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Abstract. Digital marketing and service quality have become important determinants of consumer 

purchasing behavior in the increasingly competitive food and beverage industry. This study aims to 

examine the partial and simultaneous effects of digital marketing and service quality on consumer pur-

chase decisions at PT. Roti Ketawa Siantar Waka-Waka, Pematangsiantar, Indonesia. A quantitative 

research approach was employed using a survey method involving 100 consumers selected through 

purposive sampling. Data were collected using structured questionnaires and analyzed with SPSS ver-

sion 25. The analysis included validity and reliability testing, classical assumption tests, multiple linear 

regression analysis, t-tests, and F-tests. The findings indicate that digital marketing has a positive and 

significant effect on purchase decisions (t = 2.231; p = 0.028), while service quality also has a positive 

and significant effect (t = 7.963; p < 0.001). Simultaneously, digital marketing and service quality sig-

nificantly influence consumer purchase decisions (F = 120.872; p < 0.001), explaining 71.4% of the 

variance in purchasing decisions (R² = 0.714). These findings suggest that improving digital marketing 

strategies alongside maintaining high service quality can effectively enhance consumer purchase deci-

sions. The study contributes to the understanding of consumer behavior in the food industry and pro-

vides practical recommendations for business managers seeking to strengthen customer engagement 

and competitiveness. 

Keywords: Consumer Behavior; Digital Marketing; Purchase Decision; Service Quality; Social Media 

Marketing. 

 

1. Introduction 

The rapid advancement of information and communication technologies has fundamen-
tally transformed consumer behavior and business practices across various industries. The 
widespread adoption of internet-based technologies has encouraged businesses to migrate 
from conventional marketing approaches to digital platforms, enabling companies to com-
municate with consumers more efficiently and expand their market reach beyond geograph-
ical limitations (Islam et al., 2020; Putri & Marlien, 2022). Indonesia has become one of the 
largest digital economies in Southeast Asia, supported by increasing internet penetration and 
social media usage, which significantly influence consumers' purchasing decisions. Conse-
quently, digital marketing has evolved into an essential business strategy for enhancing cus-
tomer engagement, improving brand awareness, and increasing sales performance. 

The object of this research is PT. Roti Ketawa Siantar Waka-Waka, a traditional food 
manufacturing company located in Pematangsiantar, Indonesia, specializing in the production 
of Roti Ketawa, a well-known local culinary product. As competition within the food industry 
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continues to intensify, companies producing traditional foods are increasingly required to 
adopt digital transformation strategies while simultaneously maintaining high-quality cus-
tomer service. Although PT. Roti Ketawa Siantar Waka-Waka has successfully expanded its 
business operations, the company faces growing competition from similar businesses, making 
effective digital marketing and superior service quality crucial determinants of consumer pur-
chasing decisions. 

Previous studies have extensively investigated the influence of digital marketing on con-
sumer purchase decisions. Digital marketing has been recognized as an effective communica-
tion mechanism utilizing websites, social media, search engines, e-mail marketing, affiliate 
marketing, and other digital platforms to establish stronger relationships between companies 
and consumers (Putri & Marlien, 2022; Sapti & Haryanti, 2017). Numerous empirical studies 
reported that digital marketing positively affects purchase intention, brand awareness, cus-
tomer engagement, and business competitiveness. Likewise, research on service quality con-
sistently demonstrates that service excellence contributes significantly to customer satisfac-
tion, loyalty, and repeat purchases (Fajar Lestari & Nur Azizah, 2023). These findings indicate 
that both digital marketing and service quality play important roles in shaping consumer pur-
chasing behavior. 

Despite these positive findings, previous studies exhibit several limitations. Most inves-
tigations examine digital marketing and service quality independently rather than simultane-
ously, limiting a comprehensive understanding of their combined effects on purchasing deci-
sions. Furthermore, existing studies generally focus on large-scale retail businesses, e-com-
merce platforms, or modern food industries, while empirical evidence regarding traditional 
local food enterprises remains relatively scarce. Previous research also tends to emphasize 
customer satisfaction or purchase intention rather than actual purchasing decisions. Conse-
quently, there remains a significant research gap concerning how digital marketing strategies 
and service quality jointly influence purchasing decisions within traditional culinary businesses 
operating in highly competitive regional markets. 

Based on these limitations, this research addresses the following problem: How do digital 
marketing and service quality individually and simultaneously influence consumer purchasing 
decisions at PT. Roti Ketawa Siantar Waka-Waka? Answering this question is essential for 
understanding whether digital transformation and service excellence can become strategic 
competitive advantages for traditional culinary businesses seeking sustainable growth. 

To address the identified research gap, this study proposes an integrated analytical frame-
work that simultaneously examines the effects of digital marketing and service quality on pur-
chasing decisions. Digital marketing is evaluated through indicators related to online promo-
tion, social media communication, accessibility of digital information, and customer interac-
tion, while service quality is assessed using dimensions adapted from the SERVQUAL model, 
including reliability, responsiveness, assurance, empathy, and tangible aspects. Consumer pur-
chasing decisions are analyzed as the dependent variable reflecting the effectiveness of both 
strategic factors. 

The contributions of this research are threefold. First, it enriches the literature by provid-
ing empirical evidence regarding the simultaneous influence of digital marketing and service 
quality within the context of traditional food manufacturing enterprises. Second, it extends 
previous studies by integrating both variables into a single analytical model, thereby offering 
a more comprehensive explanation of consumer purchasing behavior. Third, the findings 
provide practical recommendations for PT. Roti Ketawa Siantar Waka-Waka and similar small 
and medium-sized enterprises (SMEs) to optimize digital marketing strategies while continu-
ously improving service quality to strengthen competitive advantage and increase customer 
purchasing decisions. 

The remainder of this paper is organized as follows. Section 2 reviews the related litera-
ture and develops the research hypotheses. Section 3 describes the research methodology, 
including data collection procedures and analytical techniques. Section 4 presents the empir-
ical results and discussion. Finally, Section 5 concludes the study, highlights its implications, 
identifies limitations, and proposes directions for future research. 
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2. Preliminaries or Related Work or Literature Review 

Digital Marketing 
Digital marketing has become one of the most influential business strategies in the digital 

economy because it enables organizations to reach consumers more efficiently through inter-
net-based technologies. Unlike conventional marketing, digital marketing facilitates two-way 
communication between businesses and consumers through websites, social media, search 
engines, e-mail, and other digital platforms (Sopiyan, 2022; Sifwah et al., 2024). This interac-
tive communication not only increases market coverage but also improves customer engage-
ment, brand awareness, and purchasing opportunities. Modern digital marketing strategies 
commonly include search engine optimization (SEO), social media marketing, content mar-
keting, e-mail marketing, paid advertising, and video marketing, all of which contribute to 
strengthening organizational competitiveness. 

Previous studies consistently report that digital marketing positively influences consumer 
purchasing behavior. Putri and Marlien (2022) found that digital marketing significantly en-
hances customer engagement by providing accessible information and facilitating online in-
teraction. Similarly, Sapti and Haryanti (2017) emphasized that digital marketing offers cost-
effective communication channels that improve marketing efficiency while expanding market 
reach. Sopiyan (2022) further demonstrated that businesses implementing comprehensive 
digital marketing strategies experience higher consumer trust and stronger purchasing inten-
tions than those relying solely on conventional promotional activities. 

Several researchers have proposed different indicators for measuring digital marketing 
effectiveness. One commonly adopted framework evaluates digital marketing through inter-
action, incentive programs, website design, and cost efficiency. Meanwhile, Nasdini (cited in 
Aryani, 2021) suggests five primary dimensions consisting of accessibility, interactivity, enter-
tainment, credibility, and informativeness. These indicators have been widely applied because 
they capture consumers' experiences when interacting with digital marketing platforms. 

Despite the growing body of literature, previous studies present several limitations. Most 
investigations focus primarily on large retail companies, e-commerce businesses, or online 
marketplaces, while empirical evidence regarding traditional culinary industries remains lim-
ited. Furthermore, many studies investigate digital marketing independently without consid-
ering its interaction with service quality in influencing consumer purchasing decisions. There-
fore, additional research is required to provide a more comprehensive understanding of digital 
marketing effectiveness within local food manufacturing enterprises. 
Service Quality and Purchase Decision 

Service quality has long been recognized as a critical determinant of customer satisfac-
tion and purchasing decisions. Service quality refers to the extent to which services delivered 
by an organization meet or exceed customer expectations through reliable processes, compe-
tent employees, and supportive service environments (Azis, 2020). High-quality service cre-
ates positive customer experiences, strengthens trust, encourages repeat purchases, and ulti-
mately improves business performance. 

The SERVQUAL model remains the most widely accepted framework for evaluating 
service quality. According to Bago et al. (2022), service quality consists of five dimensions: 
tangibility, reliability, responsiveness, assurance, and empathy. Tangibility represents the 
physical facilities and appearance of service providers; reliability reflects the organization's 
ability to deliver promised services accurately; responsiveness measures promptness in assist-
ing customers; assurance concerns employee competence and trustworthiness; and empathy 
reflects individualized attention provided to customers. These dimensions collectively deter-
mine customers' perceptions of overall service quality. 

Consumer purchasing decisions represent the process through which individuals recog-
nize needs, search for information, evaluate available alternatives, decide to purchase, and 
subsequently evaluate their post-purchase experience (Kotler & Armstrong, 2016; Alia & Uus, 
2023). Ferdinand identifies purchasing decisions through transactional intention, referential 
intention, preferential intention, and exploratory intention, while Suyitno and Khijatul Istia-
dah (2018) emphasize product confidence, purchasing habits, recommendation behavior, and 
repurchase intention as primary indicators. 

Numerous empirical studies demonstrate that service quality significantly affects pur-
chasing decisions by improving customer satisfaction and strengthening consumer confi-
dence. However, most previous research examines service quality separately from digital mar-
keting. Consequently, the combined influence of digital marketing and service quality remains 
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insufficiently explored, particularly within traditional food industries operating in highly com-
petitive local markets. 

This study addresses this research gap by integrating digital marketing and service quality 
into a single analytical framework to explain consumer purchasing decisions at PT. Roti Ket-
awa Siantar Waka-Waka. Unlike previous studies that focus on either marketing strategy or 
service quality individually, this research simultaneously investigates the contribution of both 
variables, thereby providing a more comprehensive explanation of purchasing behavior 
among consumers of traditional culinary products. The proposed framework is expected to 
enrich existing marketing literature while offering practical recommendations for small and 
medium-sized food enterprises undergoing digital transformation. 

3. Proposed Method 

Research Framework 

This study adopts a quantitative research approach to investigate the influence of digital 

marketing and service quality on consumer purchasing decisions at PT. Roti Ketawa Siantar 

Waka-Waka. The conceptual framework assumes that digital marketing (X1) and service qual-

ity (X2) function as independent variables influencing purchasing decisions (Y) as the de-

pendent variable. 

Digital Marketing (X1) 

        │ 

        │ 

        ▼ 

                  Purchasing Decision (Y) 

        ▲ 

        │ 

        │ 

Service Quality (X2) 

Figure 1. Research Framework. 

Based on the conceptual framework, the hypotheses are formulated as follows. 

H1: Digital marketing positively influences purchasing decisions. 

H2: Service quality positively influences purchasing decisions. 

H3: Digital marketing and service quality simultaneously influence purchasing decisions. 

Research Design 

This research employs a quantitative explanatory design to examine causal relationships 

between variables. Data were collected through structured questionnaires distributed to con-

sumers of PT. Roti Ketawa Siantar Waka-Waka. The study was conducted at the company's 

main outlet located in Pematangsiantar, North Sumatra. 

The target population consisted of all consumers purchasing products from PT. Roti 

Ketawa Siantar Waka-Waka. Since the exact population size was unknown, the sample size 

was determined using the Lemeshow formula. A minimum sample of 100 respondents was 

obtained, which satisfies the requirement for multivariate statistical analysis. 

Purposive sampling was applied using the following criteria: 

a. Respondents have purchased products from PT. Roti Ketawa Siantar Waka-Waka. 

b. Respondents are at least 17 years old. 

c. Respondents completed the questionnaire independently. 

Variable Measurement 

Three variables were employed in this study. 
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Table 1. Operational Definition of Variables. 

Variable Indicators Scale 

Digital Marketing 
Interaction, Incentive Program, Site Design, 

Cost Efficiency 
5-point Likert 

Service Quality 
Tangibles, Reliability, Responsiveness, As-

surance, Empathy 
5-point Likert 

Purchasing Decision 
Product Confidence, Purchase Habit, Rec-

ommendation, Repurchase Intention 
5-point Likert 

 

Data Collection 

Primary data were collected using an online questionnaire developed based on validated 

measurement indicators from previous studies. Each item was measured using a five-point 

Likert scale ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). 

Secondary data were obtained from company documents, previous studies, books, and sci-

entific journals related to digital marketing, service quality, and consumer purchasing behav-

ior. 

Data Analysis 

Data analysis was performed using IBM SPSS Statistics. The analytical procedure con-

sisted of several stages. 

Algorithm 1. Research Procedure 

INPUT: Questionnaire responses from 100 consumers 

OUTPUT: Regression model and hypothesis testing results 

a. Design questionnaire based on research variables. 

b. Collect responses from eligible consumers. 

c. Perform data coding and cleaning. 

d. Conduct validity and reliability tests. 

e. Perform classical assumption tests. 

f. Estimate multiple linear regression model. 

g. Conduct t-test and F-test. 

h. Interpret findings and draw conclusions. 

The relationship among variables is estimated using multiple linear regression. 

Y=α+β1X1+β2X2+εY=\alpha+\beta_1X_1+\beta_2X_2+\varepsilonY=α+β1X1+β2

X2+ε  

where 

a. YYY = Purchasing Decision  

b. X1X_1X1 = Digital Marketing  

c. X2X_2X2 = Service Quality  

d. α\alphaα = Constant  

e. β1,β2\beta_1,\beta_2β1,β2 = Regression coefficients  

f. ε\varepsilonε = Error term  

The research model is evaluated using validity and reliability tests, followed by classical 

assumption testing consisting of normality, multicollinearity, heteroscedasticity, and autocor-

relation tests. Hypotheses are tested using the t-test for partial effects and the F-test for sim-

ultaneous effects with a significance level of 5%. 
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4. Results and Discussion 

Research Dataset and Initial Data Analysis 

This study employed a quantitative research approach using primary data collected 

through questionnaires distributed to consumers of PT. Roti Ketawa Siantar Waka-Waka, 

Pematangsiantar. The respondents were selected using purposive sampling based on four 

criteria: (1) at least 18 years old, (2) had visited the store, (3) had purchased products, and (4) 

followed the company's social media account. A total of 100 valid questionnaires were col-

lected over a period of 14 days. 

The data were analyzed using IBM SPSS Statistics Version 25. The analytical proce-

dures included descriptive statistics, validity and reliability tests, classical assumption tests 

(normality, linearity, multicollinearity, heteroscedasticity, and autocorrelation), and multiple 

linear regression analysis. 

Table 2. Respondent Characteristics. 

Characteristics Category Frequency Percentage 

Age 18–21 years 42 42% 

 22–25 years 58 58% 

Store Visit Ever 44 44% 

 Frequent 39 39% 

Purchase Frequency Ever 51 51% 

 Frequent 33 33% 

Social Media Followers Yes 100 100% 

Table 1 indicates that most respondents were between 22 and 25 years old (58%), sug-

gesting that the majority belonged to the productive age group with active social media en-

gagement. Furthermore, all respondents followed the company's social media account, indi-

cating that they had sufficient exposure to the firm's digital marketing activities before making 

purchasing decisions. 

Instrument Testing 

The research instrument consisted of 32 questionnaire items measuring Digital Mar-

keting, Service Quality, and Purchase Decision. Instrument quality was evaluated using va-

lidity and reliability tests. 

Table 2. Validity and Reliability Results. 

 

The validity test showed that only two indicators of the Digital Marketing construct 

were excluded because their correlation coefficients were below the minimum threshold (r = 

0.361). Meanwhile, all Service Quality and Purchase Decision indicators were valid. 

Cronbach's Alpha values above 0.80 indicate high internal consistency, demonstrating that 

the questionnaire was suitable for further statistical analysis. 

Classical Assumption Tests 

Variable Valid Items Invalid Items Cronbach's Alpha Result 

Digital Marketing 9 2 0.853 Reliable 

Service Quality 14 0 0.913 Reliable 

Purchase Decision 7 0 0.866 Reliable 
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Before hypothesis testing, several classical assumption tests were conducted to ensure 

that the regression model satisfied statistical requirements. 

Table 3. Classical Assumption Test Results. 

 

The results indicate that all assumptions required for multiple linear regression were 

fulfilled. Therefore, the regression model can be considered statistically reliable for testing 

the proposed hypotheses. 

The regression model used in this study is expressed as: 

Y=α+β1X1+β2X2+ε  

where: 

a. Y = Purchase Decision  

b. X₁ = Digital Marketing  

c. X₂ = Service Quality  

d. α = Constant  

e. β₁, β₂ = Regression coefficients  

f. ε = Error term 

Hypothesis Testing and Discussion 

Table 4. Hypothesis Testing Results. 

 

Table 5. Multiple Regression Model. 

F-value Sig. Adjusted R² 

120.872 0.000 0.714 

The regression analysis revealed that Digital Marketing significantly influences Pur-

chase Decision (t = 2.231; p = 0.028), supporting H1. This finding suggests that online pro-

motional activities through social media platforms such as Instagram, Facebook, Shopee, and 

TikTok effectively encourage consumers to purchase PT. Roti Ketawa products. Digital mar-

keting expands product visibility and facilitates information access, ultimately improving pur-

chasing decisions. 

The results are consistent with previous studies by Anwar and Juliana, who reported 

that digital marketing positively affects consumer purchasing behavior. The findings also 

support the consumer behavior theory proposed by Irwansyah et al., which states that tech-

nological developments significantly influence consumer decision-making processes. 

Service Quality demonstrated a stronger influence on Purchase Decision (t = 7.963; p 

< 0.001), indicating that customer satisfaction during the purchasing process remains the 

Test Result Interpretation 

Normality Sig = 0.075 Normal 

Linearity Sig = 1.000 Linear Relationship 

Multicollinearity VIF = 2.488 No Multicollinearity 

Heteroscedasticity Sig = 0.843; 0.830 No Heteroscedasticity 

Variable t-value Sig. Decision 

Digital Marketing 2.231 0.028 Supported 

Service Quality 7.963 0.000 Supported 
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primary determinant of purchasing decisions. Consumers are more likely to make repeat pur-

chases when the service provided meets or exceeds their expectations. This finding confirms 

that although digital marketing successfully attracts consumers, high-quality service is essen-

tial for converting consumer interest into actual purchases. 

Simultaneously, Digital Marketing and Service Quality significantly affected Purchase 

Decision (F = 120.872; p < 0.001), explaining 71.4% of the variation in purchasing decisions. 

The remaining 28.6% may be influenced by other factors such as product quality, price, brand 

image, and store location, which were beyond the scope of this study. 

Comparison with Previous Studies 

Table 6. Comparison with Previous Studies. 

 

Compared with previous studies, the present research confirms that both Digital Mar-

keting and Service Quality significantly influence consumer purchasing decisions. However, 

this study demonstrates that Service Quality provides a greater contribution than Digital Mar-

keting, highlighting the importance of maintaining excellent customer service even when 

businesses actively utilize digital marketing platforms. 

 

6. Conclusions 

This study concludes that both Digital Marketing and Service Quality significantly in-

fluence consumer purchasing decisions at PT. Roti Ketawa Siantar Waka-Waka. Although 

digital marketing effectively increases consumer awareness and interest, service quality exerts 

the strongest influence on purchasing decisions. Together, both variables explain 71.4% of 

consumer purchasing behavior. 

The findings contribute to the understanding of consumer behavior in small and me-

dium-sized enterprises (SMEs) by emphasizing the complementary roles of digital marketing 

and service quality in strengthening purchase decisions. Nevertheless, this study is limited to 

one company and a relatively small sample size. Future studies are encouraged to include 

additional variables, such as product quality, pricing, brand image, and store location, to pro-

vide a more comprehensive explanation of purchasing decisions. 
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