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ABSTRACT 
Marketing mix is part of marketing science that can be managed by a company to influence 
customers’ behaviour. This research was aimed to analyze and explain the effect of 
marketing mix on customer trust, purchase decision, customer satisfaction and behavioural 
intention. In other words, it was aimed to figure out customers’ experience before purchase, 
during purchase decision making, and after purchase. The research was conducted at 
Excellent Translation, a company which focused its marketing on online marketing. A total of 
145 customers were selected using random sampling technique. SmartPLS was used for 
data analysis, from which significance level of 0.05. The results of the research showed that 
marketing mix had a significant effect on trust and purchase decision, that purchase decision 
had a significant effect on customer satisfaction, and that customer satisfaction had a 
significant effect on behavioural intention. 
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In Indonesia, the growth of online-based services company (e-commerce) is affirmed. 
This is supported by the emergence of various start-up companies such as, GoJek (ojek 
online services), JNE (freight forwarding), Traveloka (hotel and transport ticket booking 
services), Trivago (hotel booking service online), and others. With the number of internet 
users which had reached 89 million people or about 30% of the total population in Indonesia 
in 2014, it is no wonder Indonesia becomes the target market of e-commerce foreign 
investors and new opportunities for the community of Indonesia. This is in line with data from 
the MoCI which states that the value of e-commerce transactions in 2014 reached USD 12 
billion (kominfo.go.id, 2017). One of service companies that develop in line with the 
development of e-commerce based company is a translation service company. 
 

 
 

Figure 1 – Google Trand with the keyword “Translation Service" 
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It is obvious that a translator company is needed for an e-commerce-based company. 
In addition to translating documents, various other kinds of products also have the 
opportunity to require translation services. Such as translator software user interface for 
mobile or computer, service make article translation for cointain website, AdWord localization 
for Search Engine Optmation (SEO), until we often enjoy subtitled video. 

The need for translator services is in line with data from google trend that shows 
increased keyword search of "translation service" from 2018 until now (Figure 1). Seeing 
these opportunities, many translation service companies are growing in Indonesia with only 
utilize e-commerce website, such as jtc-indonesia.com, gamalingua.com, 
parapenerjemah.com, solisuipenerjemah.com, and others. One of them is Excellent 
Translation with the domain of jasa-translate.com at which this research was done. On the 
other hand, it does not hinder a larger and longer-term Indonesian translation companies 
standing into the Indonesian market by providing translation services into Indonesian 
(Common Sense Advisory: Top 100 Language Service Providers by Stephen Henderson 
2016). 

Given the many opportunities and threats of competitors, Excellent Translation is 
required to take advantage of these opportunities by increasing purchasing decisions and 
being able to compete with competitors by maximizing customer satisfaction, as creating 
value and customer satisfaction will shape positive consumer behavior for the future 
(Bendall-Lyon and Powers, 2004), while customer satisfaction will be fulfilled when what is 
expected equivalent with what is obtained after the purchase of services (Hafeez and Hasnu, 
2010). In other words, improving purchasing decisions can also increase consumer 
satisfaction. 

Darmasaputra (2015) and Rezky et al (2012) in their research indicate that purchasing 
decisions are influenced by marketing mix. The purpose of a marketing mix is that the 
services offered are acceptable to customers or purchased by customers. In addition to the 
marketing mix, customer confidence in the internet business is the main factor a person to be 
willing to shop online (Gefen et al, 2003). Because doing business transactions online is 
threatened with many risks. Gefen and Straub (2004) argue that the lack of rules and 
regulations governing the Internet, keeps customers from relying on the trust and popularity 
of an online store to reduce uncertainty and risk. 
 

LITERATURE REVIEW 
 

The trend of customer behaviour change in the era of Internet technology requires that 
companies change their business methods following the development of customer behaviour 
(Kotlyarov, 2012). Marketing mix consists of variables that a company can control in order to 
achieve its marketing target (Kotler and Amstrong, 2010). Marketing mix elements can be 
implemented in various businesses and continuously develop and change according to the 
condition of the company and the market target. Booms and Bitner (1981) introduced the 7Ps 
of marketing mix for services companies. This was later developed by Kalayanam and 
McIntyre (2002), who proposed the 4Ps + P2C2S2 of marketing mix, with an addition of 
some elements, namely personalization, privacy, customer service, community, security, and 
site design. This research, however, used the “marketing mix for e-commerce” proposed by 
Pogorelova et al. (2016). Basically, “marketing mix for e-commerce” adopts the 7Ps of 
marketing mix and e-marketing mix, where the customer service, community, and site design 
are incorporated with the components process, promotion, physical evidence, and some 
other elements that were adjusted to the environmental condition of e-commerce. The 
following is the explanation of each element: 

a. Product, goods or service offerred to customers 
b. Price, a monetary unit that must be sacrificed in order to obtain services or goods 
c. Promotion, a communication activity to inform and influence customers (social 

media, email, web-conference, webinar) 
d. Place, a virtual selling point such as website, social media, or collective platforms 

(Tokopedia, OLX, Alibaba, etc.) 
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e. People, all actors involved since production until delivery of products or goods to 
customers 

f. Process, a combination of all activities since production until delivery of products or 
goods to customers 

g. Physical Evidence, physical presentation illustrating a company virtually 
There have been a number of studies discussing the effect of marketing mix on trust. 

Kim et al. (2004) stated that marketing mix has a significant effect on trust. The results of the 
research showed that trust increases with the increase in product quality and promotion 
conducted by a company. Another study conducted by Hikmawati et al. (2015) examined the 
correlation between marketing relationship, marketing mix and trust. The results of the study 
showed that marketing mix has a significant effect on trust. Morgan and Hunt (1994) stated 
that trust is a key variable for the success of marketing. Similar to marketing mix, the success 
of marketing mix applied by a company is evident if the marketing mix is able to build trust in 
customers in the services/products offerred. 

Mowen and Minor (1998) explained that trust is built from customers’ knowledge and 
inference on objects, attributes, and benefits. In this research, object refers to all elements in 
the 7Ps of marketing mix; attribute refers to the characteristics or features present or absent 
in an object; and benefit refers to the positive outcome presented by customers. In other 
words, trust will increase or decrease according to their perception on the marketing mix 
applied by the company. 

H1: Marketing mix has a positive and significiant effect on customer trust. 
Peter and Olson (2000) stated that purchase decision making is an integration process 

combining knowledge and information for evaluating various possibilities and selecting one of 
the possibilities. The information can be in the form of price, product, place, person, etc. 
Customers rely on the information they gain or suggestions from others (sellers or friends) to 
help them make a selection. Thus, it is important for a company to optimize the role of 
marketing mix in order to deliver information and knowledge on the products/services offered 
and to influence customers’ decision (Nowlis, 1995). 

Kotler and Amstrong (2012) assumed that too many attributes will make it difficult for 
customers to make decision. Attributes in this case may be the elements of marketing mix or 
anything other than the elements of marketing mix and may be derived from one company or 
more which offers similar products/services. The elements will be evaluated by the 
customers, and in doing so, the customers will be influenced by the situations, knowledge, 
motivation, and environment (Engel et al., 1993). Price is an element normally set as a 
standard when evaluating quality is deemed difficult or when there are unreasonable number 
of services options (Pinson and Joliber, 1998). 

There are some other studies discussing the effect of marketing mix on purchase 
decision. The study by Hidayati (2016) showed that marketing mix had a significant effect on 
purchase decision. This study discussed the correlation between marketing mix and 
purchase decision using the AIDA model as an intervening variable. 

H2: Marketing mix has a positive and significant effect on purchase decision 
Most customers assumes that trust is built by finding out anything related to a seller 

from his or her reputation or from mutually beneficial policies (Gefen, 2000). From the 
perspective of the seller, customers’ trust is also taken into consideration as he or she must 
make sure that customers will exercise their obligations. Keen et al. (2000) claimed that a 
good customer is a key factor to build trust, both online and offline. Moorman et al. (1993) 
defined trust as customers’ willingness to rely on the service/goods provider, in the hope that 
the service/goods provider will fulfill their need as promised. McKnight et al. (2002a) 
mentioned two indicators of trust, namely: 

 Trusting belief, perceived belief of customers in a service provider that has the 
characteristics to meet their need; 

 Trusting intention, something that is intended, where customers are willing to rely on 
a service provider in a given situation. 

Trust has a crucial role in relationship building, especially in e-commerce-based 
business in the services sector (Sonja and Edwald, 2003), which has been cited as one of 
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reasons customers are reluctant to make a purchase online (Lee and Turban, 2001). 
Numerous scholars and practitioners acknowledged the relevance between trust and 
purchase decision. A study conducted in nine European countries by Capgemini ernst & 
Young (2000) showed that more than 6,000 customers expressed that online customers put 
greater importance on trust and reliability of online sellers. Yunus (2006) argued that trust is 
an “appeal” that invites transaction opportunities. It is arguable that trust constitutes the trust 
of a certain party in the other in a transaction relationship based on a belief that the trusted 
party will meet any obligation in an expected satisfactory way. In other words, the higher the 
trust, the greater the confidence of customers that a company will fulfill their need, which 
convinces them to decide to use its services/products. 

Customer trust has always been considered as the most vital factor as it encourages 
customers’ purchase decision. For instance, the research by Jaravenpaa et al. (2000) 
showed that trust had a significant effect on purchase decision. Quareshi (2015) in his 
research discussed the effect of trust on purchase decision by involving MBA (Master of 
Business Administration) and MCA (Master of Computer Applications) students as the 
objects. The results showed that trust had a significant effect on purchase decision. This 
suggested the necessity to increase trust in order to encourage customers’ purchase 
decision. Another study on the effect of trust on online intention was conducted by Beccera 
and Korgankar (2009). In that research, trust was devided into a number of variables, namely 
vendor trust, brand trust, and product trust. From that research it could be concluded that the 
trust in the salesperson, product, company, vendor, brand, and other holds great importance 
as it can influence customers’ purchase intention and is useful for maintaining a long-term 
relationship between a company and its customers. 

H3: Trust has a positive and significant effect on purchase decision. 
Research decision according to Kotler and Amstrong (2012) is the decision made by 

customers after undertaking some processes, starting from information search and 
evaluation until deciding on one of two or more choices of translating service providers. Mohr 
(2010) explained several stages of deciding the purchase of technology-based 
products/services, namely: 

 Information search: The search of information regarding products/services of interest 
to promote positive properties of the products; 

 Evaluation: Varied attitude to select and obtain available information and to choose 
some benefits which are offered; 

 Actual Purchase: Final decision to purchase or to use a product/service. 
In the process of purchase decision making, customers will not stop in the consumption 

process but will proceed to the process of evaluation of their experience in using a 
product/service. As a result of the evaluation, they will feel satisfied or dissatisfied. The initial 
concept of customer satisfaction is defined as a post-purchase decision evaluative 
assessment, which later develops into expectation and performance (Oliver, 1980). Johnson 
et al. (1995) argued that customer satisfaction is a cumulative construct influenced by market 
expectation and perceived performance in a given period and by satisfaction from time to 
time (experience). Homburg (2007) stated that customer satisfaction is “an overall post-
purchase evaluation”. In other words, the perception on experience of using a product is 
compared with the expectation before using the product. It can be concluded, then, that 
customer satisfaction can be achieved after the customer decides to purchase a service. 

Some researchers seek to conduct further research relating to the emotion evoked 
during and after the use of a product/service (Bagozzi and Gopinath, 1999; Richins, 1997; 
Mattila and Enz, 2002). In a previous study, Kautsar et al. (2012) stated that purchase 
decision has a significant effect on the satisfaction of non-prescription drugs customers. 
Another study by Lee and Kacen (2008) also discussed the levels of customer satisfaction 
viewed from how a product is purchased, planned purchase, and impulse purchase by 
illustrating Western culture as a whole. 

H4: Purchase decision has a positive and significant effect on customer satisfaction. 
Customer satisfaction is highly considered by a company as a key indicator of success 

and capital for future competition (Anderson and Srinivasan, 2003). Gerson (2001) stated 
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that customer satisfaction is what customers feel when their need is fulfilled or exceeded. It is 
the intention of every company to satisfy customers’ need. Not only is it important for the 
continuity of a company, satisfying the customers’ need can also increase the company’s 
advantages in competition. Customers who are satisfied with a product or service tend to 
repurchase the product or reuse the service when the need arises in the future. According to 
Hafeez and Hasnu (2010), there are several indicators used in the customer satisfaction 
concept, namely: 

 Fullfillment of expectation, if a company is able to meet customers’ expectation; 
 Overall satisfaction, which shows the extent to which customers are satisfied with all 

processes, starting from pre-purchase until post-purchase. 
 

METHODS OF RESEARCH 
 

Sampling and Data Method: 
 

Table 1 – Demographic characteristics of respondents 
 

Profile Characteristics % 
Gender Male 52% 
 Female 47% 
Age <20 years old 4.14% 
 20–29 years old 48.28% 
 30–39 years old 33.79% 
 40–49 years old 11.03% 
 >50 years old 2.76% 
Education Senior high school 9.66% 
 Diploma 4.14% 
 Bachelor’s degree 63.45% 
 Master’s degree 22.76% 
Profession Freelancers 4.14% 
 civil servants 6.21% 
 Lecturers 8.97% 
 Students 20% 
 Private employees 49.66% 
 Entrepreneurs 11.03% 

 
The sample consisted of a total of 145 respondents, the data from which were 

analyzed, see table 1 for description. A previous study in the field of online shopping claimed 
that self-administered online survey is the most appropriate method to collect data (Chen and 
Barnes, 2007). The population of this research consisted of Excellent Translation’s 
customers. Samples of 145 people were obtained with random sampling technique, which 
was inclusive of error tolerance limit of 7%. The data used in this research were primary 
data. Primary data were obtained directly from the respondents’ answers to a questionnaire 
sent by email. The email contained a link to a provided Google Form. The Questionnaire was 
devided into two parts, namely descriptive information or customers’ demography (gender, 
age, education, and profession) and customers’ statements regarding the research variables 

Measurments. This research examined 4 construct, namely marketing mix, customer 
trust, purchase decision and customer satisfaction. Each variable consisted of a number of 
indicators, and some indicators had a number of items. Marketing mix consisted of product, 
price, promotion, place, people, process, physical evidence (Pogorelova et al., 2016). Trust 
consisted of trusting belief and trusting intention (McKnight et al., 2002a). Purchase decision 
consisted of information search, evaluation, and actual purchase (Mohr, 2010). Customer 
satisfaction consisted of expectation and overall satisfaction (Hafeez and Hasnu, 2010). The 
entire indicators were measured through several items built based on previous studies which 
had been validated. Likert Scale from negative extreme to positive extreme (a scale of 1–5), 
where a scale of 1 denotes disagreement and a scale of 5 denotes extreme agreement, was 
used. These indicators were chosen as they fitted with the field of present research, which 
adopted e-commerce, and the items used were more flexible and adjustable to the research 
object. 
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Figure 2 – Theoretical proposed model 

 
PLS-SEM analysis method. PLS path models are formally defined by two sets of 

linear equations: the measurement model (also called outer model) and the structural model 
(also called inner model). The measurement model specifies the relations between a 
construct and its observed indicators (also called manifest variables), whereas the structural 
model specifies the relationships between the construct. The structural model consists of 
exogenous and endogenous constructs as well as the relationships between them. The 
values of exogenous constructs are assumed to be given from outside the model. Thus, 
exogenous variables are not explained by other constructs in the model, and there must not 
be any arrows in the structural model that point to exogenous constructs. In contrast, 
endogenous constructs are at least partially explained by other constructs in the model. Each 
endogenous construct must have at least one arrow of the structural model pointing to it. The 
relationships between the constructs are usually assumed to be linear. The size and 
significance of path relationships are typically the focus of the scientific endeavors pursued in 
empirical research. 

According to Henseler and Chin (2010) and Hair et al. (2013), the first step in SEM 
analysis is measurement model assessment; next is the structural model results’ assessment 
(the two-stage approach). The focus of measurement model assessment is to evaluate the 
causal relations between the indicators/items and validation of the theoretical constructs, 
while the structural model evaluates the causal relations between the theoretical constructs 
(Anderson and Gerbing 1982). In respect of measurement assessment, construct validity is 
defined as “the extent to which an operationalization measures the concept it is supposed to 
measure” (Bagozzi et al, 1991). Further, convergent and discriminant validity are assessed. 
Convergent validity is defined as “the degree to which multiple attempts to measure the 
same concept are in agreement,” while discriminant validity is defined as “the degree to 
which measures of different concepts are distinct” (Bagozzi et al. 1991). The structural model 
assesses R2 measures and the level and significance of the path coefficients (β) by 
performing the bootstrapping procedure of 5,000 resamples (Hair et al. 2011). Thus, 
SmartPLS software (Ringle et al., 2005) is used in this study to assess the PLS-SEM 
analysis. 
 

RESULTS AND DISCUSSION 
 

As discussed, to assess the reflective measurement models using PLS-SEM, construct 
validity, using outer weights or loadings, composite reliability (CR), convergent validity, and 
discriminant validity were examined. As depicted in Table 2, all the outer loadings of items 
are well above the threshold of 0.70, and all constructs have high levels of internal 
consistency reliability established by the CR values. Secondly, convergent validity was 
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evaluated using AVE, for which the results show that all the AVE values are well above the 
threshold of 0.5, thereby demonstrating the convergence of the research construct. Figure 2 
presents the measurement model including outer loadings along with the β and R2 values. 
Furthermore, all the outer t statistics show that the t value is higher than 2.58 (sig. level at 
1%). From the outer t statistics managers can empirically set “actionable strategies” based 
on the sizes of the exogenous construct item weights (Hair et al. 2013). 
 

Table 2 – Consturct Validity, Composite Reliability, Cronbach Alpha, Outer T-statistics 
 

Construct Indicator 
Outer 

Weights 
AVEᵃ 

Composite 
Reliabilityᵇ 

Cronbachs 
Alpha 

Outer T-
Statisticᶜ 

MM MM1 0.820069 0.6727 0.9349 0.9186 14.064647 
 MM2 0.877719    27.740571 
 MM3 0.797565    13.150404 
 MM4 0.750751    10.423686 
 MM5 0.814268    12.549290 
 MM6 0.824088    20.693660 
 MM7 0.851147    19.183655 

CT T1 0.935228 0.8535 0.921 0.8292 49.553677 
 T2 0.912363    30.873363 

PD PD1 0.894353 0.8088 0.927 0.8829 25.777749 
 PD2 0.918404    37.888376 
 PD3 0.885039    30.291262 

CS CS1 0.949777 0.9028 0.9489 0.8924 56.069875 
 CS2 0.950592    57.941903 

 

ᵃAVE = (summation of the square of the factor loadings)/{(summation of the square of the factor loadings) + 
(summation of the error variances)}. 
ᵇComposite reliability (CR) = (square of the summation of the factor loadings)/{(square of the summation of the 
factor loadings) + (square of the summation of the error variances)}. 
ᶜt values: t value 2.58 (sig. level = 1%). From the outer t statistics, a set of “actionable strategies” based on the 
sizes of the exogenous construct indicator weights is interpreted. 
ᵈMM = Marketing Mix; CT = Customer Trust; PD = Purchase Decision; CS = Customer Satisfaction; 
BI = Behavioral Intention. 
ᵉMM1 = Product; MM2 = Price; MM3 = Promotion; MM4 = Place; MM5 = Process; MM6 = People; 
MM7 = Physical Evidence; CT1 = Trust Belief; CT2 = Trust Intention; PD1 = Information Search; 
PD2 = Evaluation; PD3 = Actual Purchase; CS1 = Excpectation; CS2 = Overall Satisfaction. 

 
Table 3 – Discriminant validity (Fornell-Larcker criterion) 

 

Constructᵇ MM CT PD CS 
MM 0.6727ᵃ    
T 0.5857 0.8535   
PD 0.4589 0.5399 0.8089  
CS 0.3090 0.5161 0.7060 0.9028 
 

ᵃThe off-diagonal values in the above matrix are the square correlations between the latent constructs, and the 
diagonal values are AVEs. 
ᵇ MM = Marketing Mix; CT = Customer Trust; PD = Purchase Decision; CS = Customer Satisfaction. 

 
To assess construct validity, the discriminant validity between the research constructs 

was assessed using Fornell and Larcker (1981) and cross-loading criterion. As depicted in 
Table 3, the off-diagonal values are the square correlations between the latent research 
constructs, and the diagonal values are AVEs. Thus, the Fornell and Larcker criterion shows 
that discriminant validity between the constructs exists. 

Discriminant validity is used to construct latent constructs predicting the size of their 
blocks. Ghozali (2014) mentions that the discriminant validity of the measurement model with 
reflexive indicators based on intersections contains measurements with constructs. 
Discriminative validity of measurement models based on cross-load measurements with 
constructs. If the constructs with the principal measurements (each indicator) are larger than 
the other construct size, the latent construct predicts the indicator better than the other 
construct, as comparing the loadings across the columns in Table 4 implies that an 
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indicator’s loadings on its own construct are in all cases higher compared to all of its cross-
loadings with other construct. 
 

Table 4 – Discriminant validity: Loading and cross loading criterionᵃᵇ 
 

Indicatorᵈ MM CT PD CS 
MM1 0,8200 0,4961 0,2935 0,2997 
MM2 0,8777 0,5388 0,4848 0,3494 
MM3 0,7976 0,3888 0,5482 0,2881 
MM4 0,7507 0,3970 0,3638 0,1948 
MM 5 0,8142 0,5797 0,2503 0,2232 
MM 6 0,8241 0,5587 0,2654 0,1890 
MM 7 0,8512 0,3852 0,3973 0,2027 
CT1 0,5743 0,9352 0,5363 0,5189 
CT2 0,5037 0,9124 0,4563 0,4290 
PD1 0,4111 0,4534 0,8944 0,4926 
PD2 0,3772 0,4981 0,9184 0,6195 
PD3 0,4441 0,4978 0,8850 0,7537 
CS1 0,2767 0,4737 0,6681 0,9498 
CS2 0,3103 0,5069 0,6735 0,9505 
 

ᵃBold values are loadings for indicator, which are above the recommended value of 0.5. 
ᵇLoading and cross-loading criterion: An indicator’s loadings on its own construct are in all cases higher than all of 
its cross-loadings with other constructs. 
ᶜMM = Marketing Mix; CT = Customer Trust; PD = Purchase Decision; CS = Customer Satisfaction; 
BI = Behavioral Intention. 
ᵈMM1 = Product; MM2 = Price; MM3 = Promotion; MM4 = Place; MM5 = Process; MM6 = People; 
MM7 = Physical Evidence; CT1 = Trust Belief; CT2 = Trust Intention; PD1 = Information Search; 
PD2 = Evaluation; PD3 = Actual Purchase; CS1 = Excpectation; CS2 = Overall Satisfaction. 

 
Structural Model: 

 

 
 

Figure 3 – Measurement model (Outer loadings, path coefficient, and R²) 
 

ᵃMM = Marketing Mix; CT = Customer Trust; PD = Purchase Decision; CS = Customer Satisfaction; 
BI = Behavioral Intention. 
ᵇMM1 = Product; MM2 = Price; MM3 = Promotion; MM4 = Place; MM5 = Process; MM6 = People; 
MM7 = Physical Evidence; CT1 = Trust Belief; CT2 = Trust Intention; PD1 = Information Search; 
PD2 = Evaluation; PD3 = Actual Purchase; CS1 = Excpectation; CS2 = Overall Satisfaction. 

 
Once the measurement model was assessed and the constructs validated, the next 

step was the assessment of the structural model and their causal relationships. The 
researchers assessed the structural model of the reflective constructs following the steps and 
procedures proposed by Hair and et al (2013). First, the structural model for collinearity was 
assessed. This step was undertaken to ensure that there are no biased β, the estimations of 
which might involve significant levels of collinearity among the exogenous constructs. Using 
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the SPSS linear regression option, the analysis shows that all VIF values were well below the 
threshold of 5.00, thereby demonstrating that multicollinearity is not an issue in this study. 
Second, the significance and relevance of the structural model relationships were evaluated 
using the PLS algorithm option. In addition to the structural relationships, researchers 
examined the significance of the relationship by performing the bootstrapping option of 5000 
resamples. Table 5 depicts the β, which represents the hypothesized relationships between 
the constructs and their level of significance (t statistics). 
 

Table 5 – Path Coefficient 
 

Hypothesis Pathᵇ Path Coefficent (β) Standard Error T Statisticsᵃ Decision 
H1 MM → CT 0,5857 0.017816 7.0565*** Supported 
H2 MM → PD 0,2172 0.017652 2.2709* Supported 
H3 CT → PD 0,4127 0.020590 3.4566*** Supported 
H4 PD → CS 0,706 0.010054 14.9694*** Supported 
 

ᵃt values for one-tailed test: *1.645 (sig. level 0.05), **2.326 (sig. level = 0.01), and ***t value 2.576 (sig. level = 
0.005). 
ᵇMM = Marketing Mix; CT = Customer Trust; PD = Purchase Decision; CS = Customer Satisfaction. 

 
As depicted in Table 5, Hypothesis 1 stated that marketing mix (MM) had a significant, 

positive effect on customer trust (CT) with a path coefficient of 0.5857 and t-statistic of 
7.0565, which was greater than the t-table (1.645) or p ≤ 0.05. This indicated that the better 
the marketing mix applied by a company, the higher the customer trust. This research also 
demonstrated that marketing mix attributes product, price, place, people, promotion, process, 
and physical evidence served as factors that influenced customer trust. This research’s 
results were in line with those of research conducted by Kim et al. (2014) and Hikmawati et 
al. (2015), which stated that marketing mix has a significant effect on customer trust. 

Hypothesis 2 stated that marketing mix (MM) has a significant, positive effect on 
purchase decision (PD) with a path coefficient of 0.217 and t-statistic of 1.437, which was 
greater than the t-table (1.645) and was significant or had p ≤ 0.05. These statistical results 
indicated that the better the marketing mix applied by a company, the better the purchase 
decision. This research’s results were supported by the results of previous studies, which 
stated that marketing mix has a significant effect on purchase decision (Hidayati, 2016 and 
Kusumawati, 2014). 

Hypothesis 3 stated that customer trust (CT) has a significant, positive effecton 
purchase decision (PD). The statistical results demonstrated a path coefficient of 0.3778 and 
t-statistic of 2.418, which was greater than the t-table value (1.645) and had p ≤ 0.05. These 
results indicated that the greater the customer trust is, the less the customers were hesitant 
to purchase or use the services provided by Excellent Translation. This was in line with the 
argument of Pavlou and Gefen (2004) that customer trust is a requirement for the success of 
e-commerce as customers will not make a purchase unless they trust the seller. The results 
of this research were supported by previous studies, which stated that customer trust has a 
significant effect on purchase decision (Prabowo et al., 2014 and Beccera, 2009). 

Hypothesis 4 stated that purchase decision (PD) has a significant, positive effect on 
customer satisfaction (CS). This was based on the results of the statistical analysis, which 
indicated a path coefficient of 0.706 and t-statitic of 11.6438, which was greater than the t-
table (1.645) and was significant or had p ≤ 0.05. These results indicated that the better the 
purchase decision, the greater the customer satisfaction. This was in line with the opinion of 
Isliko (2010), who stated that purchase decision is the foundation of the creation of customer 
satisfaction. Purchase decision of prime quality considerably determines how usage and 
usefulness can bring customers satisfaction. Strong purchase intention may indicate how 
much usefulness and satisfaction customers may receive. 

The level of the R² values was assessed as another step in evaluating the structural 
model. The R2 values of the endogenous latent variables are obtained from the PLS 
algorithm option. According to Hair et al (2011), an R² value for the endogenous latent 
variable of 0.75 is described as substantial, 0.50 is described as moderate, and 0.25 is 
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considered as weak. Table 6 indicated that the R-square value of variable customer trust 
was 0.3431. The R-square value indicated that 34.31% of variable customer trust (CT) could 
be influenced by variable marketing mix (MM), while the remaining 65.69% could be 
influenced by variables that were not examined in this research. The square value of 
purchase decision was 0.3225, which indicated that purchase decision (PD) was influenced 
by marketing mix (MM) and customer trust (CT) at 32.25%, while the remaining 67.75% was 
influenced by variables that were not examined in this research. The R-square value for 
variable customer satisfaction (CS) was 0.4984, which indicated that 49.84% of variable 
customer satisfaction was influenced by purchase decision (PD), while the remaining 50.16% 
was influenced by variables that were not examined in this research. The R-square value of 
variable behavioural intention (BI) was 0.676, which indicated that 67.6% of variable 
behavioural intention (BI) was influenced by customer satisfaction (CS), while the remaining 
32.4% was influenced by variables that were not examined in this research 
 

Table 6 – R-Square Values 
 

Endogenous latent constructs R² Q
2
 Effect Sizeᵃ 

CT 0.3431 0.3431 Large 
PD 0.3225 0.3225 Large 
CS 0.4984 0.4984 Large 
 

ᵃAssessing predictive relevance or effect size (Q2): Value effect size: 0.02 = Small; 0.15 = Medium; 0.35 = Large. 
ᵇCT = Customer Trust; PD = Purchase Decision; CS = Customer Satisfaction. 

 
The PLS model evaluation was carried out using Q2 predictive relevance to measure 

how good the observation value resulted by the model and the parameter estimation. But, Q2 
predictive relevance can not be calculated with the formula if there is only one independent 
variable. Thus, the value of Q2 will be equal to the value of R² of the dependent variables 
(Latan & Noonan, 2017). 
 

CONCLUSION 
 

Given that the focus of this research was to figure out the correlations between 
marketing mix, trust, purchase decision, customer satisfaction and the research object was 
the experience of online customers in using the services provided by Excellent Translation, 
the customer behaviour since before making purchase decision, during the making of 
purchase decision, until the service was used was measured using the indicators making up 
the variables. 

Marketing mix is a marketing attribute that a company can control to influence 
customers in addition to customers’ environment and internal motivation. In optimizing the 
attribute, the company needs research on their market target to identify their customers’ 
perception. This research adopted the marketing mix that had been adjusted to e-commerce 
companies. In other words, some attributes were adjusted to the condition of the company. 
As a result, marketing mix significantly affected customer trust. Customer trust was 
established due to the attributes of the marketing mix applied by the company, for example 
the product type, the product price, the promotion conducted by the company, the website 
management routine, the employee competence, the services provision process, and the 
website appearance quality. Meanwhile, purchase decision is made after customers evaluate 
and choose which product or service has greater advantage. In other words, purchase 
decision is made after customers evaluate and choose the marketing mix applied by a 
company. Thus, it can be concluded that marketing mix has a significant effect on purchase 
decision. Based on the results of this research, it can be seen in table 2 indicator MM2 or 
price has value of t-count and outer weight bigger than indicator of marketing mix other (t-
statistc = 27.740571; Outer Weight = 0.877719), this means strategy of determination of 
price must be more reckoned considering the price indicator gives the most influence when a 
company has decided to maximize purchasing decision and trust, although overall the 
attribute of marketing mix by Excellent Translation can influence the target market. 
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Customer trust had a significant effect on purchase decision. In other words, high 
customer trust increases customer purchase intention. This means that purchase decision is 
made after customers gain trust, given that customer trust occurs after customers are 
stimulated by the marketing mix applied by the company. It can be concluded that marketing 
mix indirectly affects purchase decision through customer trust. It can be seen in table 5 
customer trust significantly affect the purchase decision (t-statistc = 3.4566; β = 0,4127). This 
means Excellent Translation has gained consumer confidence so that, consumers decide to 
use their services. Customers believed that Excellent Translation would meet their need 
consistent with the offer (trusting belief), and they could submit their personal data and 
confidential documents to be translated without any sense of worry (trusting intention). 

The results of this research indicated that purchase decision had a significant effect on 
customer satisfaction. In other words, strong purchase decision indicates fulfilled 
expectation. As for a service company, customers make decision right when they receive the 
service, and they will judge whether their expectation is fulfiled or not. Once the entire 
process of service provision is completed, customers will make overall judgment (overall 
satisfaction). Based on this researach, what customers expected was consistent with the 
offer, and the customers were satisfied with the service provided by Excellent Translation. 
From this satisfaction which further determines the consumer behavior in the future, whether 
they will change to another competitor or stay loyally and keep purchasing. 
 

RESEARCH LIMITATION 
 

This research had some limitation and attention should be paid to the results although 
procedural and statistical methods were used to overcome bias. Sample was taken from an 
e-commerce-based translation service providing company within a limited period of time, 
which possibly would yield different results if this research was conducted in a different 
company within different period of time. Therefore, further research in another e-commerce-
based company engaged in a different sector is advised. The independent variable used in 
this research was only marketing mix, while in fact, customer behaviour in making a 
purchase decision is not only influenced by marketing mix, although it has a general 
coverage of marketing elements. For more details, further research is expected to add some 
new variables. For example, in the technological sector, there are some other variables such 
as e-servquality, transaction security, information quality, web design, and entertainment. 
Meanwhile, in the social sector, demographic information such as culture, social capability, 
ethnic group, etc. can be added. It is expected that future research can make greater 
contribution in the science of marketing and behaviour of customers, especially netizen. 
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