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ABSTRAK 

 

Penelitian ini bertujuan untuk mengevaluasi pengaruh Marketing Mix 7P 

terhadap kepuasan pelanggan dan pemakaian ulang dengan Tool SEM pada studi 

kasus pengguna layanan motor Indrive. Metode yang digunakan adalah kuantitatif 

dengan survei melalui media sosial terhadap 120 responden dan analisis 

menggunakan Structural Equation Modeling (SEM) AMOS. Hasil dari penelitian 

menunjukkan bahwa Product (X1), Price (X2), Place (X3), People (X5), Process 

(X6), dan Physical Evidence (X7) layanan Indrive Motor berpengaruh positif dan 

signifikan terhadap Kepuasan pelanggan (M). Serta Product (X1), Place (X2), 

Place (X3), People (X5), Process (X6), dan Physical Evidence (X7) pada layanan 

Indrive motor berpengaruh positif dan signifikan terhadap pemakaian ulang (Y). 

Hal tersebut dikarenakan hasil pengujian menunjukkan nilai CR > T-hitung.  

Promotion (X4) dikeluarkan karena terjadi multikolinieritas. Dengan demikian, 

meskipun terdapat elemen 7P yang tidak menunjukkan multikolinieritas, kepuasan 

pelanggan tetap berperan krusial dalam meningkatkan pemakaian ulang.  

 

Kata kunci: Bauran Pemasaran 7P, Kepuasan Pelanggan, Pemakaian Ulang, SEM 
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ABSTRACT 

 

This study aims to evaluate the effect of the 7P Marketing Mix on customer 

satisfaction and reuse with the SEM Tool in a case study of Indrive motorcycle 

service users. The method used is quantitative with a survey via social media of 120 

respondents and analysis using Structural Equation Modeling (SEM) AMOS. The 

results of the study indicate that Product (X1), Price (X2), Place (X3), People (X5), 

Process (X6), and Physical Evidence (X7) of Indrive Motor services have a positive 

and significant effect on customer satisfaction (M). As well as Product (X1), Place 

(X2), Place (X3), People (X5), Process (X6), and Physical Evidence (X7) on Indrive 

motor services have a positive and significant effect on reuse (Y). This is because 

the test results show the CR > T- value. Promotion (X4) was excluded because of 

multicollinearity. Thus, even though there are 7P elements that do not show 

multicollinearity, customer satisfaction still plays a crucial role in increasing reuse.  

 

Keywords: 7P Marketing Mix, Customer Satisfaction, Reuse, SEM 

 


