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INTISARI 
 

Peneliitian ini memiliki tujuan untuk menguji pengaruh personalized digital 

marketing dan trust terhadap customer satisfaction dengan user behavior sebagai 

variabel mediasi nya. Subjek dari penelitian ini adalah produk lokal Indonesia. 

Penelitian menggunakan metode purposive sampling. Jumlah responden 

yang didapatkan sebanyak 240 responden. Metode yang digunakan untuk 

menganalisis hasil kuisioner adalah dengan software SmartPLS versi 4.1.0.0, 

metode yang dipakai adalah Partial Least Square. 

Hasil dari penelitian menunjukkan bahwa personalzed digital marketing 

dan trust berpengaruh positif terhadap customer satisfaction baik secara langsung 

maupun tidak langsung. Pengaruh tidak langsung yang terjadi, melalui variabel 

mediasi user behavior. Hubungan mediasi antara personalzied digital marketing, 

user behavior dan customer satisfaction serta trust, user behavior dan customer 

satisfaction yang didapatkan merupakan mediasi secara komplementer. 

 

Kata kunci: customer satisfaction, partial least square, personalized digital 

marketing, trust, user behavior. 
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ABSTRACT 
 

The objective of this research is to examine the influence of personalized 

digital marketing and trust on customer satisfaction, with user behavior as a 

mediating variable. The subject of this research is local Indonesian products. 

The research employs purposive sampling method. The number of 

respondents obtained was 240 respondents. The method used to analyze the 

questionnaire results is SmartPLS software version 4.1.0.0, using the Partial Least 

Square method. 

The results of the research indicate that personalized digital marketing and 

trust have a positive influence on customer satisfaction both directly and indirectly. 

The indirect influence occurs through the mediating variable of user behavior. The 

mediation relationship between personalized digital marketing, user behavior, and 

customer satisfaction, as well as trust, user behavior, and customer satisfaction, is 

found to be complementary mediation. 

Keywords: customer satisfaction, partial least square, personalized digital 

marketing, trust, user behavior. 
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