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ABSTRAK 

 

Perkembangan industri kuliner di Indonesia yang semakin pesat 

menyebabkan meningkatnya persaingan antar pelaku usaha, sehingga diperlukan 

strategi pemasaran yang tepat untuk menarik dan mempertahankan konsumen. 

D’Coffee Cup Merr Surabaya merupakan salah satu kafe yang menghadapi kondisi 

persaingan tersebut, dimana tingkat kepuasan konsumen masih perlu ditingkatkan 

untuk mendorong keputusan pembelian dan pembelian ulang. Tujuan penelitian ini 

adalah untuk menganalisis pengaruh marketing mix 7P terhadap keputusan 

pembelian dan pembelian ulang konsumen pada D’Coffee Cup Merr Surabaya. 

Metode penelitian yang digunakan adalah Structural Equation Modeling (SEM) 

dengan pendekatan Covariance-Based SEM (CB-SEM) dan teknik estimasi 

Maximum Likelihood (ML). Pengolahan data dilakukan menggunakan software 

AMOS dengan melibatkan 140 responden. Hasil penelitian menunjukkan bahwa 

variabel product berpengaruh signifikan terhadap keputusan pembelian dan 

pembelian ulang, sedangkan variabel price hanya berpengaruh signifikan terhadap 

keputusan pembelian. Variabel place, promotion, process, dan physical evidence 

tidak berpengaruh signifikan, sementara variabel people dieliminasi karena terjadi 

multikolinearitas. Selain itu, keputusan pembelian terbukti berpengaruh positif dan 

signifikan terhadap pembelian ulang. Hasil penelitian menunjukkan bahwa aspek 

produk memiliki peran penting dalam mendorong keputusan pembelian dan 

pembelian ulang konsumen. 

 

Kata kunci: Keputusan Pembelian, Marketing Mix 7P, Pembelian Ulang, SEM. 
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ABSTRACT  

 

The rapid growth of the culinary industry in Indonesia has intensified 

competition among business actors, making it necessary to implement appropriate 

marketing strategies to attract and retain consumers. D’Coffee Cup Merr Surabaya 

is one of the cafés facing this competitive condition, where the level of customer 

satisfaction still needs to be improved in order to encourage purchase decisions and 

repurchase behavior. The purpose of this study is to analyze the effect of the 7P 

marketing mix on purchase decisions and repurchase behavior of consumers at 

D’Coffee Cup Merr Surabaya. The research method used is Structural Equation 

Modeling (SEM) with a Covariance-Based SEM (CB-SEM) approach and 

Maximum Likelihood (ML) estimation technique. Data processing was carried out 

using AMOS software involving 140 respondents. The results show that the product 

variable has a significant effect on purchase decisions and repurchase behavior, 

while the price variable only has a significant effect on purchase decisions. The 

place, promotion, process, and physical evidence variables do not have a significant 

effect, while the people variable was eliminated due to multicollinearity. In 

addition, purchase decisions were proven to have a positive and significant effect 

on repurchase behavior. The findings indicate that the product aspect plays an 

important role in encouraging consumer purchase decisions and repurchase 

behavior. 

. 

Keywords: Marketing Mix 7P, Purchase Decision, Repurchase, SEM. 
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