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ABSTRAK 
 

 Persaingan bisnis di industri kafe yang semakin ketat menuntut pelaku 

usaha untuk mampu mengelola strategi pemasaran secara efektif, khususnya 

melalui marketing mix 4P (product, price, place, promotion). Ketidaktepatan dalam 

pengelolaan hal tersebut dapat memengaruhi keputusan pembelian, kepuasan 

pelanggan, pembelian ulang, hingga loyalitas pelanggan. Gartenhütte Kafe yang 

berlokasi di Trawas, Mojokerto, sebagai kafe dengan konsep alam dan suasana 

sejuk, juga menghadapi tantangan dalam mengoptimalkan hal tersebut guna 

meningkatkan perilaku konsumen. Penelitian ini bertujuan untuk menganalisis 

pengaruh marketing mix 4P terhadap keputusan pembelian, kepuasan pelanggan, 

pembelian ulang, dan loyalitas pelanggan pada Gartenhütte Kafe. Metode yang 

digunakan adalah pendekatan dengan analisis Structural Equation Modeling (SEM) 

untuk menganalisis hubungan simultan antar variabel dalam model penelitian. Hasil 

penelitian menunjukkan bahwa variabel place dan promotion tidak berpengaruh 

signifikan terhadap keputusan pembelian, sedangkan variabel product dan price 

berpengaruh signifikan terhadap keputusan pembelian. Keputusan pembelian 

terbukti berpengaruh signifikan terhadap kepuasan pelanggan, kepuasan pelanggan 

berpengaruh signifikan terhadap pembelian ulang, dan pembelian ulang 

berpengaruh signifikan terhadap loyalitas pelanggan. Model simultan yang 

dihasilkan dalam penelitian ini adalah Y1 = 0.339X1 + 0.603X2+0.132X3 +
0.156X4; Y2 =  0.343X1 +  0.611X2+ 0.134X3 + 0.158X4; Y3 =  0.333X1 +
 0.593X2+ 0.130X3 + 0.153X4 ; dan Y4 =  0.346X1 +  0.6152+ 0.135X3 + 

0.159X4. 

 

Kata Kunci : Bauran Pemasaran 4P, Keputusan Pembelian, Pembelian Ulang, 

Kepuasan Pelanggan, Loyalitas Pelanggan.  
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ABSTRACT 
 

 The increasingly tight business competition in the cafe industry requires 

business actors to be able to manage marketing strategies effectively, especially 

through the 4P marketing mix (product, price, place, promotion). Inaccuracy in 

managing these factors can affect purchasing decisions, customer satisfaction, 

repeat purchases, and customer loyalty. Gartenhütte Cafe, located in Trawas, 

Mojokerto, as a cafe with a natural concept and a cool atmosphere, also faces 

challenges in optimizing these factors to improve consumer behavior. This study 

aims to analyze the influence of the 4P marketing mix on purchasing decisions, 

customer satisfaction, repeat purchases, and customer loyalty at Gartenhütte Cafe. 

The method used is a quantitative approach with Structural Equation Modeling 

(SEM) analysis to analyze the simultaneous relationship between variables in the 

research model. The results show that the place and promotion variables do not 

have a significant effect on purchasing decisions, while the product and price 

variables have a significant effect on purchasing decisions. Purchasing decisions 

are proven to have a significant effect on customer satisfaction, customer 

satisfaction has a significant effect on repeat purchases, and repeat purchases have 

a significant effect on customer loyalty. The simultaneous model produced in this 

study is Y1 = 0.339X1 + 0.603X2+0.132X3 + 0.156X4; Y2 =  0.343X1 +
 0.611X2+ 0.134X3 + 0.158X4; Y3 =  0.333X1 +  0.593X2+ 0.130X3 + 0.153X4 ; 

dan Y4 =  0.346X1 +  0.6152+ 0.135X3 + 0.159X4. 

 

Keywords: 4P Marketing Mix, Purchase Decision, Repeat Purchase, Customer 

Satisfaction, Customer Loyalty.  
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