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1 | INTRODUCTION

Indonesia's economic development is inextricably linked to technological and information advancements, the
changing times, and the business world. This requires companies to develop their businesses to face increasingly fierce
competition (Prabowo et al., 2019). One of the biggest challenges in business in the era of globalization is creating and
retaining satisfied and loyal customers. No business can survive long-term without satisfied customers. Anggraini and
Fariza (2024) stated that the rapid development of technology and the digital world has had a significant impact on the
economic sector. Marketing patterns are now shifting from offline to online systems, so business actors need to adapt by
implementing digital-based marketing strategies to keep up with these trends. The emergence of digital marketing
currently makes it easier for companies to reach customers, so that the relationship between customers and products
becomes closer and can ensure the formation of customer loyalty (Martayani and Kusyana, 2023). Digital marketing is
the process of marketing a product and service through the internet. In marketing activities carried out through digital
marketing, a good strategy is needed to create a personal brand that can be recognized by the public by providing
complete product information and attractive product packaging and by utilizing the internet as an intermediary.

According to Imhar and Adifa Yogastira (2023), digital marketing can be defined as an online marketing process for
goods and services, aimed at building and maintaining relationships with customers, and providing satisfaction. Digital
marketing plays a crucial role in helping businesses promote and market their products and services, while also opening
up opportunities to reach new markets previously difficult to reach due to time, distance, and communication constraints.
The development of digital marketing in Indonesia continues to accelerate, along with the increasing number of internet
users each year. This can be seen from the projected number of internet users according to the Global Web Index (GWI),
as follows.
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Figure 1. Internet User Growth Graph 2015 - 2025
Source: https://datareportal.com/data pengguna internet/accessed August 2025

The image above shows that internet users continue to grow, attracting various businesses to promote their
products online and conduct trade transactions. Millions of people worldwide search for and purchase the goods they
desire by browsing the internet. The internet has the potential to impact nearly every business sector. From large-scale
companies to small online shops, businesses are now utilizing the internet as a medium for brand building, marketing,
product sales, and various other business functions. In digital marketing practices, one of the main challenges faced is
gaining customer loyalty. Increasingly intense business competition occurs as many businesses utilize digital media to
introduce and market their products and services. Aryanto and Wismantoro (2020) argue that utilizing all digital facilities
in this context aims to simplify the marketing process and facilitate interaction with customers to create satisfaction and
increase customer loyalty. Customer loyalty is an attitude of customer loyalty to a brand over a long period of time
(Hidayat et al., (2023).

Customer loyalty is crucial for businesses because loyal customers tend to purchase products or services repeatedly
and recommend them to others. Essentially, customer loyalty stems from customer satisfaction with a product. According
to Setyaningrum (2023), satisfied customers are more likely to return to purchase the company's products or services,
and providing positive reviews and recommendations to others can also help build customer loyalty. Loyal customers
tend to contribute significantly to a company's revenue and profits. They can be a stable source of income, generate repeat
sales, recommend products to others, and enhance the overall brand image (Sudirjo et al.,, 2023). Loyalty cannot be
forced; it arises from within the customer, as they are satisfied with the quality of the products and services offered,
becoming interested and wanting to make repeat purchases. Repeat purchases and a willingness to recommend a product
to others are a reflection of loyalty.

The more satisfied customers are with the products and services they use, the more likely they are to continue using
the same seller's products and services now and in the future (Jannah and Hayuningtias, 2024) . Higher customer loyalty
leads to increased customer satisfaction. According to Sunyoto in Putra (2021), customer satisfaction is one of thereasons
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consumers decide to shop at a particular location. If customers are satisfied with a product, they are more likely to
continue purchasing and using it and tell others about their pleasant experiences with it. Kotler and Armstrong, in Pertiwi
etal, (2022), explain that customer satisfaction is the extent to which a product or service is perceived to meet customer
or buyer expectations. Customer satisfaction is a crucial factor in understanding how customer needs and desires are
met. Thus, satisfaction can be understood as the result of evaluating the match between perceived performance of a
product or service and expectations. If the performance received is lower than expected, consumers tend to be
dissatisfied. Conversely, if the performance meets expectations, consumers will be satisfied. If the performance exceeds
expectations, the level of satisfaction will increase to very satisfied.

According to Sholikhah and Hadita (2023), product quality is a crucial factor in purchasing decisions. Furthermore,
product quality is also a key consideration, so companies and restaurants must consistently prioritize and maintain the
quality of their products. Therefore, it can be concluded that product quality is closely related to the production process,
product appearance, and price, all of which are key considerations for customers before making a purchase. As research
conducted by Wulandari et al.,, (2021) states that digital marketing has a significant positive effect on customer loyalty.
This means that the higher the digital marketing, the higher the customer loyalty. When customers are satisfied with their
shopping experience and feel connected to the brand, they are more likely to become loyal customers who return to shop
regularly. This statement is supported by studies conducted by Putri et al., (2021) , Dewi, (2022) , Barokah and Albari,
(2022), Maulida and Sari, (2022), Abdullah et al ., (2022) which prove that digital marketing influences customer loyalty.

This is contrary to the research results of Abdullah et al ., (2022) This suggests that digital marketing has no impact
on customer loyalty, as it has become a crucial tool for reaching customers, but is often ineffective in building customer
loyalty. One crucial factor is the quality of the content presented. Customers won't feel connected to a product if the
content is irrelevant or uninteresting. Furthermore, a website that is difficult to access can frustrate consumers and make
them reluctant to return. Consumers can become bored and uninterested with digital marketing if it is overloaded with
information.

Digital marketing does not always result in greater customer loyalty; on the contrary, they can drive customers away
from the product. This statement is also strengthened by several studies conducted by Sulistiyani, (2023), Ramadhani,
(2024), Fauzi et al ., (2024) , Arbaiyah, (2024) and Wiyarno et al ., (2023) who argue that digital marketing has no effect
on customer loyalty. Rachmawati and Santika (2022) showed that product quality influences customer loyalty, this occurs
because good product quality can influence customer satisfaction using the product where the product is in accordance
with customer expectations so that customers will use it again and continue to use it again so that they become loyal. And
these results are supported by research conducted by Ogestine et al ., (2023) , Rodi et al ., (2023) , Herry et al., (2023),
Rahmadi et al ., (2023) , and Mulady and Sumadi, (2023) which show that product quality influences customer loyalty.
However, research conducted by Pramesti and Chasanah (2021) found that product quality has no effect on customer
loyalty. This is because product quality is often considered a key factor influencing customer loyalty. However, customers
may have poor customer service experiences even if the product is high quality. Product quality becomes less important
if the customer's interaction with the product does not meet expectations.

Furthermore, customers may switch to other products that offer a more enjoyable shopping experience or more
competitive prices, without considering product quality. Therefore, although product quality is very important, it cannot
be considered the sole factor determining customer loyalty. This statement is supported by several studies conducted by
Ariningtyas and Rachmawati K, (2020) , Nasution and Frimayasa, (2022), Junita Bungin et al ., (2023), Hasan, (2023),
and Manihuruk, (2023), which argue that product quality does not affect customer loyalty.

Handayani et al,, (2021) argue that customer satisfaction influences customer loyalty. Customer satisfaction can
foster a harmonious relationship between producers and consumers. This creates a good foundation for repeat purchases
and creates customer loyalty and forms word-of-mouth recommendations that will benefit a company. This statement is
supported by the opinion of Moosa and Kashiramka, (2023), Nugraha and Dwita, (2023), Ningsih and Hurnis, (2023), and
Setiawan et al.,, (2023) who stated that customer satisfaction influences customer loyalty. However, according to research
conducted by Rustantono et al ., (2023) stated that customer satisfaction does not affect customer loyalty, arguing that
changes in customer needs and preferences over time can influence their decision to remain loyal to a particular brand.
and emotional relationships with products also influence loyalty. This is reinforced by research by Isnawati, (2024),
Jennifer and Laulita, (2023), Sugiharto et al,, (2023), Najmudin, (2023), and Bambang et al., (2022) which states that
customer satisfaction does not affect customer loyalty.

The difference between this study and the previous one is that it includes a mediating variable, making the
relationship between the independent variable and the dependent variable, customer loyalty, an indirect one. The
mediating variable is customer satisfaction, and this also differentiates this study in terms of its object. Based on the
description of the background of the problem, research gap, and the phenomenon, it is necessary to conduct research on
the influence of digital marketing and product quality on loyalty through customer satisfaction of the City Chicken Noodle
Business in Bogor Regency, West Java Province.
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2 | BACKGROUND THEORY

Customer Loyalty

In customer loyalty there is a combination of buyer attitudes and responses, including the intention to buy again or
buy additional products or services from the same company, the desire to recommend the company to others, and refusing
to switch to competitors Rahman et al., (2021). Customer loyalty is an individual's obligation to remain loyal despite efforts
from other parties, such as competitor promotions and the influence of others in choosing and continuing to use the Service
over time Monica and Saputra, (2021). Customer loyalty can be described as the repetitive behavior of individuals who
repeatedly decide to purchase a particular product or service, expressed through repeated decisions over a period of time.
Essentially, it is emphasized that loyalty involves making consistent decisions to purchase the same product or service
again (Lisani and Indrawati, 2020).

Customer satisfaction

Customer satisfaction as the overall attitude toward a product or service after its acquisition and use. Customer
satisfaction as a result of the purchase and expected use of the comparison between the purchase costs incurred and what
is expected in relation to the anticipated consequences. Several experts have expressed opinions regarding customer
satisfaction, including according to Diana and Tjiptono (2022) which is a result that arises from a special consumption
experience, such as a cognitive situation when the buyer feels valued or equal to the sacrifices that have been made, an
emotional response to experiences related to a particular product or service, and psychological conditions before and after
using the product or service. Sangadji and Sopiah (2021) also explain that customer satisfaction refers to the feelings that
arise after comparing the actual performance or results of a product with preconceived expectations, which can be in the
form of pleasure or disappointment. According to Chandra (2020), customer satisfaction is an emotional or cognitive
response related to expectations of a product or consumption experience after choosing the product or service, while
according to Hermanto (2022), customer satisfaction is an emotional response shown by consumers after the process of
purchasing a product or using a service that arises from comparing their initial expectations with the actual performance
of the product or service. Hidayati et al., (2021) define customer satisfaction as the result of comparing perceptions of a
product or service's performance with their expectations. If performance meets or exceeds expectations, customers are
satisfied; conversely, if performance falls below expectations, customers are dissatisfied. According to Tjiptono, customer
satisfaction is defined as the effort made to complete something or to do it well.

Product Quality

Product quality is the totality of features and characteristics of a product or service that bear on its ability to satisfy
stated or implied needs. This definition is customer-centric, meaning a company can be said to have delivered quality when
its product or service meets customer expectations. According to Garvin in Tjiptono and Chandra, (2011) that "quality has
differences in the interpretation process which is adjusted by each individual or can be called a quality perspective". Kotler
and Armstrong (2012) stated that product quality is "The alibity of a product to perform its functions, it includes the
product's overall durability, reliability, precision, ease of operation and repair, and other valued attributes" which means
the ability of a product to demonstrate its function, it includes overall durability, reliability, precision, ease of operation
and repair of the product as well as other product attributes. Goetsch and Davis (in Tjiptono, 2010) state that product
quality is a dynamic condition related to a product or service that meets or exceeds expectations. It can be said that product
quality is centered on the customer's perspective, so product quality is determined by whether or not the product meets
the customer's expectations. According to Kotler and Keller (2012), product quality is one of the primary marketing tools.
Product quality has a direct influence on customer satisfaction. Product quality is a primary positioning tool for marketers
that directly impacts product or service performance. Therefore, quality is closely related to customer value and
satisfaction.

Digital Marketing

Online platforms, particularly the internet, have significant potential for attracting consumers. Digital marketing is a
marketing strategy that has proven to be significantly efficient. This popular method can increase interactions with
existing consumers and build strong relationships, allowing for targeting new prospects (Lisani and Indrawati, 2020) .
Digital marketing is another component that influences consumer loyalty. According to Hanjaya and Setiawan (2022), this
involves the time-consuming effort to promote goods or services and reach markets through online digital platforms, such
as social media, which are rapidly developing due to advances in technology and mobile devices.
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3 | METHOD

Based on the research objectives, this study is explanatory in nature, using hypothesis testing to examine the
causal relationship between digital marketing variables, product quality, and customer satisfaction and loyalty. The
data used in this study is primary data, conducted through a survey by distributing questionnaires to Mie Ayam Kota
customers. The data analysis methods used are descriptive analysis and path analysis. According to Sugiyono, (2016)
the population A generalization area consists of objects or subjects with certain qualities and characteristics
determined by the researcher to be studied and then conclusions drawn. In this study, the population is customers
who have purchased Mie Ayam Kota in Bogor Regency, West Java Province, with an unknown population size.
Sugiyono, (2016) defines primary data as a data source that directly provides data to data collectors. Sugiyono,
(2011) states that a sample is part of the number and characteristics possessed by the population and suggests that
a suitable sample size in research is between 30 and 50. In this research, the sampling technique used is purposive
sampling, with the following criteria being used as research samples.

1) Mie Ayam Kota customers make repeat purchases (minimum 1 purchase).
2) Customers who purchase Mie Ayam Kota are over 17 years old.
3) Customers who are willing to fill out the questionnaire voluntarily.

According to Hair et al . (2010), the sample size in a study should be at least 10 times the number of indicators.
This study used 16 indicators. Therefore, the sample size used in this study with a minimum respondent limit of 16
indicators x 10 = 160 respondents. Sampling was conducted among customers living in the Villa Nusa Indah Housing
Complex.

4 | RESULTS AND DISCUSSION

4.1 Results

The T-test is conducted to determine whether the independent variable in the regression model partially influences
the dependent variable. If the significance > 0.05 t count < f table then the hypothesis is rejected, and if the significance <
0.05 and if the t count > t table then the hypothesis is accepted. The t-statistic test can be seen in the following table.

Table 1. T-test for H1 and H2

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error  Beta

(Constant) 15.454 2.146 7.202 .000

Digital Marketing .294 .029 .562 10.115 .000

Product Quality 275 .036 424 7.623 .000

Dependent Variable: Customer Satisfaction

Based on the t-test results from table 1 above, it can be seen that the independent variable, namely digital marketing
(X1), has a significance level of a = 0.05, where it is known that the significance is 0.00 <0.05 and the calculated t value> t
table (10.115> 1.655). So it can be concluded that H1 is accepted, namely digital marketing partially has a significant effect
on customer satisfaction (Z). With a positive constant value of 0.562, it shows a positive influence of digital marketing
variables on customer satisfaction. Based on the t-test results from the table above, it can be seen that the independent
variable, namely product quality (X2), has a significance level of a = 0.05, where it is known that the significance is 0.00
<0.05 and the calculated t value> ttable 7.623> 1.655). So it can be concluded that H2 is accepted, namely digital marketing
partially has a significant effect on customer satisfaction (Z). With a positive constant value of 0.424, it shows a positive
influence of the product quality variable on customer satisfaction.

Table 2. T-test for H3, H4 and H5

Model Unstandardized Coefficients Standardized Coefficients t Sig.
B Std. Error  Beta

(Constant) 5.075 2.882 1.761 .080

Digital Marketing 132 .043 .220 3.029 .003

Product Quality 144 .049 194 2933 .004

Customer Satisfaction  .529 .093 462 5.689 .000

Dependent Variable: Customer Loyalty

Based on the results of the t-test from table 2 above, it can be seen that the independent variable, namely digital
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marketing (X1), has a significance level of a = 0.05, where it is known that the significance is 0.00 <0.05 and the calculated
t value> t table (3.029> 1.655). So it can be concluded that H3 is accepted, namely digital marketing partially has a
significant effect on customer loyalty (Y). With a positive constant value of 0.220, it shows a positive influence of digital
marketing variables on customer loyalty. Based on the t-test results from the table above, it can be seen that the
independent variable, namely product quality (X2), has a significance level of o = 0.05, where it is known that the
significance is 0.00 <0.05 and the calculated t value> t table (2.933> 1.655). So it can be concluded that H4 is accepted,
namely digital marketing has a partial significant effect on customer loyalty (Y). With a positive constant value of 0.194, it
shows a positive influence of the product quality variable on customer loyalty. Based on the t-test results from the table
above, it can be seen that the independent variable, namely customer satisfaction (Z), has a significance level of a = 0.05,
where it is known that the significance is 0.00 <0.05 and the calculated t value> t table (5.689> 1.655). So it can be
concluded that H5 is accepted, namely customer satisfaction partially has a significant effect on customer loyalty (Y). With
a positive constant value of 0.462, it shows a positive influence of the customer satisfaction variable on customer loyalty.

The F test aims to determine the influence of two or more exogenous variables simultaneously (together) on
endogenous variables. If the significance > 0.05 and the calculated t < f table then the hypothesis is rejected, and if the
significance < 0.05 and the calculated t > f table then the hypothesis is accepted. The f statistic test can be seen in the
following table.

Table 3. F-test for H6

Model Sum of Squares df Mean Square F Sig.
Regression 1606.748 3 535.583 52.343 .000
Residual 1596.227 156 10.232

Total 3202.975 159

Dependent Variable: Customer Loyalty

Based on the results of the f test from table 3. above, it can be seen that the independent variables, namely digital
marketing (X1) and product quality (X2), have a significance level of a = 0.05, where it is known that the significance is
0.00 <0.05 and the calculated f value> f table (52,343> 1,665). So it can be concluded that H6 is accepted, namely digital
marketing and product quality simultaneously have a significant effect on loyalty (Y) through customer satisfaction (Z),
this shows a positive influence of digital marketing and product quality variables on loyalty through customer satisfaction.

4.2 Discussion

The increased use of digital marketing supports increased customer satisfaction at the Mie Ayam Kota business in
Bogor Regency, West Java Province. Digital marketing is shaped by indicators of accessibility, interactivity,
informativeness, and trust. Based on the accessibility indicator, it shows that customers can order Mie Ayam Kota through
the digital application at any time, so that customer satisfaction at Mie Ayam Kota increases where the indicator meets
customer expectations, which states that they feel comfortable eating at Mie Ayam Kota. Based on the second indicator,
interactivity shows that it can provide feedback about Mie Ayam Kota through a digital application, so that Mie Ayam Kota
customer satisfaction increases where the indicator fulfills customer expectations, which states that they feel comfortable
eating at Mie Ayam Kota. Based on the third indicator, informative shows that in the digital application, the description of
the Mie Ayam Kota product is accompanied by attractive images, so that Mie Ayam Kota customer satisfaction increases
where the indicator fulfills customer expectations, which states that they feel comfortable eating at Mie Ayam Kota. Based
on the fourth indicator, trust shows that the taste of Mie Ayam Kota has a distinctive taste from others, so that Mie Ayam
Kota customer satisfaction increases where the indicator fulfills customer expectations, which states that they feel
comfortable eating at Mie Ayam Kota. The results of this study are in line with the results of research conducted by
Hermansyah and Mansah, (2025), Utomo and Hotimah, (2024) the results of the study showed that digital marketing has
a positive and significant effect on customer satisfaction.

Improving product quality supports customer satisfaction at the Mie Ayam Kota business in Bogor Regency, West
Java Province. Product quality is determined by performance indicators, reliability, specialty, durability, consistency, and
aesthetics. Performance indicators show that Mie Ayam Kota's portion size is quite satisfying, resulting in increased
customer satisfaction, as evidenced by the return visit intention indicator, which indicates that Mie Ayam Kota's restaurant
always makes people want to come back. Based on the second indicator, reliability shows that Mie Ayam Kota orders are
always in accordance with what is ordered, so that Mie Ayam Kota customer satisfaction increases where the indicator
fulfills customer expectations, which states that they feel comfortable eating at Mie Ayam Kota. Based on the third
indicator, special features, it shows that Mie Ayam Kota has a chewy noodle texture, so that Mie Ayam Kota customer
satisfaction increases where the indicator fulfills customer expectations, which states that they feel comfortable eating at
Mie Ayam Kota. Based on the fourth indicator, durability, it shows that the taste of Mie Ayam Kota remains delicious even
when taken home, so that Mie Ayam Kota customer satisfaction increases where the indicator fulfills customer
expectations, which states that they feel comfortable eating at Mie Ayam Kota. Based on the fifth indicator, consistency
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shows that the texture of Mie Ayam Kota is always just right, never too soft, so that Mie Ayam Kota customer satisfaction
increases where the indicator meets customer expectations, which states that they feel comfortable eating at Mie Ayam
Kota. Based on the sixth indicator, aesthetics shows that the appearance of Mie Ayam Kota is attractive and very suitable
for sharing on social media, so that Mie Ayam Kota customer satisfaction increases where the indicator meets customer
expectations, which states that they feel comfortable eating at Mie Ayam Kota. The results of this study are in line with the
results of research conducted by Utomo and Hotimah, (2024) , Kasmad, (2023), the results of the study show that product
quality has a positive and significant effect on customer satisfaction.

Digital marketing enhancements support increased customer loyalty at the Mie Ayam Kota business in Bogor
Regency, West Java Province. Digital marketing is shaped by accessibility, interactivity, informativeness, and trust. Based
on the first indicator, accessibility shows that customers can order Mie Ayam Kota through the digital application at any
time, thus increasing customer loyalty at Mie Ayam Kota, where the commitment indicator states that despite many other
chicken noodle options, Mie Ayam Kota remains the primary choice. Based on the second indicator, interactivity shows
that it can provide feedback about Mie Ayam Kota through digital applications, so that Mie Ayam Kota customer loyalty
increases where the commitment indicator states that even though there are many other choices of chicken noodles, Mie
Ayam Kota is still the main choice. Based on the third indicator, informative shows that in the digital application, the
description of the Mie Ayam Kota product is accompanied by attractive images, so that the loyalty of Mie Ayam Kota
customers increases, where the commitment indicator states that even though there are many other choices of chicken
noodles, Mie Ayam Kota is still the main choice. Based on the fourth indicator, trust shows that the taste of Mie Ayam Kota
has a distinctive taste from others, so that customer loyalty of Mie Ayam Kota increases where the commitment indicator,
which states that even though there are many other choices of chicken noodles, Mie Ayam Kota is still the main choice. The
results of this study are in line with the results of research conducted by Fransisca and Wantara, (2025) and Triady and
Saputro, (2023) and the results of the study show that digital marketing has a positive and significant effect on customer
loyalty.

Improving product quality supports increasing customer satisfaction at the Mie Ayam Kota Business in Bogor
Regency, West Java Province. Product quality is shaped by performance indicators , reliability, specialty, durability,
consistency, and aesthetics. Based on performance indicators, it shows that Mie Ayam Kota's portion is quite satisfying, so
that customer loyalty to Mie Ayam Kota increases, where the commitment indicator states that even though there are
many other choices of chicken noodles, Mie Ayam Kota remains the main choice. Based on the second indicator, reliability
shows that Mie Ayam Kota orders are always in accordance with what is ordered, so that Mie Ayam Kota customer loyalty
increases where the commitment indicator states that even though there are many other choices of chicken noodles, Mie
Ayam Kota is still the main choice. Based on the third indicator, the specialty shows that Mie Ayam Kota has a chewy noodle
texture, so that the loyalty of Mie Ayam Kota customers increases where the commitment indicator states that even though
there are many other choices of chicken noodles, Mie Ayam Kota remains the main choice. Based on the fourth indicator,
durability shows that the taste of Mie Ayam Kota remains delicious even when taken home, so that the loyalty of Mie Ayam
Kota customers increases where the commitment indicator states that even though there are many other choices of
chicken noodles, Mie Ayam Kota remains the main choice. Based on the fifth indicator, consistency shows that the texture
of Mie Ayam Kota is always just right, never too soft, so that Mie Ayam Kota customer loyalty increases, which is an
indicator of commitment, which states that even though there are many other choices of chicken noodles, Mie Ayam Kota
is still the main choice. Based on the sixth indicator, aesthetics shows that the appearance of Mie Ayam Kota is attractive
and very suitable for sharing on social media, so that the loyalty of Mie Ayam Kota customers increases, where the
commitment indicator states that even though there are many other choices of chicken noodles, Mie Ayam Kota is still the
main choice. The results of this study are in line with the results of research conducted by Fransisca and Wantara, (2025)
and Nasti et al ., (2024) the results of the study show that digital marketing and product quality have a positive and
significant effect on customer loyalty.

Increasing customer satisfaction supports increased customer loyalty at Mie Ayam Kota in Bogor Regency, West Java
Province. Descriptive analysis of customer satisfaction at Mie Ayam Kota is based on several indicators: fulfilled customer
expectations, intention to revisit, and willingness to recommend to others. Based on the indicators, the fulfillment of
customer expectations shows that customers feel comfortable when enjoying eating at Mie Ayam Kota, so that customer
loyalty at Mie Ayam Kota increases, where the commitment indicator states that even though there are many other choices
of chicken noodles, Mie Ayam Kota is still the main choice. Based on the second indicator, the interest in returning shows
that the Mie Ayam Kota restaurant always wants to make people come back, so that the loyalty of Mie Ayam Kota customers
increases, where the commitment indicator states that even though there are many other choices of chicken noodles, Mie
Ayam Kota is still the main choice. Based on the third indicator, the willingness to recommend shows that customers do
not hesitate to tell Mie Ayam to friends who are trying it for the first time, so that the loyalty of Mie Ayam Kota customers
increases, where the commitment indicator states that even though there are many other choices of chicken noodles, Mie
Ayam Kota remains the main choice. The results of this research are in line with the results of research conducted by
Kristioni et al ., (2025) , Deriandara and Nuvriasari, (2024) and Jasin et al ., (2023). The results of the research show that
customer satisfaction has a positive and significant effect on customer loyalty.
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Digital marketing is shaped by indicators of accessibility, interactivity, informativeness, and trust. This can be seen
from Mie Ayam Kota customers who strongly agree that they can order Mie Ayam Kota through the digital application at
any time, then can provide feedback about Mie Ayam Kota ordered through the digital application. The digital application
also includes Mie Ayam Kota product descriptions accompanied by attractive images, and Mie Ayam Kota's taste has a
distinctive image from others. Mie Ayam Kota customers tend to agree that product quality is shaped by indicators of
performance, reliability, specialty, durability, consistency, aesthetics. This can be seen that Mie Ayam Kota customers
agree that Mie Ayam Kota's portion is quite filling, Mie Ayam Kota's order is always according to what was ordered, Mie
Ayam Kota has a chewy noodle texture, the taste of Mie Ayam Kota remains delicious even when taken home, and the
texture of Mie Ayam Kota is always just right, never too soft, and the appearance of Mie Ayam Kota is so attractive that it
is very suitable for sharing on social media. Mie Ayam Kota customers agree that customer satisfaction is measured
through indicators of customer expectations being met, interest in revisiting, and willingness to recommend. This is
supported by the results of research on Mie Ayam Kota customers that they feel satisfied and comfortable when enjoying
ameal at Mie Ayam Kota on the indicator of customer expectations being met, eating at Mie Ayam Kota always makes them
want to come again on the indicator of interest in revisiting, and agree that they do not hesitate to tell Mie Ayam Kota to
friends who are trying it for the first time on the indicator of willingness to recommend. Mie Ayam Kota customers agree
that customer loyalty is measured through commitment indicators, referrals, repeat purchases. The commitment
indicator, this can be seen that Mie Ayam Kota customers agree that even though there are many other chicken noodle
options, Mie Ayam Kota is still the main choice, agree that Mie Ayam Kota is very suitable for various events, and strongly
agree that they regularly enjoy Mie Ayam Kota at least once a week.

Based on the research results, customer satisfaction plays a significant role as an intervening variable in the influence
of digital marketing and product quality on customer loyalty. In other words, if the company improves customer
satisfaction factors in digital marketing and product quality, it will increase and enhance customer loyalty among Mie
Ayam Kota customers. In efforts to improve digital marketing and product quality to achieve customer loyalty, customer
satisfaction is considered a driving factor (mediating variable) that increases customer loyalty. Supported by a digital
strategy that includes positive experiences, easy access to information, and consistent presentation and quality, it's
possible to achieve customer loyalty, thereby increasing competitiveness and market share . From the research results,
customer satisfaction acts as a mediating variable that increases customer loyalty, from the results of the path analysis it
is known that the influence of digital marketing and product quality through customer satisfaction on customer loyalty
has a greater indirect influence value than the direct influence. This means, digital marketing is able to create a satisfying
experience for customers, which in turn has an impact on their loyalty. This confirms that satisfaction is an important
bridge between digital strategies and loyal customer behavior. Products with good taste, attractive appearance, and in
accordance with customer expectations can increase satisfaction, which ultimately forms long-term loyalty to the brand.
This study supports the findings of Djava and Wahyudi, (2025) and Qashmal et al., (2024) which confirm that there is a
direct influence of digital marketing and product quality on customer loyalty through customer satisfaction.

5 | CONCLUSIONS AND FUTURE WORK

Based on the results of research on the influence of digital marketing and product quality on customer loyalty
through customer satisfaction, it can be concluded as follows that the better, more active, and more attractive the
digital marketing strategy is carried out, the level of customer satisfaction will increase significantly and the better
the quality of the product presented, the more satisfied customers will feel, the quality of the chicken noodle product
provided, the stronger the customer loyalty to the business. If the taste of chicken noodles is always delicious and
does not disappoint over time, customers will trust the brand, recommend it to others (word of mouth), and
continue to come back to buy, the level of customer satisfaction after enjoying the product or service, then the
potential for forming customer loyalty will be greater, digital marketing that is carried out does not only directly
make customers loyal, but first makes customers feel satisfied first and that satisfaction is what then creates loyalty.
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