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A B S T R A C T 

 
The presence of the internet, which has been used by almost all Indonesian 
people, both in cities and villages, is able to provide new opportunities for 
companies, including restaurant companies. Domino's Pizza is one of the fast 
food outlets from the United States which is quite well known in Indonesia. 
Domino's Pizza serves a variety of fast food and as the name implies the main 
menu of this outlet is Pizza. As a multinational company, of course Domino's 
Pizza has an adequate digital marketing plan. This research uses descriptive 
quantitative method. With a sample of Domino's Pizza Mojokerto consumers as 
many as 100 respondents and tested using SPSS 25. The results showed that the 
website had a significant and positive effect on the purchase decision of 
Domino's Pizza Mojokerto with a regression coefficient b of 0.226, Instagram 
had a significant and positive effect on the purchase decision of Domino's Pizza 
Mojokerto with the value of the regression coefficient b is 0.351, and Facebook 
has a significant and positive effect on the purchase decision of Domino's Pizza 
Mojokerto with a regression coefficient b of 0.212. 
 

 
1. INTRODUCTION 

Along with globalization and modernization, the fast food business will continue to develop. This is 
because serving food so quickly at affordable prices is able to meet the demands of consumers who have 
busy working hours. Consumers want delicious, cheap and fast food so they can fulfill their desires after a 
long day at work. Dominos Pizza is a fast food outlet from the United States which is quite well known in 
Indonesia. This company was first established in the United States in the 1960s by Tom Monaghan and his 
brother James Monaghan under the name Dominicks Pizza (www.dominos.co.id). However, after Tom 
Monaghan became the official owner, the company changed its name to Dominos Pizza Inc 
(www.dominos.co.id). In 2008, Domino's Pizza established its first outlet in Pondok Indah, Indonesia. 
Domino's Pizza serves a variety of fast food and as the name suggests, the main menu of this outlet is pizza. 
As a multinational company, Domino's Pizza certainly has adequate digital marketing planning. 

In its marketing process, Domino's Pizza is also very active in using technology, this is proven by its 
active use of website media. From this website, consumers or buyers can choose and order orders according 
to their taste just by using the Domino's Pizza Mojokerto website. Apart from that, if there are complaints 
from customers, they can also receive criticism and suggestions via email which is also listed on the official 
website. In marketing through digital marketing, Domino's Pizza Mojokerto uses 3 (three) media, namely 
website media, Instagram and also Facebook. 

Of course, buyers have their own choices and views so they can choose according to the buyer's own 
choices. In the Mojokerto environment, this company also tries to offer its products strategically to its 
consumers. This was proven in one of the outlets located on Jalan Mojopahit No. 364, Mergelo, Kranggan, 
Warrior Kulon District on April 6 2022. This cannot be separated from the fact that the majority of people 
in the City are more active in purchasing fast food such as Domino's Pizza itself compared to people in the 
Regency area. In this research We will discuss the influence of Digital Marketing on the decision to purchase 
pizza at Domino's Pizza, Mojokerto City. 

 
2. METHODS 

The method used in taking this sample is Non Probability Sampling with the Accidental Sampling technique. 
The research sample was consumers of Domino's Pizza Mojokerto. Determining the number of samples, 
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namely the number of samples depends on the number of indicators multiplied by 5 as the minimum sample 
based on the Hair et al formula. Meanwhile, the number of indicators for this research is 20 x 5 (minimum 
sample), so the sample determined by the author is 100 samples. 
 
3. RESULTS AND DISCUSSION 
The Influence of Websites on Purchasing Decisions for Domino's Pizza Mojokerto 

The results of testing the Website variable (X1) on purchasing decisions (Y) show that the Website 
has a significant influence on purchasing decisions for Domino's Pizza Mojokerto with a regression 
coefficient b of 0.226, a significant value of 0.004, meaning the significance value is smaller than 0.05 and a 
T value of 2.973 greater than the Ttable value of 1.985. So the first hypothesis can be proven true. Intensity 
of website use, namely how often you access the Domino's Pizza website. The more frequently you access 
the website, the higher the possibility of a purchasing decision due to accessing the website which displays 
various Domino's Pizza products. The content of the message is a very influencing factor in encouraging 
purchases of Domino's Pizza. An attractive appearance can certainly make buyers feel interested in the 
website. The seller's response is that the entire Domino's Pizza crew is required to serve customers or 
buyers satisfactorily. And the last one is ease of access, in a fast-paced world like now, everyone is also 
required to be fast and precise. The Domino's Pizza website is required to facilitate access for customers 
because it can influence purchasing decisions.  
The Influence of Instagram on Purchasing Decisions for Domino's Pizza Mojokerto 

The results of testing the Instagram variable (X2) on purchasing decisions (Y) show that Instagram 
has a significant influence on purchasing decisions for Domino's Pizza Mojokerto with a regression 
coefficient b of 0.351, a significant value of 0.001, meaning the significance value is smaller than 0.05 and 
the t value is 3.343 greater than the ttable value of 1.985. So the second hypothesis can be proven true. In 
the field findings the Instagram followers of Domino's Pizza reached 734,000. In this case, Domino's Pizza 
really benefits from the large number of followers because the Domino's Pizza brand name is already known 
to the wider public and this allows for increased purchasing decisions. The Domino's Pizza Instagram 
homepage is required to always be creative in displaying information so that it can provide positive things 
about purchases. Lots of comments from customers are able to attract the attention of potential customers 
and make purchasing decisions. Explore is able to bring potential customers to see and open Domino's Pizza 
Instagram and who will later be able to become Domino's Pizza customers. An attractive Domino's Pizza 
Instagram profile will attract potential customers. bought at Domino's Pizza. The Instagram news feed is in 
the form of videos and content that are interesting to ordinary people and customers so that they can later 
become buyers of Domino's Pizza Mojokerto. 
The Influence of Facebook on Purchasing Decisions of Domino's Pizza Mojokerto 

The results of testing the Facebook variable (X3) on purchasing decisions (Y) show that Instagram has 
a significant influence on purchasing decisions for Domino's Pizza Mojokerto with a regression coefficient 
b of 0.212, a significant value of 0.002, meaning the significance value is smaller than 0.05 and the t value is 
3.106 greater than the ttable value of 1.985. So the third hypothesis can be proven true. Next are Domino's 
Pizza Facebook followers, different from Instagram, Domino's Pizza Facebook has a number of 
followers.22,008,525 where the greater the number of Facebook followers, the more Domino's Pizza will 
be known to the public and those who are not loyal Domino's Pizza customers may be interested in buying 
because they know the large number of Facebook users and this famous pizza brand. 

The Facebook homepage displays content that makes buyers interested in seeing the contents of 
Domino's Pizza Facebook. Chatting by the admins from Domino's Pizza Facebook is polite and active with 
buyers and what potential buyers want to ask in answering each incoming message is able to make 
purchasing decisions. Facebook Marketplace You are also required to be active, because the marketplace is 
also able to increase the number of buyers at Domino's Pizza. Facebook ads are also a new feature from 
Facebook that is specifically used for doing business on Facebook. In this Facebook ad, Domino's Pizza 
Mojokerto is also required to be active which will be able to increase sales figures from Domino's Pizza 
Mojokerto. Also on Facebook, Domino's Pizza also benefits from its busy fan page, which is also able to 
influence consumers' purchasing decisions. 
 
4. CONCLUSION 

 
The Website variable has a significant and positive influence on purchasing decisions for Domino's Pizza 
Mojokerto. The Instagram variable has a significant and positive influence on purchasing decisions for 
Domino's Pizza Mojokerto. The Facebook variable has a significant and positive influence on purchasing 
decisions for Domino's Pizza Mojokerto. 
 



International Journal of Management and Business Economics (IJMEBE), Vol. 1, No.3 June 2023   | 210 

 

 
 

 

5. REFERENCES  
 
Achmad Efendi. (2020). Analisis Regresi Teori dan Aplikasi dengan R. Universitas Brawijaya Press. 

Aziz, R. A. (2020). E-Book Digital Marketing Content (1st ed.). 

Didik Gunawan. (2022). Keputusan Pembelian Konsumen Marketplace Shopee Berbasis Social Media 
Marketing. PT Inovasi Pratama Internasional. 

Harwani, Y., & Fauziyah. (2020). Keputusan Pembelian Konsumen Gerai Makanan Cepat Saji Ditinjau dari 
Kualitas Produk , Persepsi Harga dan Iklan Product Quality , Price Perception and Advertising ). 
BECOSS, 2(3), 285–291. 

I Made Laut Mertha Jaya. (2020). Metode Penelitian Kuantitatif dan Kualitatif. Anak Hebat Indonesia. 

Ifan, M., Ihsan, R., Rezki, M., Alamsyah, D. P., Nusa, S., & Jakarta, M. (2019). Ifan, Muhammad. IJCIT (Indonesian 
Journal on Computer and Information Technology, 4(1), 14–20. 

Khoziyah, S., & Lubis, E. E. (2021). Pengaruh Digital Marketing Terhadap Keputusan Pembelian Followers 
Online Shop Instagram @ Kpopconnection. 10(1), 39–50. 

Mewoh, F. M., Tampi, J. R. E., & Mukuan, D. D. S. (2019). Pengaruh Digital Marketing Terhadap Keputusan 
Pembelian Pada Matahari Department Store Manado Town Square. Jurnal Administrasi Bisnis, 9(1), 
35. https://doi.org/10.35797/jab.9.1.2019.23529.35-42 

Misno, A. (2021). Fundamentals of Social Research : Methods, Processes and Applications. Diandra Kreatif. 

Mulyansyah, G. T., & Sulistyowati, R. (2020). Pengaruh Digital Marketing Berbasis Sosial Media terhadap 
Keputusan Pembelian Kuliner di Kawasan G-Walk Surabaya. Pendidikan Tata Niaga, 9(1), 1097–
1103. https://jurnalmahasiswa.unesa.ac.id/index.php/jptn/article/view/36056 

M.Syamsul H,Kasnowo,Eny S (2022), Peran Penggunaan Media Sosial Terhadap Kinerja UMKM : Suatu 
Kajian Literatur Sistematik, COSTING:Journal of Economic, Business and Accounting, Volume 6 
Nomor 1, Juli-Desember 2022, DOI: 10.31539/costing.v6i1.4099 

Philip T. Kotler & Gary Armstrong. (2018). Principles of Marketing (Global Edition) 17th Edition. pearson 
education. 

Putri, P. M., & Kunci, K. (2022). Pengaruh Digital Marketing terhadap Keputusan Pembelian Online. 5(1), 25–
36. 

Sola, K. (2021). Rencana Bisnis Makanan Cepat Saji “ Kara Age Wae ” Ringkasan Deksripsi perusahaan. 

Sopiyan, P. (2022). Pengaruh Digital Marketing dan Kualitas Pelayanan Terhadap Keputusan Pembelian. 
Coopetition : Jurnal Ilmiah Manajemen, 13(2), 249–258. 
https://doi.org/10.32670/coopetition.v13i2.1057 

 
 
 
 
 
 

https://jurnalmahasiswa.unesa.ac.id/index.php/jptn/article/view/36056

