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ABSTRAK 
 

Penelitian ini bertujuan untuk menganalisis pengaruh Marketing Mix 7P yang 

terdiri dari product, price, place, promotion, people, process, dan physical evidence 

terhadap minat beli, pengaruh minat beli terhadap keputusan pembelian, keputusan 

pembelian terhadap kepuasan pelanggan, dan kepuasan pelanggan terhadap 

pembelian ulang pada konsumen Mie Gacoan Jombang. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode Covariance Based Structural 

Equation Modeling (CB-SEM) yang diolah menggunakan software AMOS. 

Pengumpulan data dilakukan melalui penyebaran kuesioner kepada responden yang 

pernah melakukan pembelian produk Mie Gacoan Jombang minimal dua kali. Data 

yang diperoleh kemudian dianalisis melalui beberapa tahapan yaitu uji validitas, uji 

reliabilitas, uji signifikansi, measurement model, structural model, dan 

modification model. Hasil penelitian menunjukkan product berpengaruh signifikan 

terhadap minat beli dengan koefisien regresi sebesar 0,279; price berpengaruh tidak 

signifikan terhadap minat beli dengan koefisien regresi sebesar 0,122; place 

berpengaruh signifikan terhadap minat beli dengan koefisien regresi sebesar 0,165; 

promotion berpengaruh signifikan terhadap minat beli dengan koefisien regresi 

sebesar 0,309; product berpengaruh signifikan terhadap minat beli dengan koefisien 

regresi sebesar 0,279; people berpengaruh signifikan terhadap minat beli dengan 

koefisien regresi sebesar 0,272; process berpengaruh signifikan terhadap minat beli 

dengan koefisien regresi sebesar 0,269; physical evidence berpengaruh signifikan 

terhadap minat beli dengan koefisien regresi sebesar 0,289; minat beli berpengaruh 

signifikan terhadap keputusan pembelian dengan koefisien regresi sebesar 0,787; 

keputusan pembelian berpengaruh signifikan terhadap kepuasan pelanggan dengan 

koefisien regresi sebesar 0,516; dan kepuasan pelanggan berpengaruh signifikan 

terhadap pembelian ulang dengan koefisien regresi sebesar 1,237. Kuatnya regresi 

antara kepuasan pelanggan dengan pembelian ulang dapat menjadi pertimbangan 

bagi Mie Gacoan Jombang untuk terus berusaha meningkatkan kepuasan pelanggan 

agar dapat mendorong tindakan pembelian ulang pada konsumen. 

 

Kata kunci: Bauran Pemasaran 7P, CB-SEM, Kepuasan Pelanggan, Keputusan 

Pembelian, Minat Beli, Pembelian Ulang. 
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ABSTRACT 

This study aims to analyze the influence of the 7P Marketing Mix consisting 

of product, price, place, promotion, people, process, and physical evidence on 

purchasing interest, the influence of purchasing interest on purchasing decisions, 

purchasing decisions on customer satisfaction, and customer satisfaction on repeat 

purchases among consumers of Mie Gacoan Jombang. This study uses a 

quantitative approach with the Covariance Based Structural Equation Modeling 

(CB-SEM) method processed using AMOS software. Data collection was carried 

out by distributing questionnaires to respondents who had purchased Mie Gacoan 

Jombang products at least twice. The data obtained were then analyzed through 

several stages, namely validity testing, reliability testing, significance testing, 

measurement model evaluation, structural model, and modification model. The 

results showed that product had a significant effect on purchasing interest with a 

regression coefficient of 0.279; price had an insignificant effect on purchasing 

interest with a regression coefficient of 0.122; place had a significant effect on 

purchasing interest with a regression coefficient of 0.165; promotion had a 

significant effect on purchasing interest with a regression coefficient of 0.309; 

Product has a significant effect on purchase intention with a regression coefficient 

of 0.279; people have a significant effect on purchase intention with a regression 

coefficient of 0.272; process has a significant effect on purchase intention with a 

regression coefficient of 0.269; physical evidence has a significant effect on 

purchase intention with a regression coefficient of 0.289; purchase intention has a 

significant effect on purchase decision with a regression coefficient of 0.787; 

purchase decision has a significant effect on customer satisfaction with a regression 

coefficient of 0.516; and customer satisfaction has a significant effect on repeat 

purchase with a regression coefficient of 1.237. The strong regression between 

customer satisfaction and repeat purchases can be a consideration for Mie Gacoan 

Jombang to continue to strive to improve customer satisfaction in order to 

encourage repeat purchases among consumers. 

 

Keywords: CB-SEM, Customer Satisfaction, Marketing Mix 7P, Purchase 

Decision, Purchase Interest, Repeat Purchase. 

 

 

 


