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MOTTO 

 

 
‘’When you’re going through something hard and you start 

wondering where Allah is, just remember, the Teacher is always 

quiet during a test’’ 

(Nouman Ali Khan) 

 
‘’When you find yourself in a position to help someone, be happy 

because Allah is answering that person’s prayer through you’’ 

(Nouman Ali Khan) 

 
‘’Good Grils Don’t Fight, Be You Dress Right, Shoot Low, Aim 

High And Stand Out, Fit In’’ (Song title Stand Out Fit In By One 

Ok Rock)
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ABSTRAK 

Di Indonesia beragam Industri bergerak di bidang makanan dan minuman mampu 

berkembang sangat cepat dan pesat dibuktikan dengan munculnya berbagai restoran 

fast food merek waralaba Internasional seperti (Dunkin Donut’s, KFC,MCD dll). 

Dalam Industri yang bergerak bidang makanan dan minuman mampu menjadi 

pendorong utama perekonomian negara Indonesia, terjadi petumbuhan pada industri 

makanan dan minuman sebesar 2,54% dimulai dari tahun 2020 hingga 2021, dengan 

nilai uang sebesar Rp 775,1 triliun. Menjadi pemegang sektor ekonomi terpenting di 

Indonesia, berbagai industri makanan dan minuman selalu berkontribusi terhadap 

Produk Dosmetik Bruto (PDB). Tujuan dari dilakukan penelitian ini adalah untuk 

mengetahui apakah pengetahuan Word Of Mouth (X1), Sales Promotion (X2) dan 

Relationship Marketing (X3) terhadap Keputusan Pembelian (Y) di Dunkin Donut’s 

cabang rumah sakit Unair Surabaya. jenis penelitian ini menggunakan metode 

kuantitatif dengan Analisis Regresi Linear Berganda, Populasinya adalah seleruh 

pembeli yang pernah melakukan transaksi di Dunkin Donut’s Cabang Rumah Sakit 

Unair Surabaya dengan jumlah sampel 100 responden dari penyebaran pernyataan e- 

kuesioner, melalui Google Form. Hasil yang diperoleh menyatakan bahwa Word of 

Mouth, Sales Promotion,dan Relationship Marketing berpengaruh secara parsial dan 

simultan terhadap keputusan pembelian. Pengujian hipotesis ini dibuktikan melalui 

uji t (parsial) bahwa Word of Mouth berpengaruh terhadap keputusan pembelian, Sales 

Promotion berpengaruh terhadap keputusan pembelian, juga Relationship Marketing 

berpengaruh terhadap keputusan pembelian. Serta uji F (Simultan) dengan F hitung 

38,738 > F tabel sebesar 2,699 dan Tingkat signifikan 0,000 < 0,05. Dengan perolehan 

nilai determinasi (R2) sebesar 54,8 %. Sedangkan sisanya 45,2 % dapat dipengaruhi 

oleh faktor-faktor lainnya dan berasal dari luar variabel yang diteliti seperti variabel, 

Iklan, Influencer Marketing dan Brand Image. 

 
Kata Kunci: Word Of Mouth, Sales Promotion, Relationship Marketing, 

Keputusan Pembelian. 

. 
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ABSTRACT 

In Indonesia, various industries operating in the food and beverage sector are able to 

develop very quickly and rapidly, as evidenced by the emergence of various fast food 

restaurants with international franchise brands such as (Dunkin Donut's, KFC, MCD, 

etc.). In the food and beverage industry which is able to become the main driver of 

the Indonesian economy, there was growth in the food and beverage industry of 2.54% 

starting from 2020 to 2021, with a monetary value of IDR 775.1 trillion. Being the 

most important economic sector in Indonesia, various food and beverage industries 

always contribute to Gross Domestic Product (GDP). The purpose of this research is 

to find out whether knowledge of Word of Mouth (X1), Sales Promotion (X2) and 

Relationship Marketing (X3) affects Purchasing Decisions (Y) at Dunkin Donut's 

Unair Surabaya Hospital branch. This type of research uses quantitative methods 

with Multiple Linear Regression Analysis. The population is all buyers who have 

made transactions at Dunkin Donut's Branch, Unair Hospital Surabaya with a sample 

size of 100 respondents from the e-questionnaire distribution statement, via Google 

Form. The results obtained state that Word of Mouth, Sales Promotion, and 

Relationship Marketing partially and simultaneously influence purchasing decisions. 

Testing this hypothesis is proven through the t test (partial) that Word of Mouth 

influences purchasing decisions, Sales Promotion influences purchasing decisions, 

and Relationship Marketing influences purchasing decisions. As well as the F test 

(Simultaneous) with Fcount 38.738 > Ftable 2.699 and significant level 0.000 < 0.05. 

With the determination value (R2) of 54.8%. Meanwhile, the remaining 45.2% can be 

influenced by other factors and come from outside the variables studied such as 

variables, advertising, influencer marketing and brand image. 

 
Keywords: Word of Mouth, Sales Promotion, Relationship Marketing, Purchasing 

Decisions.
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