumer behavior. Product quality also showed a 
significant influence on purchase decisions, though much of its effect was transmitted 
through brand image. Meanwhile, online customer reviews had a smaller direct impact 
but made a substantial indirect contribution by shaping a positive brand image that, in 
turn, strengthened purchase intention. Overall, brand image proved to be a strong and 
significant mediator, highlighting that consumers’ perceptions of the brand are central 
to their purchasing decisions and that building a favorable brand image is a key strategy 
for sustaining market competitiveness. 

From a managerial perspective, AQUA and other companies in the bottled water 
industry are encouraged to maintain continuous and integrated promotional efforts, es-
pecially through digital and social media platforms to effectively reach younger con-
sumers. Informative, creative, and consistent promotional campaigns can enhance both 
brand perception and sales performance. Maintaining high product quality in terms of 
taste, packaging, and safety remains essential, as it builds long-term trust and consumer 
loyalty. Companies should also actively monitor and respond to online customer feed-
back to foster engagement and improve brand reputation. 

However, several limitations should be acknowledged. First, the study focuses ex-
clusively on students from the University of Nottingham Ningbo China, which may 
limit external validity. The respondents share relatively similar educational back-
grounds, age ranges, and socioeconomic characteristics, potentially resulting in re-
spondent homogeneity bias. 

Second, the use of self-reported questionnaires introduces the possibility of common 
method bias and perception bias, as respondents may provide socially desirable answers 
or overestimate their purchasing rationality. 

Third, as many respondents are Indonesian students studying abroad, cultural attach-
ment to Indonesian brands such as AQUA may influence responses. This cross-cultural 
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emotional bias may strengthen brand image evaluations beyond objective product as-
sessment. 

Fourth, the cross-sectional design captures consumer perceptions at only one point 
in time, limiting the ability to infer long-term causal relationships. 

Future research is encouraged to include more diverse demographic groups, apply 
longitudinal designs, and incorporate experimental or mixed-method approaches to re-
duce bias and improve generalizability. 

For future research, it is recommended to expand the population and sample beyond 
one university to increase generalizability. Incorporating additional variables such as 
price, brand loyalty, or customer experience could also provide a more comprehensive 
understanding of the factors influencing consumers’ purchasing decisions toward bot-
tled water products like AQUA.  
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