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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Digital Marketing, inovasi,
dan kualitas produk terhadap keputusan pembelian konsumen pada Fore Coffee
cabang Mega Mall Kota Batam, baik secara parsial maupun simultan. Latar
belakang penelitian ini didasari oleh semakin ketatnya persaingan industri kopi
modern di Indonesia, yang ditandai dengan meningkatnya jumlah coffee shop dan
perubahan perilaku konsumen menuju digitalisasi. Kondisi ini menuntut
perusahaan untuk mampu beradaptasi dengan perkembangan teknologi,
menciptakan inovasi produk yang sesuai dengan kebutuhan konsumen, serta
menjaga kualitas agar tetap relevan dan mampu bersaing di pasar. Penelitian ini
menggunakan pendekatan kuantitatif dengan metode purposive sampling, di mana
jumlah sampel yang ditetapkan sebanyak 384 responden yang merupakan
konsumen Fore Coffee di Mega Mall Batam. Teknik pengumpulan data dilakukan
melalui penyebaran kuesioner secara daring menggunakan Google Form,
sedangkan analisis data dilakukan dengan bantuan aplikasi SPSS versi 30 melalui
beberapa tahapan uji, yaitu uji kualitas data, uji asumsi klasik, uji regresi linier
berganda, dan uji hipotesis. Hasil penelitian menunjukkan bahwa Digital
Marketing, inovasi, dan kualitas produk memiliki pengaruh positif dan signifikan
terhadap keputusan pembelian, baik secara parsial maupun simultan. Temuan ini
memberikan implikasi praktis bahwa strategi pemasaran digital, inovasi
berkelanjutan, dan pengendalian kualitas merupakan faktor penting yang perlu
diprioritaskan perusahaan untuk meningkatkan kepuasan, loyalitas, dan keputusan
pembelian konsumen secara konsisten.

Kata kunci: Digital Marketing, Inovasi, Kualitas Produk, Keputusan Pembelian



ABSTRACT

This study aims to analyze the influence of Digital Marketing, innovation, and
product quality on consumer purchasing decisions at Fore Coffee, Mega Mall
Batam branch, both partially and simultaneously. The background of this research
is based on the increasingly competitive landscape of Indonesia’s modern coffee
industry, which has been driven by rapid digitalization and shifting consumer
preferences. As more consumers rely on digital platforms to seek information and
make purchasing decisions, coffee shops are required to optimize their online
marketing strategies, consistently innovate in terms of products and services, and
maintain product quality in order to remain competitive. A quantitative approach
was employed with purposive sampling, involving 384 respondents who were
customers of Fore Coffee at Mega Mall Batam. Data collection was carried out
through an online questionnaire distributed via Google Form. The data were
analyzed using SPSS version 30, involving a series of statistical tests such as data
quality testing, classical assumption testing, multiple linear regression, and
hypothesis testing. The results indicate that Digital Marketing, innovation, and
product quality have a positive and significant effect on purchasing decisions, both
partially and simultaneously. These findings provide practical implications,
suggesting that companies in the coffee industry should strengthen their digital
marketing strategies, sustain continuous innovation, and ensure consistent product
quality to enhance competitiveness, improve customer satisfaction, and encourage
repeat purchasing decisions.

Keywords: Digital Marketing, Innovation, Product Quality, Purchasing Decision
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