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 The competition for online food delivery services encourages digital 

companies to improve the quality of applications and promotional 

strategies to retain consumers. This study aims to analyze the influence 

of App Quality and Sales Promotion on Purchase Decision through 

Customer Satisfaction as a mediating variable in GrabFood users in 

Sukabumi City. The study uses a quantitative approach with the 

Structural Equation Modeling (SEM) method using AMOS. Data was 

obtained through a questionnaire to 160 GrabFood users who were 

selected using purposive sampling techniques. The results of the study 

show that App Quality and Sales Promotion have a positive and 

significant effect on Customer Satisfaction. App Quality also has a 

significant effect on Purchase Decision, while Sales Promotion has no 

direct effect on Purchase Decision. In addition, Customer Satisfaction 

has been proven to have a significant effect on Purchase Decision and 

acts as a mediating variable. This research shows that improving the 

quality of the application and user satisfaction are important factors in 

driving the purchase decision of GrabFood services. 
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1. INTRODUCTION  

The development of digital 

technology has significantly changed 

consumer behavior, including food 

purchasing activities. One of the major 

developments is the emergence of online food 

delivery (OFD) services, which allow 

consumers to order and receive food through 

digital platforms. These services provide 

convenience, efficiency, and flexibility 

because consumers can complete transactions 

without visiting restaurants directly. The 

increasing adoption of digital services 

indicates that technology has become an 

important factor in shaping consumer 

purchasing behavior [1], [2] 

The growth of online food delivery 

services has also increased competition 

among digital platforms such as GrabFood, 

GoFood, and ShopeeFood. Each platform 

continues to improve application features, 

promotional strategies, and service 

experiences to attract and retain users. This 

competitive environment provides 

consumers with more alternatives, causing 

companies to focus not only on transaction 

convenience but also on creating superior 

digital experiences that encourage continued 

usage [3], [4]. 

https://creativecommons.org/licenses/by-sa/4.0/
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GrabFood is one of the leading online 

food delivery platforms in Indonesia. 

However, strong market competition creates 

challenges in maintaining consumer 

purchasing decisions. Although GrabFood 

provides various features and promotional 

programs, changes in transaction 

performance indicate that companies need to 

continuously evaluate factors influencing 

consumer behavior. Application 

performance, promotional effectiveness, and 

user satisfaction are important aspects that 

may determine whether consumers continue 

choosing a digital service platform [5], [6]. 

In the context of digital consumer 

behavior, purchase decisions are influenced 

by several evaluations, including application 

convenience, transaction security, 

promotional benefits, and previous service 

experiences. Consumers do not only consider 

economic benefits but also evaluate the 

overall value obtained during service usage 

[7], [8]. Therefore, understanding the 

relationship between application quality, 

sales promotion, customer satisfaction, and 

purchase decision is important for explaining 

consumer behavior in online food delivery 

services. 

Previous studies have examined the 

relationship between digital service quality, 

promotional strategies, customer satisfaction, 

and purchase decisions. However, most 

studies have focused on direct relationships 

between service quality or promotion and 

purchasing decisions [9], [10]. Research that 

integrates application quality and sales 

promotion with customer satisfaction as a 

mediating mechanism remains limited, 

particularly in the context of GrabFood users 

in regional areas such as Sukabumi City. 

The research gap of this study lies in 

the limited understanding of how 

technological factors and marketing strategies 

jointly influence consumer decisions through 

satisfaction mechanisms. Consumer 

characteristics and service experiences may 

differ across regions, resulting in different 

behavioral patterns. Therefore, this study 

provides a more specific analysis of GrabFood 

consumer behavior in Sukabumi City [11], 

[12]. 

The novelty of this research is the 

development of a model that examines the 

mediating role of Customer Satisfaction in the 

relationship between App Quality, Sales 

Promotion, and Purchase Decision. This 

approach emphasizes that consumer 

decisions are not only influenced by 

technological and marketing factors directly 

but also through positive experiences formed 

during service usage [13], [14], [15]. 

Based on this background, this study 

aims to analyze the influence of App Quality 

and Sales Promotion on Purchase Decision 

through Customer Satisfaction among 

GrabFood users in Sukabumi City. The 

hypotheses proposed in this study are: 

 

H1: App Quality has a positive and 

significant effect on Customer Satisfaction. 

H2: Sales Promotion has a positive 

and significant effect on Customer 

Satisfaction. 

H3: App Quality has a positive and 

significant effect on Purchase Decision. 

H4: Sales Promotion has a positive 

and significant effect on Purchase Decision. 

H5: Customer Satisfaction has a 

positive and significant effect on Purchase 

Decision. 

H6: Customer Satisfaction mediates 

the influence of App Quality and Sales 

Promotion on Purchase Decision. 

 

2. LITERATURE REVIEW  

The literature review provides the 

theoretical foundation for explaining the 

relationships between variables in this study. 

This section discusses relevant concepts and 

previous theoretical perspectives related to 

App Quality, Sales Promotion, Customer 

Satisfaction, and Purchase Decision. The 

discussion aims to explain how each variable 

influences consumer behavior in digital 

service environments, particularly in the 

context of online food delivery platforms. 

Based on these theoretical foundations, the 

relationships between variables are 

developed to support the proposed research 

model and hypotheses. 
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2.1 App Quality 

App Quality refers to the 

ability of a digital application to 

provide effective, reliable, and 

convenient services for users. 

According to DeLone and 

McLean (2003), system quality is 

one of the main dimensions of 

information system success 

because it reflects system 

performance, reliability, ease of 

use, and functionality. In digital 

service platforms such as 

GrabFood, application quality 

can be evaluated through ease of 

navigation, system stability, 

information accuracy, and 

transaction security [13]. 

A high-quality application 

can improve user experience 

because consumers are able to 

complete transactions more 

efficiently. When users perceive 

that an application provides 

convenience and reliable 

performance, they tend to 

develop positive evaluations 

toward the service [16], [17]. 

Therefore, App Quality is 

expected to influence Customer 

Satisfaction and Purchase 

Decision. 

2.2 Sales Promotion 

Sales Promotion is a 

marketing strategy that provides 

short-term incentives to 

encourage consumer 

transactions. Kotler and Keller 

(2016) explain that sales 

promotion includes various 

activities such as discounts, 

vouchers, cashback, bonuses, 

and special offers designed to 

increase consumer interest and 

perceived value [1], [18]. 

In online food delivery 

services, promotional strategies 

are commonly used to attract 

consumers and increase 

transaction frequency. Effective 

promotions can create additional 

benefits for consumers, which 

may increase satisfaction [19]. 

However, promotional 

incentives alone may not 

guarantee purchasing decisions 

because consumers also evaluate 

service quality and overall 

experience. 

2.3 Customer Satisfaction 

Customer Satisfaction 

represents consumers’ 

evaluation after comparing their 

expectations with the actual 

experience received from a 

product or service. Huse [20] 

explains that satisfaction occurs 

when service performance meets 

or exceeds consumer 

expectations. 

In online food delivery 

services, satisfaction is 

influenced by various aspects, 

including application quality, 

transaction convenience, 

delivery experience, and 

perceived benefits. Satisfied 

consumers tend to have stronger 

intentions to reuse services and 

make repeat purchases [3], [5]. 

Therefore, Customer Satisfaction 

plays an important role in 

explaining consumer purchasing 

behavior. 

2.4 Purchase Decision 

Purchase Decision refers to 

the process through which 

consumers evaluate alternatives 

and determine whether to 

choose a particular product or 

service. According to Kotler and 

Keller [21], purchasing decisions 

are influenced by consumer 

perceptions regarding value, 

trust, experience, and 

satisfaction [22]. 

In digital services, consumers 

consider multiple factors before 

completing transactions, 

including application 

performance, promotional 

attractiveness, and previous 
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experiences. Consumers who 

perceive high value and 

satisfaction are more likely to 

continue using the service and 

make future purchases. 

2.5 Research Framework (10pt) 

Based on previous theories 

and empirical studies, this 

research proposes that App 

Quality and Sales Promotion 

influence Purchase Decision 

both directly and indirectly 

through Customer Satisfaction. 

Customer Satisfaction is 

positioned as a mediating 

variable because consumer 

experience plays an important 

role in transforming 

technological quality and 

marketing strategies into 

purchasing behavior. 

 

3. METHODS  

This study uses a quantitative 

approach with an explanatory research design 

that aims to test the causal relationship 

between variables through hypothesis testing 

based on numerical data from respondents 

[3], [23]. This study analyzes the influence of 

App Quality (X1) and Sales Promotion (X2) on 

Purchase Decision (Y) through Customer 

Satisfaction (Z) as a mediating variable for 

GrabFood users in Sukabumi City. Model 

testing was carried out using the Structural 

Equation Modeling (SEM) method with the 

help of AMOS to analyze the direct, indirect, 

and intervariable influences simultaneously 

[11], [24], [25]. 

The object of this research is the 

GrabFood service, which is an online food 

delivery service on the Grab application 

which is the focus of a study on consumer 

behavior of users in Sukabumi City. This 

study analyzes the factors that affect purchase 

decisions through the variables App Quality 

(X1) as application quality, Sales Promotion 

(X2) as a promotion strategy, Customer 

Satisfaction (Z) as a mediation variable, and 

Purchase Decision (Y) as a dependent 

variable. 

The population in this study is all 

users of GrabFood services in Sukabumi City 

who have experience using the application 

and making transactions. The research sample 

consisted of 160 GrabFood user respondents 

who were selected based on certain criteria 

and had met the analysis needs using the 

Structural Equation Modeling (SEM) method. 

The respondents were selected because they 

were able to provide a first-hand experience 

assessment of the quality of the application, 

promotions, satisfaction, and purchase 

decisions of GrabFood services. 

The sampling technique in this study 

uses purposive sampling, which is the 

selection of respondents based on certain 

criteria [26], [27]. Respondents were selected 

from users who had used and made 

transactions through GrabFood services and 

were willing to provide information about the 

user experience. This technique is used so that 

the data obtained is in accordance with the 

research objectives and is able to describe 

consumer perception of the variables App 

Quality, Sales Promotion, Customer 

Satisfaction, and Purchase Decision. 

The research instrument uses a 

questionnaire that is compiled based on 

indicators from the variables App Quality, 

Sales Promotion, Customer Satisfaction, and 

Purchase Decision with reference to relevant 

theories and previous research. The 

questionnaire was distributed online to 

GrabFood users in Sukabumi City to obtain 

data on respondents' perceptions of 

application quality, promotions, satisfaction, 

and purchase decisions. 

The research variable consists of App 

Quality (X1) which measures the quality of 

applications based on ease of use, system 

functionality, information quality, and system 

security (DeLone & McLean, 2003). Sales 

Promotion (X2) measures promotional 

activity through indicators of rebates, 

cashback, additional bonuses, and special 

offers (Kotler & Keller, 2016). Customer 

Satisfaction (Z) measures the level of user 

satisfaction based on the fulfillment of 

expectations, satisfaction with prices and 

services, and emotional satisfaction (Oliver, 

2010; Kotler & Keller, 2016). Meanwhile, 
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Purchase Decision (Y) measures consumer 

decisions through indicators of confidence in 

choosing services, purchase decisions, usage 

priorities, and repurchase intent [21], [28]. 

The study measured using the Likert 

scale to convert respondents' perceptions into 

statistically analyzeable numerical data. Data 

analysis was carried out using the Structural 

Equation Modeling (SEM) method with the 

help of AMOS software to test the relationship 

between variables simultaneously and 

determine the direct and indirect influences. 

The analysis stages include testing 

measurement models through Confirmatory 

Factor Analysis (CFA) and structural models 

to test the relationships between variables 

based on research hypotheses. 

The research test included a validity 

test using the Standardized Loading Factor 

(SLF) to ensure the ability of the indicator to 

explain the construct, as well as a reliability 

test through Construct Reliability (CR) and 

Average Variance Extracted (AVE) values to 

determine the consistency of variable 

measurements. Furthermore, Confirmatory 

Factor Analysis (CFA) and Goodness of Fit 

testing were carried out to assess the 

suitability of the research model. Hypothesis 

testing was carried out based on the Critical 

Ratio (C.R.) value > 1.96 and Probability (P) < 

0.05 on the AMOS output to determine the 

direct, indirect, and total influence between 

variables. 

 

4. RESULTS AND DISCUSSION  

4.1 Characteristics of Respondents 

This study involved as many as 160 

respondents who used GrabFood in 

Sukabumi City who had experience using the 

application and making transactions. The 

characteristics of the respondents showed that 

GrabFood users consisted of different groups 

based on gender, age, occupation, and 

frequency of use. Based on gender, male and 

female respondents had a balanced number, 

which was 50% each. This shows that online 

food delivery services have been widely used 

by various groups of users. 

Based on age, respondents were 

dominated by the age group over 30 years old 

at 31.25%, followed by 24.38% by 24.38% by 

26–30 years old, 23.75% by 17–20 years old, 

and 21–25 years old by 20.63%. Based on 

work, the majority of respondents came from 

the entrepreneurial group at 41.88%, students 

at 32.50%, and employees at 25.63%. 

Meanwhile, the frequency of use shows that 

all respondents are active users with varying 

intensity of use. These characteristics show 

that respondents have sufficient experience in 

assessing the quality of the application, 

promotions, satisfaction, and purchase 

decisions of GrabFood services. 

 

4.2 Measurement Model Analysis 

Measurement Model Analysis is 

carried out to determine the ability of 

indicators to explain each research construct. 

This test was carried out using Confirmatory 

Factor Analysis (CFA) with the help of AMOS 

to ensure that the indicators in the App 

Quality, Sales Promotion, Customer 

Satisfaction, and Purchase Decision variables 

have met the model feasibility criteria before 

structural testing is carried out. 
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4.2.1 Confirmatory Factor Analysis (CFA) Eksogen 

 
Figure 1. Confirmatory Factor Analysis of Exogenous Variables 

 

Based on Figure 1, the exogenous 

CFA results show that the indicators in the 

App Quality (X1) and Sales Promotion (X2) 

variables are able to explain the respective 

constructs well. The value of the loading factor 

in each indicator shows a strong contribution 

in shaping the research variable. This shows 

that the quality of the application and sales 

promotion already have appropriate 

measurement indicators to use in the research 

model. 

The feasibility of the exogenous CFA 

model was further tested using several 

Goodness of Fit indicators presented in Table 2. 

 

Table 2. Exogenous Variable CFA Model Feasibility Test Analysis Output 
No Goodness of Fit Cut off Value Analysis Results Remarks 

1 Chi-square <(df=0,05) 26,095 Fit 

2 CMIN/DF <2,00 1,373 Fit 

3 Probability >0,05 ,128 Fit 

4 GFI >0,90 ,963 Fit 

5 AGFI >0,90 ,929 Fit 

6 TLI >0,90 ,988 Fit 

7 CFI >0,95 ,992 Fit 

8 RMSEA <0,08 ,048 Fit 

Source: Data Processed using AMOS (2026) 
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4.2.2 Confirmatory Factor Analysis (CFA) 

Figure 2. Confirmatory Factor Analysis of Endogenous Variables 

 

Based on Figure 2, the results of 

endogenous CFA show that the indicators on 

the variables Customer Satisfaction (Z) and 

Purchase Decision (Y) have a strong 

relationship in explaining the research 

construct. This shows that consumer 

satisfaction indicators and purchase decisions 

have been able to reflect the perception of 

GrabFood users. 

Feasibility testing of the endogenous 

CFA model is carried out through the 

Goodness of Fit indicator presented in Table 

3. 

 

4.2.3 Endogenous Variable CFA Model Feasibility Test Analysis Output 

No Goodness of Fit Cut off Value Analysis Results Remarks 

1 Chi-square <(df=0,05) 13,908 Fit 

2 CMIN/DF <2,00 ,732 Fit 

3 Probability >0,05 ,789 Fit 

4 GFI >0,90 ,978 Fit 

5 AGFI >0,90 ,959 Fit 

6 TLI >0,90 1,007 Fit 

7 CFI >0,95 1,000 Fit 

8 RMSEA <0,08 ,000 Fit 

Source: Data Processed using AMOS (2026) 

 

Based on Table 3, all Goodness of Fit 

values in the endogenous CFA model have 

met the model acceptance criteria. These 

results show that the variables Customer 

Satisfaction and Purchase Decision have valid 

indicators in explaining the research 

construct. Thus, the measurement model has 

met the requirements to proceed at the 

validity, reliability, and structural model 

testing stages. 

 

4.3 Validity and Reliability 

Analysis 

Validity and reliability testing is 

carried out to ensure that the indicators used 

in the study are able to measure constructs 

appropriately and consistently. Validity 

testing was carried out through the 

Standardized Loading Factor (SLF) value, 

while reliability testing was carried out by 

looking at Construct Reliability (CR) and 

Average Variance Extracted (AVE) values. An 
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indicator is declared valid if it has an SLF 

value that meets the acceptance criteria, while 

a construct is declared reliable if it has a CR 

value of > 0.70 and AVE > 0.50. 

 

Table 4. Construct Validity and Reliability 

Variable 
Indicator Loading 

(SLF) 

Construct Reliabelity 

(CR) 

Avarage Variance 

Extracted (AVE) 
Result 

App Quality 0.843 – 0.861 0.912 0.723 Reliable 

Sales Promotion 0.816 – 0.838 0.897 0.686 Reliable 

Customer 

Satisfaction 
0.807 – 0.892 0.909 0.715 Reliable 

Purchase Decision 0.844 – 0.877 0.916 0.731 Reliable 

Source: Data Processed using AMOS (2026) 

 

Based on Table 4, all indicators in the 

research variables have a Standardized 

Loading Factor (SLF) value in the range of 

0.807 to 0.892. This value shows that all 

indicators have a good ability to explain their 

respective constructs. The App Quality 

variable has a loading factor value of 0.843–

0.861, Sales Promotion of 0.816–0.838, 

Customer Satisfaction of 0.807–0.892, and 

Purchase Decision of 0.844–0.877. Thus, all 

indicators are declared to meet the criteria of 

convergent validity. 

The results of the reliability test 

showed that all variables had a Construct 

Reliability (CR) value above the minimum 

limit of 0.70. The highest CR value was found 

in the Purchase Decision variable of 0.916, 

followed by App Quality of 0.912, Customer 

Satisfaction of 0.909, and Sales Promotion of 

0.897. These results show that all indicators 

have a good level of consistency in measuring 

research constructs. 

Figure 3. Full Structural Equation Modeling Model Using AMOS 
Source: Data Processed using AMOS (2026) 

 

The Average Variance Extracted 

(AVE) value on all variables also shows 

results that meet the criteria, which are above 

0.50. The Purchase Decision variable has an 

AVE value of 0.731, App Quality of 0.723, 

Customer Satisfaction of 0.715, and Sales 

Promotion of 0.686.This shows that the 

research construct is able to explain most of 

the variance of its constituent indicators. 

Based on the results of the validity 

and reliability tests, all research variables, 

namely App Quality, Sales Promotion, 
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Customer Satisfaction, and Purchase 

Decision, have met the requirements of the 

model measurement. Thus, the indicators 

used are declared valid and reliable so that 

they can be continued at the stage of structural 

model analysis using Structural Equation 

Modeling (SEM). 

 

4.4 Structural Model Analysis 

Structural Model Analysis is carried 

out to test the relationship between the overall 

research variables based on the model that has 

been built. This test aims to determine the 

structural relationship between App Quality 

(X1), Sales Promotion (X2), Customer 

Satisfaction (Z), and Purchase Decision (Y). 

The structural model was tested using the 

Structural Equation Modeling (SEM) method 

with the help of AMOS to see the direct and 

indirect influence between the research 

variables. 

Based on Figure 3, the SEM model 

shows the relationship between research 

constructs, namely the influence of App 

Quality and Sales Promotion on Customer 

Satisfaction, as well as the influence of these 

three variables on Purchase Decision. In 

addition, this model also describes the role of 

Customer Satisfaction as a mediating variable 

that explains the relationship between 

independent variables and GrabFood users' 

purchasing decisions. 

The feasibility of the structural model 

was then tested using several indicators of 

Goodness of Fit to determine the suitability 

between the research model and the empirical 

data obtained from the respondents. 

 

Table 5. Goodness of Fit Test Full SEM Model 

No Goodness of Fit Cut off Value Analysis Results Results 

1 Chi-square <(df=0,05) 120,973 Fit 

2 CMIN/DF <2,00 1,222 Fit 

3 Probability >0,05 ,066 Fit 

4 GFI >0,90 ,919 Fit 

5 AGFI >0,90 ,888 Fit 

6 TLI >0,90 ,986 Fit 

7 CFI >0,95 ,989 Fit 

8 RMSEA <0,08 ,037 Fit 

Source: Data Processed using AMOS (2026) 

 

Based on Table 5, the test results show 

that the SEM model has met most of the 

Goodness of Fit criteria. The CMIN/DF value 

of 1.222 and the Probability of 0.066 indicate 

that the model has a good level of 

compatibility with the research data. In 

addition, the GFI value of 0.919, TLI of 0.986, 

CFI of 0.989, and RMSEA of 0.037 have met 

the criteria for model acceptance. 

Although the AGFI value of 0.888 is 

slightly below the ideal limit, the model as a 

whole is still acceptable as most of the 

Goodness of Fit indicators show results that 

meet the criteria. Thus, Full Structural 

Equation Modeling (SEM) in this study was 

declared feasible to be used to test the 

relationship between App Quality, Sales 

Promotion, Customer Satisfaction, and 

Purchase Decision variables in GrabFood 

users in Sukabumi City. 

 

4.5 Hypothesis Testing 

Hypothesis testing was carried out to 

determine the causal relationship between 

variables in the research model, namely the 

influence of App Quality, Sales Promotion, 

Customer Satisfaction, and Purchase 

Decision. The test was carried out using the 

Regression Weight value on the AMOS 

output by looking at the Critical Ratio (C.R.) 

and Probability (P-value) values. The 

hypothesis is stated to be accepted if the C.R. 

value is > 1.96 and the P value is < 0.05, which 

shows a significant influence between the 

study variables. 
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Table 8. Regression Weight 

 Estimate S.E. C.R. P Remark 

Costumer_Satisfaction < --- App_Quality ,446 ,086 5,182 *** Accepted 

Costumer_Satisfaction < --- Sales_Promotion ,378 ,082 4,631 *** Accepted 

Purchase_Decision < --- App_Quality ,226 ,084 2,695 ,007 Accepted 

Purchase Decision < --- Sales_Promotion ,132 ,079 1,681 ,093 Rejected 

Purchase Decision < --- Costumer_Satisfaction ,595 ,096 6,231 *** Accepted 

Source: AMOS Output Processed Data (2026) 

 

Based on Table 8, the test results show 

that App Quality has a positive and 

significant effect on Customer Satisfaction 

with an estimated value of 0.446, a C.R. value 

of 5.182, and a P< value of 0.001. These results 

show that the better the quality of the 

GrabFood application, the higher the level of 

user satisfaction. These findings support the 

theory of DeLone and McLean (2003) who 

explain that system quality is an important 

factor in the success of technology-based 

services because it is able to provide 

convenience, reliability, and convenience for 

users. In the context of GrabFood, an 

application that is easy to use, has clear 

information, a stable system, and good 

transaction security can improve the positive 

user experience and thus shape consumer 

satisfaction. Thus, H1 that states that App 

Quality has a positive and significant effect on 

Customer Satisfaction is accepted. 

Furthermore, the results of the study 

showed that Sales Promotion had a positive 

and significant effect on Customer 

Satisfaction with an estimated value of 0.378, 

a C.R. value of 4.631, and a P< value of 0.001. 

These results show that the more attractive 

the promotional program provided by 

GrabFood, the higher the user satisfaction 

rate. This finding is in line with the concept of 

Kotler and Keller (2016) which states that sales 

promotion is a marketing strategy that 

provides incentives to consumers to increase 

interest and perceived value in a product or 

service. Programs such as vouchers, 

discounts, cashback, and various special 

offers are able to provide additional benefits 

for consumers so as to increase satisfaction 

after using services. Thus, H2 that states that 

Sales Promotion has a positive and significant 

effect on Customer Satisfaction is accepted. 

In the relationship between App 

Quality and Purchase Decision, the test results 

showed a positive and significant influence 

with an estimated value of 0.226, a C.R. value 

of 2.695, and a P value of 0.007. These results 

show that the quality of the application is one 

of the factors that influence consumers' 

decisions to use GrabFood. Consumers tend 

to choose digital services that provide easy 

access, a simple transaction process, and a 

trustworthy system. These findings reinforce 

the view of DeLone and McLean (2003) that a 

good quality of information systems can 

increase user acceptance of a technology. 

Therefore, the better the quality of the 

GrabFood app, the more likely consumers are 

to make a purchase decision. Thus, H3 that 

states that App Quality has a positive and 

significant effect on the Purchase Decision is 

accepted. 

In contrast to the previous variable, 

the test results showed that Sales Promotion 

did not have a significant effect on the 

Purchase Decision with an estimated value of 

0.132, a C.R. value of 1.681, and a P value of 

0.093. Although it has a positive influence 

direction, the value does not meet the 

significance criteria. These results show that 

the promotions provided by GrabFood are not 

strong enough to directly drive consumer 

purchase decisions. This condition shows that 

consumers not only consider the price factor 

or promotional advantages, but also pay 

attention to other factors such as the quality of 

the app, the user experience, and the level of 

satisfaction. This finding is in accordance with 

the concept of Kotler and Keller (2016) that the 

purchase decision is a process of evaluating 

various factors before consumers make a 

choice. Thus, H4 which states that Sales 

Promotion has a positive and significant effect 

on the Purchase Decision is rejected. 
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The results of the last test showed that 

Customer Satisfaction had a positive and 

significant effect on Purchase Decision with 

an estimated value of 0.595, a C.R. value of 

6.231, and a P< value of 0.001. The estimated 

value is the biggest influence in the research 

model, showing that consumer satisfaction is 

the dominant factor in shaping GrabFood 

users' purchasing decisions. These results 

support Oliver's (2010) theory which explains 

that customer satisfaction is the result of 

consumer evaluation after comparing 

expectations with the experience received. 

Consumers who are satisfied with the service 

tend to have a greater tendency to re-make 

transactions. Thus, H5 that states that 

Customer Satisfaction has a positive and 

significant effect on the Purchase Decision is 

accepted. 

Based on the overall results of the 

hypothesis testing, it can be concluded that 

four research hypotheses are accepted and 

one hypothesis is rejected. The results show 

that the main factor that drives GrabFood 

users' purchasing decisions is consumer 

satisfaction, while the quality of the 

application plays a supporting factor that 

improves the user experience. Meanwhile, 

sales promotion is more effective in 

improving purchasing decisions if it is able to 

create consumer satisfaction first. These 

findings reinforce that in digital services, 

companies need to focus on improving the 

overall user experience, rather than relying 

solely on promotional strategies. 

 

4.6 Direct, Indirect, and Total 

Effects 

Direct Effect, Indirect Effect, and 

Total Effect analysis was carried out to 

determine the magnitude of the influence 

between variables in the research model in 

more depth. This analysis aims to see the 

direct influence of App Quality (X1) and Sales 

Promotion (X2) on Purchase Decision (Y), as 

well as to determine the role of Customer 

Satisfaction (Z) as a mediation variable. This 

effect test is carried out based on the 

Standardized Effects value on the AMOS 

output.  
 

Table 9. Standardized Direct Effects 

 Direct Effect 

App Quality → Customer Satisfaction 0,457 

Sales_Promotion → Costumer_Satisfaction 0,403 

App_Quality → Purchase_Decision 0,221 

Sales_Promotion → Purchase Decision 0,134 

Costumer_Satisfaction → Purchase Decision 0,567 

Source: AMOS Output Processed Data (2026) 

 

Based on Table 9, the results of the 

analysis show that Customer Satisfaction has 

the largest direct influence on Purchase 

Decision with a value of 0.567. This shows that 

user satisfaction is the main factor that drives 

the decision to purchase GrabFood services. 

Consumers who have a positive experience 

while using the app, from the ease of 

transactions to the quality of service received, 

have a higher tendency to make a repurchase. 

App Quality has a direct influence on 

Customer Satisfaction of 0.457, while Sales  

 

 

Promotion has a direct influence of 0.403. 

These results show that the quality of the 

application and promotional strategies 

provided by GrabFood are able to increase 

user satisfaction. Meanwhile, the direct 

influence of App Quality on Purchase 

Decision of 0.221 shows that application 

quality is also able to drive direct purchase 

decisions. In contrast to Sales Promotion, 

which only has a direct influence of 0.134 on 

Purchase Decision, so it shows a lower 

influence than other factors. 

 

Table 10. Standardized Indirect Effects Relationship 

 Indirect Effect 

App Quality → Customer Satisfaction → Purchase_Decision 0,259 
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Sales_Promotion → Costumer_Satisfaction → Purchase_Decision 0,229 

Source: AMOS Output Processed Data (2026) 

 

Based on Table 10, the results of the 

analysis show that App Quality has an 

indirect influence on Purchase Decision 

through Customer Satisfaction of 0.259. This 

shows that the quality of the GrabFood 

application is not only able to influence 

purchasing decisions directly, but also 

through increased user satisfaction. The better 

the quality of the application, such as ease of 

use, system reliability, and convenience of 

transactions, the higher the customer 

satisfaction which ultimately drives purchase 

decisions. 

Sales Promotion has an indirect influence on 

Purchase Decision through Customer 

Satisfaction of 0.229. These results show that 

promotions such as vouchers, discounts, and 

cashback will be more effective in improving 

purchasing decisions if they are able to create 

satisfaction for users. This finding strengthens 

the role of Customer Satisfaction as a 

mediating variable, according to Oliver (2010) 

who explains that consumer satisfaction is 

formed from the evaluation of user experience 

and can influence subsequent purchase 

behavior. 

 

Table 11. Standardized Total Effects 

 Total Effect 

App Quality → Purchase_Decision 0,480 

Sales_Promotion → Purchase_Decision 0,363 

Customer Satisfaction → Purchase_Decision 0,567 

Source: AMOS Output Processed Data (2026) 

 
Based on Table 11, the results of the 

analysis show that Customer Satisfaction has 

the largest total influence on Purchase 

Decision at 0.567. This shows that user 

satisfaction is a major factor in shaping the 

purchase decision of GrabFood services. In 

addition, App Quality has a total influence of 

0.480, which shows that app quality plays an 

important role in influencing purchase 

decisions both directly and through increased 

consumer satisfaction. This finding is in line 

with DeLone and McLean (2003) that the 

quality of information systems can shape the 

user experience in the use of technology. 

Sales Promotion has a total effect of 

0.363 on Purchase Decision. Although the 

direct influence of promotion on purchase 

decisions is insignificant, its effect increases 

when it comes to Customer Satisfaction. These 

results show that promotional strategies are 

more effective if they are able to create a 

positive experience for users. Overall, 

Customer Satisfaction has been proven to play 

a role as a mediating variable that strengthens 

the influence of App Quality and Sales 

Promotion on GrabFood users' purchase 

decisions. 

4.7 Discussion of Research 

Findings 

The discussion of the research was 

carried out by linking the results of the 

hypothesis test with the theory used and the 

relevant previous research. The results of the 

study show that technology factors through 

App Quality, marketing strategies through 

Sales Promotion, and consumer experience 

through Customer Satisfaction have a role in 

shaping the Purchase Decision of GrabFood 

users in Sukabumi City. 

 

4.7.1 The Effect of App Quality on 

Customer Satisfaction 

The results of the study showed that 

App Quality had a positive and significant 

effect on Customer Satisfaction with an 

estimated value of 0.446, a C.R. value of 5.182, 

and a P< value of 0.001. These results show 

that the better the quality of the GrabFood 

application, the higher the level of user 

satisfaction. The quality of the application, 

which includes ease of use, system speed, 

clarity of information, and transaction 

security, is able to provide a better user 

experience for consumers 
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These findings support Fine and 

Chernonog [13] theory regarding the success 

of information systems which explain that 

system quality is an important factor in 

shaping user satisfaction. A system that has 

good performance will increase the 

convenience of users in carrying out digital 

activities. In the context of GrabFood, an 

application that is easy to understand and 

able to provide accurate menu, price, location, 

and transaction process information can 

increase consumers' positive perception of the 

service. 

The results of this study are also in 

line with previous research which shows that 

the quality of digital applications has an 

influence on the satisfaction of users of 

technology-based services. Users tend to feel 

satisfied when the application is able to 

provide convenience, efficiency, and a 

transaction experience that meets 

expectations. Thus, improving the quality of 

the application is one of the important 

strategies for GrabFood in maintaining 

consumer satisfaction [13], [14], [15]. 

 

4.7.2 The Effect of Sales Promotion 

on Customer Satisfaction 

The results of the study showed that 

Sales Promotion had a positive and significant 

effect on Customer Satisfaction with an 

estimated value of 0.378, a C.R. value of 4.631, 

and a P< value of 0.001. These results show 

that the promotional programs provided by 

GrabFood are able to increase user 

satisfaction. Promotions in the form of 

vouchers, discounts, cashback, and special 

offers provide added value for consumers so 

as to improve the experience of using services 

This finding is in accordance with the 

concept of Kotler and Keller [21] who explain 

that sales promotion is a marketing strategy 

that aims to provide incentives to consumers 

to increase interest and perceived value in a 

product or service. When consumers get 

economic benefits from the promotions 

provided, the level of satisfaction with the 

service can also increase. 

The results of this study reinforce 

previous research that found that sales 

promotion has a positive relationship with 

customer satisfaction. Consumers consider 

not only the product or service received, but 

also the additional benefits obtained during 

the transaction process. Therefore, 

promotional strategies that are relevant to 

user needs can be a supporting factor in 

creating GrabFood consumer satisfaction [29], 

[30]. 

 

4.7.3 The Influence of App Quality 

on Purchase Decision 

The results showed that App Quality 

had a positive and significant effect on 

Purchase Decision with an estimated value of 

0.226, a C.R. value of 2.695, and a P value of 

0.007. These results show that the quality of 

the application is one of the factors that 

influence consumers' decisions in choosing 

and using GrabFood services. 

Based on the theory of Fine and 

Chernonog [13], a good system quality will 

increase user acceptance of technology 

because users feel the benefits and ease of 

accessing services. In online food delivery 

services, consumers will be more confident in 

making purchases if the application is able to 

provide a simple ordering process, clear 

information, and secure transactions. 

These findings are in line with 

previous research that states that application 

quality has an influence on decisions to use 

digital services. Consumers in the digital 

environment tend to evaluate before 

transactions by considering the experience of 

using the application. Therefore, the quality of 

the GrabFood application is a factor that can 

increase consumer confidence in making 

purchase decisions [19], [31]. 

 

4.7.4 The Influence of Sales 

Promotion on Purchase Decision 

The results showed that Sales 

Promotion did not have a significant effect on 

Purchase Decision with an estimated value of 

0.132, a C.R. value of 1.681, and a P value of 

0.093. These results show that the promotions 

provided by GrabFood have not been able to 

directly drive consumer purchase decisions. 

These findings show that consumers 

do not only consider promotional factors in 

determining purchasing decisions. While 
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discounts, cashback, and vouchers can attract 

consumers' attention, the final decision is still 

influenced by other factors such as app 

quality, user experience, and satisfaction with 

the service. This is in accordance with the 

concept of Kotler and Keller [21] who explain 

that the purchase decision is a process of 

evaluating various alternatives before 

consumers make a choice. 

The results of this study are different 

from some previous studies that found that 

sales promotions can directly improve 

purchasing decisions. The difference in 

results can be caused by the characteristics of 

respondents and different market conditions 

[32], [33]. For GrabFood users in Sukabumi 

City, promotions play a greater role in 

increasing user satisfaction than directly 

determining purchasing decisions. 

 

4.7.5 The Influence of Customer 

Satisfaction on Purchase Decisions 

The results of the study showed that 

Customer Satisfaction had a positive and 

significant effect on Purchase Decision with 

an estimated value of 0.595, a C.R. value of 

6.231, and a P< value of 0.001. These results 

show that consumer satisfaction is the most 

dominant factor in shaping GrabFood users' 

purchasing decisions. 

These findings support Huse [20] 

theory that customer satisfaction is the result 

of consumer evaluation after comparing 

expectations with the experience received. 

Consumers who are satisfied with the service 

tend to have a desire to make a repurchase 

and maintain the use of a product or service. 

The results of this study are also in 

line with previous research that shows that 

customer satisfaction has a strong influence 

on purchasing decisions [19], [34]. In the 

context of GrabFood, consumers who gain a 

positive experience from the quality of the 

app, services, and promotional benefits will 

have a higher level of confidence to return to 

use the service. 

 

4.7.6 The Role of Customer 

Satisfaction as a Mediation Variable 

The results of the effect analysis show 

that Customer Satisfaction plays a mediating 

variable in the relationship between App 

Quality and Sales Promotion to Purchase 

Decision. App Quality has an indirect 

influence on Purchase Decision through 

Customer Satisfaction of 0.259, while Sales 

Promotion has an indirect influence of 0.229. 

These results show that the quality of 

apps and promotions not only influences 

purchasing decisions directly, but also 

through the process of forming consumer 

satisfaction. These findings support Huse [20] 

concept that customer satisfaction is an 

important factor that links user experience to 

subsequent purchase behavior. 

Thus, this study strengthens the 

understanding that the success of online food 

delivery services does not only depend on 

technological features or promotional 

programs, but also on the company's ability to 

create a satisfactory user experience [3], [35]. 

For GrabFood, improving the quality of the 

application and the right promotional 

strategy needs to be directed to build 

consumer satisfaction so that it can improve 

purchasing decisions in a sustainable manner. 

 

5. CONCLUSION  

This study examines the influence of 

Application Quality and Sales Promotion on 

Purchase Decisions through Customer 

Satisfaction as a mediating variable among 

GrabFood users in Sukabumi City. Based on 

the results of the Structural Equation 

Modeling (SEM) analysis using AMOS, it can 

be concluded that App Quality has a positive 

and significant influence on Customer 

Satisfaction. This shows that a well-developed 

application with easy navigation, reliable 

system performance, accurate information, 

and transaction security can increase user 

satisfaction with GrabFood's services. 

The results of the study also show that 

Sales Promotion has a positive and significant 

effect on Customer Satisfaction. Promotional 

programs such as discounts, cashback, and 

vouchers provide added value for consumers, 

which contributes to a more positive user 

experience. In addition, App Quality has a 

positive and significant effect on Purchase 

Decisions, showing that app quality plays an 
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important role in influencing consumer 

confidence when choosing and using 

GrabFood. However, Sales Promotions do not 

have a direct significant effect on Purchase 

Decisions, suggesting that promotional 

incentives alone are not enough to drive a 

purchase decision directly without being 

supported by other factors. 

Customer Satisfaction has the 

strongest positive and significant influence on 

Purchase Decisions. These findings show that 

consumer satisfaction is the main factor that 

determines whether users continue to choose 

GrabFood's services. Customer Satisfaction 

also acts as a mediating variable that 

strengthens the relationship between 

Application Quality and Sales Promotion to 

Purchase Decisions. Thus, improving the 

quality of applications and promotion 

strategies will be more effective when they are 

able to create a positive experience and 

increase consumer satisfaction. 

This research contributes 

theoretically by expanding the understanding 

of digital consumer behavior, especially in the 

context of online food delivery services. The 

research model provides empirical evidence 

that technology quality, marketing strategies, 

and consumer experience interact in shaping 

purchasing decisions. In practical terms, the 

findings provide recommendations for 

GrabFood to prioritize continuous app 

improvement, improve service reliability, and 

develop promotional programs that not only 

focus on short-term transactions but also 

create long-term customer satisfaction. 

Future research is recommended to expand 

the research model by incorporating other 

variables that may influence purchasing 

decisions, such as customer trust, perceived 

price, quality of service, electronic word-of-

mouth (e-WOM), and customer loyalty. 

Future studies could also involve different 

locations, larger sample sizes, or comparative 

analysis between online food delivery 

platforms to gain broader insights into digital 

consumer behavior 
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