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ABSTRAK 

AISYAH NUR SADJADAH. Analisis Faktor-Faktor yang Mempengaruhi 

Keputusan Pembelian Dan Loyalitas Pelanggan Pada Produk Layanan 

Internet. Jakarta : Program Studi Bisnis Digital, Fakultas Ekonomi dan 

Bisnis, Universitas Negeri Jakarta, 2025. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh social media marketing, 

customer engagement, dan product quality terhadap purchase decision dan 

customer loyalty pada pengguna layanan internet IndiHome di DKI Jakarta. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei terhadap 

300 responden, serta analisis data menggunakan Structural Equation Modeling 

(SEM). Hasil studi menunjukkan bahwa social media marketing dan customer 

engagement berpengaruh positif dan signifikan terhadap keputusan pembelian dan 

loyalitas pelanggan. Keputusan pembelian juga terbukti berpengaruh signifikan 

terhadap loyalitas pelanggan. Namun, kualitas produk hanya berpengaruh terhadap 

keputusan pembelian, tetapi tidak signifikan terhadap loyalitas pelanggan. Temuan 

ini memberikan kontribusi teoretis dengan menguatkan Expectation Confirmation 

Theory (ECT) dan Theory of Planned Behavior (TPB), serta menekankan 

pentingnya strategi digital dalam menciptakan koneksi yang berkelanjutan dengan 

pelanggan. Implikasi praktis dari penelitian ini menunjukkan bahwa perusahaan 

perlu memprioritaskan keterlibatan digital dan komunikasi dua arah melalui media 

sosial dalam meningkatkan loyalitas pelanggan. 

 

Kata Kunci: Social Media Marketing, Customer Engagement, Product Quality, 

Purchase Decision, Customer Loyalty 
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ABSTRACT 

AISYAH NUR SADJADAH. Analysis of Factors Affecting Purchase Decisions 

and Customer Loyalty in Internet Service Products. Jakarta: Digital Business 

Study Program, Faculty of Economics and Bussiness, Jakarta State University, 

2025. 

 

This research aims to analyze the influence of social media marketing, customer 

engagement, and product quality on purchase decisions and customer loyalty 

among IndiHome internet service users in Jakarta. This study employs a 

quantitative approach using a survey method with 300 respondents, and data 

analysis using Structural Equation Modeling (SEM). The results indicate that social 

media marketing and customer engagement have a positive and significant 

influence on purchase decisions and customer loyalty. Purchase decisions are also 

found to have a significant influence on customer loyalty. However, product quality 

only influences purchase decisions but does not significantly affect customer 

loyalty. These findings contribute theoretically by reinforcing the Expectation 

Confirmation Theory (ECT) and the Theory of Planned Behavior (TPB), and 

emphasize the importance of digital strategies in building long-term relationships 

with customers. The practical implications of this study suggest that companies 

should prioritize digital engagement and two-way communication through social 

media to enhance customer loyalty. 

 

Keywords: Social Media Marketing, Customer Engagement, Product Quality, 

Purchase Decision, Customer Loyalty 
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