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The Influence Of Digital Marketing And Service Quality On Purchase Decision 

: Customer Satisfaction Analysis As An Intervening Variabel 

( Case Study Mie Gacoan Jababeka ) 

 

Masrukhan Anhar (1) 

Andrianto Prasetya Nugroho (2) 

 

Abstract 

The development of culinary businesses in Indonesia is getting faster, this is 

because foof and drink are the basic necessities of human life. One of them is Mie 

Gacoan with the slogan Mie Pedas no 1 in Indonesia. The purpose of study is to 

determine the influence of digital marketing and service quality on purchasing 

decision with customer satisfaction analysis as an intervening variable. The 

research is depcriptive and casual with 200 Mie Gacoan consumer respondents. 

The method used is the quantitative method. This study applies a data analysis 

method using LISREL software version 8.8 with the SEM equation model. Based on 

the results of the study, it is concluded that digital marketing has a positive and 

significant effect on customer satisfaction, service quality has a positive and 

significant effect on customer satisfaction, digital marketing has a positive and 

significant effect on purchasing decisions, service quality has a negative and 

insignificant effect on purchase decisions, customer satisfaction has a positive and 

significant effect on purchase decision. 

 

Keywords : Customer Satisfaction, Digital Marketing,  Purchase Decision, Service 

Quality. 
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ABSTRAK 

Perkembangan usaha kuliner di Indonesia semakin pesat, hal ini dikarenakan 

makanan dan minuman merupakan kebutuhan pokok hidup manusia. Salah satunya 

adalah Mie Gacoan dengan slogan Mie Pedas No 1 di Indonesia.Tujuan dari 

penelitian ini yaitu untuk mengetahui pengaruh Digital Marketing dan Service 

Quality terhadap keputusan pembelian dengan analisis kepuasan pelanggan sebagai 

variabel intervening. Penelitian ini bersifat deskriptif dan kausal dengan responden 

konsumen Mie Gacoan sebanyak 200 orang. Metode yang digunakan yaitu metode 

kuantitatif. Penelitian ini mengaplikasikan metode analisis data menggunakan 

software LISREL versi 8.8 dengan model persamaan SEM. Berdasarkan hasil 

penelitian menyimpulkan bahwa Digital Marketing berpengaruh positif dan 

signifikan terhadap Kepuasan Pelanggan, Service Quality berpengaruh positif dan 

signifikan terhadap Kepuasan Pelanggan, Digital Marketing berpengaruh positif 

dan signifikan terhadap Keputusan Pemebelian, Service Quality berpengaruh 

negatif dan tidak signifikan terhadap Keputusan Pembelian, Kepuasan Pelanggan 

berpengaruh positif dan signifikan terhadap Keputusan Pembelian. 

I 

Kata Kunci : Digital Marketing, Kepuasan Pelanggan, Keputusan Pembelian, 

Service Quality


