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Abstract 
This study aims to analyze the influence of digital marketing, word of mouth, and service 
quality on purchase decisions through consumer satisfaction in the Pempek Betigo culinary 
business in Medan City. The research employed a quantitative method using the Structural 
Equation Modeling-Partial Least Square (SEM-PLS) approach. Data were collected through 
questionnaires distributed to Pempek Betigo’s consumers. The results indicate that digital 
marketing, word of mouth, and service quality have a positive and significant impact on 
consumer satisfaction. Moreover, all independent variables directly and indirectly influence 
purchase decisions through consumer satisfaction. These findings highlight the importance 
of digital marketing strategies, word-of-mouth promotion, and service quality improvements 
in encouraging consumer purchase decisions. 
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INTRODUCTION 

Indonesia is one of the countries with the largest population of internet users in the 
world. As of January 2022, there are 204.7 million internet users in Indonesia. The increase in 
the number of internet and social media users provides a great opportunity for business 
people to market their products (Farhana, 2024). The rapid development of technology has 
changed the way consumers meet their daily needs. The use of the internet has become one 
of the main sources of information that is easily accessible, thus affecting people's lifestyles 
and shopping patterns. A survey conducted by (Pradiani, 2017) found that 132.7 million 
Indonesians have been connected to the internet. 

Marketing through the internet allows for more effective processes, faster responses, 
and lower costs, thus increasing sales and achieving turnover targets (Hermawan, 2012). In 
the face of this flow of change, companies must be able to effectively and efficiently empower 
the resources they have to stay competitive. One of the strategies that can be applied is 
through digital marketing. Digital marketing allows companies to interact directly with 
consumers, provide product information, and influence purchasing decisions (Dewi, 2017). 

Digital marketing is a commonly used marketing strategy to promote products or 
services and reach consumers through digital media. Digital marketing is the use of media as 
a means of marketing. People are gradually starting to abandon the conventional marketing 
model and switch to modern marketing, namely digital marketing. Digital marketing allows 
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communication and transactions to be carried out at any time, providing greater flexibility 
than traditional marketing (Yasmin, 2015). 

In addition to digital marketing, word of mouth (WOM) or word-of-mouth 
communication remains a very influential form of promotion. Recommendations from 
friends, family, or known people have an important role in shaping consumer perception 
and belief in products. WOM is a non-commercial interpersonal communication between the 
source of the message and the recipient of the message regarding a product, service, or brand 
(Azwar, 2023). 

This statement is supported by the results of research by Onbee Marketing Research 
which shows that  the word of mouth (WOM) conversation rate reaches 85%, and as many as 
67% of consumers use WOM as the main source of information in changing their decisions.  
The effects of WOM are so significant, that many marketers take advantage of them because 
they come from a trustworthy source. Therefore, companies are expected to be able to 
provide good service by providing positive and responsive responses to every comment on 
their posts so that consumers feel appreciated and well served (Saputra, 2020). 

Quality of service is the level of suitability and capability of all characteristics of 
products and services provided to meet consumer expectations, including factors such as 
reliability, responsiveness, assurance, empathy, and physical evidence. The quality of service 
is measured by the extent of the difference between customer expectations and the reality of 
the service they receive. The quality of service can be identified by comparing the customer's 
perception of the service they receive with the service they expect. Service quality is the main 
aspect that has received serious attention from companies that involve all resources owned 
by the company (Djafar, 2023). 

Service quality also has an impact on consumer satisfaction, the better the quality of 
service received by consumers, the greater the satisfaction felt by customers. Consumer 
satisfaction affects purchasing decisions. Satisfaction that meets consumers' expectations will 
influence purchasing decisions (Cesariana et al., 2022). Based on the results of the study, the 
researcher wants to make consumer satisfaction a moderation variable in this study. 

 Consumer satisfaction must also be considered by every business actor to be 
able to improve purchasing decisions. Consumer satisfaction is the final result of the 
appearance of feelings of liking or disliking consumers when consuming or using the 
product after comparing it with their expectations and the price they have paid to buy the 
service/product. Satisfied consumers will make a repeat purchase. Because the products 
produced by business actors / businesses always increase from time to time and there is 
good communication between the business owner or employees of the business and 
consumers (Fadhli and Pratiwi, 2021). 

The pempek betigo business is a business that provides typical Palembang food. 
Pempek is the mainstay menu of this business, because the pempek used is the original 
Palembang pempek which has a distinctive taste image. Several other food menus are also 
found in this business including chicken noodles, chicken porridge, satay, etc. The pempek 
betigo business was established in 2019 on Jalan Karya Wisata, Medan Johor. Pempek Betigo 
has used gofood and grabfood to increase sales turnover and has used instargram and tiktok 
media as social media as promotion. Pempek betigo already has 832 followers on his 
Instagram. 

From the data, it can be seen that there has been a decrease in turnover in the last 
three months, and sales turnover from online sales of grab and gojek is very small compared 
to direct purchases. Online sales turnover ranges from 3-4 million per month. This is 
suspected to be due to the lack of use of social media and digital marketing carried out by 
Pempek Betigo, and the lack of testimonials made by buyers on social media so that potential 
buyers are not yet convinced to make purchases at Pempek Betigo. 
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METHODOLOGY 
Types of Research  

This study uses a quantitative method. According to (Nadirah, Pramana, and Zari 
2022), quantitative research methods are research methods based on the philosophy of 
positivism. This method uses specific populations and samples and performs quantitative or 
statistical data analysis with the aim of testing the hypothesis that has been established. 
 
Data Collection Techniques 
 According to (Sugiyono, 2017) the method or technique of data collection can be 
carried out questionnaires (questionnaires) and observations (observations). In this study, 
the author used primary data in the form of data obtained directly from the results of direct 
observation and questionnaires that were distributed directly to respondents.  
 
Data Analysis Model 

The data analysis technique in this study uses structural analysis of the SEM equation 
model - PLS (Structural Equation Modeling). SEM is a multivariate statistical technique used to 
analyze the structural relationships between measured variables and latent variables. 

1. Outer Model Measurement Testing  
a. Convergent Validity  

The indicator is assessed based on the correlation between the item score / component 
score and the construct score, which can be seen from the standardized loading factor which 
describes the magnitude of the correlation between each measurement item (indicator) and 
its contract. 

Convergent validity is related to the principle that the manifest variables of a 
construct should be highly correlated. The convergent validity test can be seen from the 
loading factor  value for each construct indicator. The rule of thumb that is usually used to 
assess convergent validity is that  the loading factor  value must be more than 0.7 for 
confirmatory  studies and the loading factor value of 0.6-0.7 for exploratory studies is still 
acceptable and  the average variance extracted (AVE) value must be greater than 5 (Ghozali 
and Latan 2015). 

b. Composite reliability 
That is an indicator to measure a construct that can be seen in view latent variable 

coefficients. To evaluate composite reliability, there are two measuring tools, namely internal 
consistency and Cronbach's alpha. In this measurement, if the value achieved is > 0.70, then it 
can be said that the construct has high reliability. (Ghozali and Latan 2015). 
 

2. Structural Model Testing (Inner Model) 
Inner Model analysis describes the relationship between latent variables based on 

substantive theory. Inner Model Analysis is evaluated using 
a. R-Square 

In the inner evaluation of the model, it begins by looking at the R-square for each 
dependent latent variable. Then in the interpretation it is the same as the interpretation in 
regression. The change in the value on the R-square can be used to assess the influence of a 
particular independent latent variable on whether it has a substantive influence. R-Square 
values of 0.75, 0.50 and 
0.25 can be concluded that the model is strong, moderate and weak (Ghozali and Latan 
2015). 

b. Q-Square 
Q-square measures how well the observation value is produced by the model and the 

estimation of its parameters. A Q-square  value greater than 0 (zero) indicates that the model 
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has a predictive relevance value, whereas if the Q-square value less than 0 (zero), thus 
indicating that the model lacks predictive relevance (Ghozali and Latan 2015). 

c. Hypothesis Test (t-statistical) 
In hypothesis testing, it can be seen from the t-statistical value and the probability 

value. For hypothesis testing, namely using statistical values, for alpha 5% the t-statistical 
value used is 1.96. So that the criteria for accepting/rejecting the hypothesis are Ha accepted 
and H0 is rejected when the t-statistic > 1.96. To reject/accept the hypothesis using 
probability, Ha is accepted if the value of p < 0.05 (Ghozali and Latan 2015). 

. 
 

RESULTS AND DISCUSSION 
Data Analysis Results 
Outer Model 
1. Validity Test 

The results of data processing for the validity test test are as follows: 
Table 1 Validity Test Results 

 Digital 
Market
ing (X1) 

Consu
mer 

Satisfac
tion (Z) 

Purchase 
Decision (Y) 

Quality 
of 

Service 
(X3) 

Word 
of 
Mouth 
(X2) 

DM1 0,853     
DM1 0,943     
DM3 0,942     
DM4 0,979     
KK1  0,860    
KK2  0,937    
KK3  0,939    
CD4  0,963    
KP
M1 

  0,841   

KP
M2 

  0,887   

KP
M3 

  0,834   

KP
M4 

  0,890   

KP1    0,943  
KP2    0,935  
KP3    0,854  
KP4    0,987  
FP5    0,925  
WM
1 

    0,824 

WM
2 

    0,867 

WM
3 

    0,881 

Source: Smartpls output, data processed by researchers (2025) 
Based on the results of the validity test using SMARTPLS in Table 4.1, it can be seen  

that the loading factor  value on the statement item of each variable is more than 0.7. This 
shows that the instrument of each variable is declared valid. 
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2. Reliability Test  
To evaluate composite reliability, there are two measuring tools, namely internal 

consistency and Cronbach's alpha. In this measurement, if the value obtained is more than 
0.70, then the construct is considered to have a reliable (Ghozali & Latan, 2015). The results of 
data processing for reliability test testing are as follows:  

Table 2 Reliability Test Results 
 Cronbach

's 
Alpha 

Composite 
Reliability 
(rho_a) 

Composite 
Reliability 
(rho_c) 

Average 
Variance 
Extracted 
(AVE) 

Digital Marketing (X1) 0,855 0,813 0,841 0,529 

Consumer Satisfaction (Z) 0,825 0,918 0,882 0,669 

Purchase Decision (Y) 0,864 0,915 0,859 0,643 

Quality of Service (X3) 0,848 0,914 0,887 0,637 

Word of Mouth (X2) 0,953 0,976 0,963 0,841 

Source: Smartpls output, data processed by researchers (2025) 
The above variables Digital Marketing (X1), Word of Mouth (X2), Quality of 

Service (X3), Purchase Decision (Y), and Consumer Satisfaction (Z) above show 
results that are very consistent with Cronbach's Alpha  value of more than 0.70, as 
shown in Table 2 above. Therefore, the items of these variables can be used for 
future measurements.. 
 
Inner Model 
R Square 

The inner evaluation of the model begins by looking at the R-square  value for each 
dependent latent variable. This interpretation is similar to the interpretation on regression. 
The change in the value of R-square is used to assess the substantive influence of an 
independent latent variable on a dependent latent variable. R-Square values  of 0.75, 0.50, and 
0.25 indicate that the model has strong, medium, and weak strengths. The results of data 
processing for    (Ghozali & Latan, 2015) the R-Square test are as follows: 

Table 3 R-Square Test Results 
 R-Square R-Square Adjusted 

Consumer Satisfaction (Z) 0,635 0,633 

Purchase Decision (Y) 0,694 0,665 
Source: Smartpls output, data processed by researchers (2025) 

Based on the results of data processing for R-Square in Table 4.3,  an R-Square  value 
for Consumer Satisfaction was obtained of 0.599 which shows that the regression model of 
the influence  of Digital Marketing, Word of Mouth, and Quality of Service on Consumer 
Satisfaction has moderate strength because the R-Square  value is greater than 0.50 and less 
than 0.75 (0.50 < 0.689 < 0.75). Meanwhile,  the R-Square  value for Purchase Decisions is 0.621 
which shows that the regression model of the influence  of Digital Marketing, Word of Mouth, 
and Service Quality on Purchase Decisions through Consumer Satisfaction has moderate 
strength because  the R-Square  value is greater than 0.50 and less than 0.75 (0.50 < 0.621 < 
0.75). 

 
Q Square 

Q-Square measures how well the model and its parameter estimates 
produce observation values. The results of data processing for the Q-Square test test 
are as follows: 

 
Table 4. Q-Square Test Results 
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 SSO SSE Q² (=1-SSE/SSO) 

Consumer Satisfaction (Z) 467,000 348,136 0,255 

Purchase Decision (Y) 467,000 371,017 0,206 

Digital Marketing (X1) 484,000 484,000  

Word of Mouth (X2) 495,000 495,000  

Quality of Service (X3) 349,000 349,000  

Source: Smartpls output, data processed by researchers (2025) 
Based on the results of data processing for Q-Square in Table 4.4,  a Q-Square  value 

greater than 0 was obtained. Where  the Q-Square  value for Consumer Satisfaction is 
obtained of 0.255 greater than 0 (0.255 > 0) which shows that the regression model of the 
influence  of Digital Marketing, Word of Mouth, and Service Quality on Consumer Satisfaction 
has predictive relevance. Meanwhile, the Q-Square  value for purchase decisions of 0.206 is 
greater than 0 (0.206 > 0) which shows that the regression model of the influence  of Digital 
Marketing, Word of Mouth, and Quality of Service on Purchase Decisions through Consumer 
Satisfaction has predictive relevance. 
 
Statistical Test 

Hypothesis testing can be seen from the t-statistical value and the probability value. 
For hypothesis testing using statistical values, at alpha 5%, the t-statistical value used is 
1.66159. The criteria for acceptance or rejection of the hypothesis are Ha accepted and H0 
rejected when t-statistics > 1.66159. To reject or accept a hypothesis based on probability, Ha 
is accepted if the p value < 0.05 (Ghozali & Latan, 2015). The results of data processing for 
hypothesis test testing are as follows : 

 
a. Direct Effect 
1) Equation 1 (Z = α + β1X1 + β2X2 + ε) 

The results of data processing for hypothesis test testing in equation 1 are as follows: 
Table 5 Results of Equation 1 Hypothesis Test 

 Original 
Sample 
(O) 

Sampl
e Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDE
V|) 

 
P 
Values 

Digital Marketing (X1) -> 
Consumer Satisfaction (Z) 0,272 0,295 0,095 2,851 0,005 

Service Quality (X3) -> 
Consumer Satisfaction (Z) 0,109 0,102 0,146 2,748 0,005 

Word of Mouth (X2) -> 
Consumer Satisfaction (Z) 0,052 0,048 0,211 2,246 0,008 

Source: Smartpls output, data processed by researchers (2025) 
Based on the test results in Table 4.5, the direct influence of Individual Characteristics 

and Job Characteristics on Job Satisfaction can be explained as follows:  
1. The Influence of Digital Marketing (X1) on Consumer Satisfaction (Z). 

Based on the test results in Table 4.5, a regression coefficient value of 0.272 and a t-
statistical value of 2.851 with  a probability  value of 0.005 were obtained. The probability  
value is greater than the predetermined error tolerance (0.005 < 0.05). This shows that 
Digital Marketing has a positive and significant effect on Consumer Satisfaction, so H1 
is accepted. 

2. The Effect of Word of Mouth (X2) on Consumer Satisfaction (Z). Based on the test 
results in Table 5, a regression coefficient value of 0.109 and a t-statistical value of 
2.748 with  a probability  value of 0.005 were obtained. The probability  value is smaller 
than the predetermined error tolerance (0.005 < 0.05). This shows that Word of Mouth 
has a positive and significant effect on Consumer Satisfaction, so H2 is accepted. 

3. The Effect of Service Quality (X3) on Consumer Satisfaction (Z). 
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Based on the test results in Table 4.5, a regression coefficient value of 0.052 and a t-
statistical value of 2.246 with  a probability  value of 0.008 were obtained. The probability  
value is smaller than the predetermined error tolerance (0.008 < 0.05). This shows that 
Service Quality has a positive and significant effect on Consumer Satisfaction, so H3 
is accepted.. 

 
2) Equation 1 (Y = α + β1Z + ε) 

The results of data processing for the hypothesis test in equation 2 are as follows: 
Table 6 Results of Equation 2 Hypothesis Test 

 Original 
Sample 
(O) 

Sampl
e Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDE
V|) 

 
P 

Values 

Digital Marketing (X1) -> 
Purchase Decision (Y) 0,236 0,260 0,103 2,294 0,024 

Consumer Satisfaction (Z) -
> Purchase Decision (Y) 0,036 0,022 0,115 2,317 0,016 

Quality of Service (X3) -> 
Purchase Decision (Y) 0,205 0,145 0,142 2,446 0,015 

Word of Mouth (X2) -> 
Purchase Decision (Y) 0,067 0,056 0,115 2,583 0,006 

Source: Smartpls output, data processed by researchers (2025) 
Based on the test results in Table 4.6, the direct influence of Digital Marketing, Word of 

Mouth, and Service Quality on Purchase Decisions can be explained as follows: 
1. The Influence of  Digital Marketing  (X1) on Purchase Decisions (Y). 

Based on the test results in Table 4.6, a regression coefficient value of 0.236 and a t-
statistical value of 2.294 with  a probability  value of 0.024 were obtained. The probability  
value is smaller than the predetermined error tolerance (0.024 < 0.05). This shows that 
Digital Marketing has a positive and significant effect on Purchase Decisions, so H4 is 
accepted. 

2. The Influence of Word of Mouth (X2) on Purchase Decisions (Y). Based on the test results in 
Table 4.6, a regression coefficient value of 0.067 and a t-statistical value of 2.583 with  a 
probability  value of 0.006 were obtained. The probability  value is smaller than the 
predetermined error tolerance (0.006 < 0.05). This shows that Word of Mouth has a positive 
and significant effect on the Purchase Decision, so H5 is accepted. 

3. The Influence of Service Quality (X3) on Purchase Decisions (Y). 
Based on the test results in Table 4.6, a regression coefficient value of 0.205 and a t-
statistical value of 2.446 with  a probability  value of 0.015 were obtained. The probability  
value is smaller than the predetermined error tolerance (0.015 < 0.05). This shows that the 
Quality of Service has a positive and significant effect on the Purchase Decision, so that 
H6 is accepted. 

4. The Influence of Consumer Satisfaction (Z) on Purchase Decisions (Y). 
Based on the test results in Table 4.6, a regression coefficient value of 0.036 and a t-
statistical value of 2.317 with  a probability  value of 0.016 were obtained. The probability  
value is smaller than the predetermined error tolerance (0.016 < 0.05). This shows that 
Consumer Satisfaction has a positive and significant effect on Purchase Decisions, so H7 
is accepted. 

Table 7 Indirect Effect Test Results 
 

Origina
l Sample 
(O) 

Sampl
e Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV
|) 

 
P 
Values 

Digital Marketing (X1) -> 
Consumer Satisfaction (Z) -> 
Purchase Decision (Y) 

 
0,199 

 
0,009 

 
0,022 

 
2,448 

 
0,007 
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Service Quality (X3) -> 
Consumer Satisfaction (Z) -> 
Purchase Decision (Y) 

 
0,203 

 
0,004 

 
0,029 

 
2,120 

 
0,019 

Word of Mouth (X2) -> 
Consumer Satisfaction (Z) -> 
Purchase Decision (Y) 

 
0,245 

 
0,001 

 
0,015 

 
2,159 

 
0,009 

Source: Smartpls output, data processed by researchers (2025) 
Based on the results of the calculation in Table 4.7, the indirect influence of Digital 

Marketing (X1), Word of Mouth (X2), and Service Quality (X3) on Purchase Decisions (Y) 
through Consumer Satisfaction (Z), can be explained as follows: 
1. Digital Marketing (X1) to Purchase Decision (Y) through Consumer Satisfaction (Z). In this 

study, the results were found that Digital Marketing has a positive and significant effect 
on Purchase Decisions through Consumer Satisfaction. Based on the results in Table 4.7, a 
t-value of 2.448 with a p-value of 0.007  was obtained, because the t-statistic  value was 
greater Compared to the t table, which is 1.66159 (2.448 > 1.66159) and  the p-value is 
smaller than 0.05 (0.007 < 0.05), so it is concluded that there is an influence of Digital 
Marketing on Purchase Decisions through Consumer Satisfaction, H8 is accepted. 

2. Word of Mouth (X2) to Purchase Decision (Y) through Consumer Satisfaction (Z). In this 
study, the results were obtained that Word of Mouth has a positive and significant effect 
on Purchase Decisions through Consumer Satisfaction. Based on the results in Table 4.7, a 
t-value of 2.120 with a p-value of 0.019  was obtained, because the t-statistic  value was 
greater than the t-table which was 1.66159 (2.120 > 1.66159) and  the p-value was smaller 
than 0.05 (0.019 < 0.05), so it was concluded that there was an influence of Word of Mouth 
on Purchase Decisions through Consumer Satisfaction, so H9 was accepted. 

3. Quality of Service (X3) to Purchase Decision (Y) through Consumer Satisfaction (Z). In 
this study, the results were obtained that Service Quality has a positive and significant 
effect on Purchase Decisions through Consumer Satisfaction. Based on the results in 
Table 4.7, a t-value of 2.159 with a p-value of 0.009  was obtained, because the t-statistical  
value was greater than the t-value of the table, which was 1.66159 (2.159 > 1.66159) and  
the p-value was smaller than 0.05 (0.009 < 0.05), so it was concluded that there was an 
influence of Service Quality on Purchase Decisions through Consumer Satisfaction, so 
H10 was accepted. 
 

CONCLUSIONS  
This study investigates the impact of Digital Marketing, Word of Mouth, and Service 

Quality on Purchase Decisions, with Consumer Satisfaction as a mediating variable in the 
context of Pempek Betigo. The findings reveal that Digital Marketing, Word of Mouth, and 
Service Quality each have a positive and significant influence on Consumer Satisfaction. 
Furthermore, these three variables also directly and significantly affect Purchase Decisions. 
In addition, Consumer Satisfaction itself has a positive and significant effect on Purchase 
Decisions. The study also confirms that Consumer Satisfaction mediates the relationship 
between Digital Marketing, Word of Mouth, and Service Quality with Purchase Decisions, 
indicating that enhancing customer satisfaction can strengthen the influence of marketing 
strategies and service quality on consumer purchasing behavior. 
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