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ABSTRAK 

 

Industri makanan dan minuman di Indonesia mengalami pertumbuhan yang 

pesat sehingga mendorong meningkatnya persaingan pada sektor kuliner. Salah satu 

usaha kuliner yang berkembang adalah Mie Gacoan, Penelitian ini bertujuan untuk 

menganalisis pengaruh marketing mix (product, price, place, promotion) dan 

electronic word of mouth (e-WOM) terhadap minat beli, keputusan pembelian, 

pembelian ulang, dan loyalitas konsumen Mie Gacoan Surabaya. Penelitian ini 

menggunakan pendekatan kuantitatif dengan menggunakan metode Structural 

Equation Modeling (SEM) untuk mengetahui hubungan antar variabel secara 

simultan. Hasil penelitian menunjukkan bahwa variabel harga, promosi, dan 

electronic word of mouth (e-WOM) berpengaruh positif dan signifikan terhadap 

minat beli, sedangkan variabel produk dan tempat tidak berpengaruh signifikan. 

Selanjutnya, minat beli berpengaruh positif dan signifikan terhadap keputusan 

pembelian, keputusan pembelian berpengaruh terhadap pembelian ulang, serta 

pembelian ulang berpengaruh terhadap loyalitas konsumen. Hasil penelitian ini 

menunjukkan bahwa strategi harga, promosi, dan ulasan konsumen secara online 

memiliki peran penting dalam meningkatkan perilaku pembelian konsumen. 

 

Kata Kunci: Keputusan Pembelian, Loyalitas Konsumen, Marketing Mix, E-

WOM, Minat Beli, Pembelian Ulang,  
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ABSTRACT 

 

The food and beverage industry in Indonesia has experienced rapid growth, 

leading to increased competition in the culinary sector. One of the culinary 

businesses that has developed significantly is Mie Gacoan. This study aims to 

analyze the effect of the marketing mix (product, price, place, promotion) and 

electronic word of mouth (e-WOM) on purchase intention, purchasing decisions, 

repurchase, and customer loyalty. This research uses a quantitative approach and 

applies the Structural Equation Modeling (SEM) method to examine the 

relationships among variables simultaneously. The results show that price, 

promotion, and electronic word of mouth (e-WOM) have a positive and significant 

effect on purchase intention, while product and place do not have a significant 

effect. Furthermore, purchase intention has a positive and significant effect on 

purchasing decisions, purchasing decisions influence repurchase, and repurchase 

influences customer loyalty. These findings indicate that pricing strategies, 

promotional activities, and online customer reviews play an important role in 

influencing consumer purchasing behavior. 

 

Keywords: Customer loyalty, E-WOM, Marketing Mix, Purchase Intention, 

Purchasing Decision, Repurchase


