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ABSTRAK 

Pe$ne$litian ini be$rtujuan untuk me$nganalisis pe$ngaruh pe$riklanan dan promosi 

pe$njualan te$rhadap ke$putusan pe$mbe$lian konsume$n pada aplikasi GrabFood di 

Kota Jambi. Latar be$lakang pe$ne$litian ini didasari ole$h pe$satnya pe$rtumbuhan 

layanan pe$san-antar makanan se$rta pe$rsaingan yang se$makin ke$tat di antara 

pe$nye$dia jasa, khususnya antara GrabFood dan GoFood. Pe$ne$litian ini 

me$nggunakan me$tode$ kuantitatif de$ngan pe$nde$katan de$skriptif, me$libatkan 

pe$nye$baran kue$sione$r ke$pada konsume$n pe$ngguna aplikasi GrabFood. Data 

dianalisis me$nggunakan te$knik Partial Le$ast Square$ (PLS). Hasil pe$ne$litian 

me$nunjukkan bahwa pe$riklanan me$miliki pe$ngaruh positif dan signifikan te$rhadap 

ke$putusan pe$mbe$lian, se$me$ntara promosi pe$njualan  be$rpe$ngaruh positif dan 

signifikan te$rhadap ke$putusan pe$mbe$lian. Te$muan ini me$nyarankan bahwa strate$gi 

pe$masaran digital me$lalui pe$riklanan dan promosi pe$njualan pe$rlu dioptimalkan 

untuk me$ningkatkan ke$putusan pe$mbe$lian konsume$n te$rhadap layanan GrabFood. 

Kata kunci: Keputusan Pembelian, GrabFood, Periklanan, Promosi 

Penjualan, Pemasaran Digital. 
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ABSTRACT 

This study aims to analyze$ the$ influe$nce$ of adve$rtising and sale$s promotions on 

consume$r purchasing de$cisions on the$ GrabFood application in Jambi City. The$ 

background of this study is base$d on the$ rapid growth of food de$live$ry se$rvice$s and 

the$ incre$asingly tight compe$tition among se$rvice$ provide$rs, e$spe$cially be$twe$e$n 

GrabFood and GoFood. This study use$s a quantitative$ me$thod with a de$scriptive$ 

approach, involving the$ distribution of que$stionnaire$s to consume$rs who use$ the$ 

GrabFood application. Data we$re$ analyze$d using the$ Partial Le$ast Square$ (PLS) 

te$chnique$. The$ re$sults of the$ study indicate$ that adve$rtising has a significant 

influe$nce$ on purchasing de$cisions, while$ sale$s promotions have$ a positive$ e$ffe$ct on 

purchasing de$cisions. The$se$ findings sugge$st that digital marke$ting strate$gie$s 

through adve$rtising and sale$s promotions ne$e$d to be$ optimize$d to incre$ase$ 

consume$r purchasing de$cisions for GrabFood se$rvice$s. 

Keywords: Purchase Decision, GrabFood, Advertising, Sales Promotion, Digital 

Marketing.


