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ABSTRAK 

 

Persaingan pada sektor usaha makanan dan minuman terus mengalami 

peningkatan, sehingga menuntut pelaku bisnis untuk merancang strategi pemasaran 

yang tepat guna menarik dan mempertahankan konsumen. Penelitian ini bertujuan 

untuk menganalisis pengaruh bauran pemasaran 7P yang meliputi Product, Price, 

Place, Promotion, People, Process, dan Physical evidence terhadap keputusan 

pembelian serta pembelian ulang pada Bakmi Makyus Ngagel. Metode yang 

digunakan adalah Structural Equation Modelling (SEM) dengan bantuan perangkat 

lunak AMOS. Pengumpulan data dilakukan melalui penyebaran kuesioner secara 

daring menggunakan Google Form kepada 150 responden yang telah memenuhi 

kriteria penelitian. Hasil penelitian menunjukkan bahwa variabel Price, Place, 

People, dan Physical Evidence berpengaruh signifikan terhadap keputusan 

pembelian. Sementara itu, variabel Product, Promotion, dan Process tidak 

berpengaruh signifikan terhadap keputusan pembelian. Selanjutnya, keputusan 

pembelian terbukti berpengaruh signifikan terhadap pembelian ulang. Pada 

hubungan langsung terhadap pembelian ulang, variabel Product dan Process 

berpengaruh signifikan, sedangkan Price, Place, Promotion, People, dan Physical 

Evidence tidak berpengaruh signifikan terhadap pembelian ulang. Temuan ini 

menunjukkan bahwa keputusan pembelian berperan sebagai variabel penting dalam 

mendorong terjadinya pembelian ulang, serta terdapat perbedaan pola pengaruh 

antara faktor-faktor bauran pemasaran terhadap keputusan pembelian dan 

pembelian ulang.  

 

Kata kunci: Bauran Pemasaran 7P, Keputusan Pembelian, Pembelian Ulang, 

Structural Equation Modelling (SEM), Industri Makanan dan Minuman 

 

 

 

 

 

 



xi 

 

ABSTRACT 

 

Competition in the food and beverage sector continues to increase, requiring 

businesses to develop appropriate marketing strategies to attract and retain 

consumers. This study aims to analyze the effect of the 7P Marketing Mix, which 

includes Product, Price, Place, Promotion, People, Process, and Physical evidence, 

on purchasing decisions and repeat purchases at Bakmi Makyus Ngagel. The 

method used is Structural Equation Modeling (SEM) with the help of AMOS 

software. Data collection was carried out by distributing online questionnaires 

using Google Forms to 150 respondents who met the research criteria. The results 

show that the variables of Price, Place, People, and Physical Evidence have a 

significant effect on purchasing decisions. Meanwhile, the variables of Product, 

Promotion, and Process do not have a significant effect on purchasing decisions. 

Furthermore, purchasing decisions have been proven to have a significant effect on 

repeat purchases. In direct relation to repeat purchases, the variables Product and 

Process have a significant effect, while Price, Place, Promotion, People, and 

Physical Evidence do not have a significant effect on repeat purchases. These 

findings show that purchasing decisions play an important role in encouraging 

repeat purchases, and that there are differences in the patterns of influence between 

marketing mix factors on purchasing decisions and repeat purchases. 

 

Keywords: 7P Marketing Mix, Purchase Decision, Repeat Purchase, Structural 

Equation Modeling (SEM), Food and Beverage Industry
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