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1. INTRODUCTION
Industry 4.0 is an all-digital era where everything can be done digitally. This also applies to the trade
industry, because digital media is quite extensive and able to reach producers and consumers from
various regions. In recent years, the company's awareness of the importance of digital media has
increased, this increase is due to the company's concern in getting new consumers, which is
increasingly fierce competition. The public's need for information is also increasing which makes
digital media an effective and efficient means to reach consumers.

Various digital media have an important role in providing information to the public. The internet
in particular is very helpful for people to get the latest news updates. Electronic mail or e-mail can
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send the latest offers to its customers who need the latest information through subscriptions. Digital
media is the choice of many people to obtain information because it is efficient, can be read anytime
and anywhere without carrying large sheets such as newspapers and magazines. This is an
interesting concern for companies to compete to take advantage of market developments through
digital media. The importance of the role of local, national and international digital media cannot be
denied. The media, especially the internet, are the main sources of information in certain regions.

Advertising and marketing that is applied digitally, has brought together consumers with the
desired product in new and various ways that can attract consumers' attention. Therefore, how to
reach consumers through digital platforms and accurate and quality advertisements plays an
important role in shaping consumer satisfaction. The more accurate and quality the marketing and
advertising offered, the higher the satisfaction felt by customers. The company will be successful in
obtaining a large number of customers if it is considered to be able to provide satisfaction for
customers. However, in reality with online shopping there are still many things that cause consumer
dissatisfaction. Below Figure 1.3 is the result of a study on online shopping behavior and consumer
perceptions of an e-commerce platform in 2017.
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Figure 1. Results of the study of online shopping behavior in one of Indonesia's e
commerce

From the results of the study in Figure 1.1, we can see that customer satisfaction can be

influenced by several factors which are not new to consumers anymore.
The price is raised first, what is meant is that before the price of the product is marketed in the form
of a promo or discount, the basic price of the product has been raised first and then a discount is
given. This is tantamount to offering consumers normal prices without discounts. The discount price
is not accurate, this problem is almost the same as point 1 above where the price after the discount
becomes inaccurate in calculation which makes customers reluctant to buy and feel dissatisfied with
the offer. Items do not match the picture, this incident is no longer common. Because many sellers
sell products that do not match the pictures shown in the catalog. The images in the catalog are
manipulated or edited in such a way that they look perfect but in reality after being received by
consumers it is different from what was previously described. Goods sent damaged are also the
biggest problem in achieving customer satisfaction. The customer pays for a new product but gets a
defective product to the detriment of the customer.

The current of development has brought changes in people's lifestyles in seeking information,
moving to digital media. This flow of change has also brought people's shopping lifestyle to shift from
a traditional one to an online shopping lifestyle. This flow of change has resulted in many
manufacturers competing to provide their products from digital media such as websites, online
stores, and social media applications that provide more information and transactions can easily be
done without having to go to a place to sell goods or services. Consumer behavior is changing due
to the benefits of digital media being more time efficient, practical and cost effective.
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Things that can be utilized through digital media are advertising and marketing. Along with the
development of the trade industry and the business world, competition in the struggle for market
share is getting tougher, companies are required to be able to utilize their resources effectively and
efficiently with the aim of benefiting the company and excelling in the competition. Each company is
expected to be able to make a marketing strategy in the competition so as not to be left behind, one
of which is to have a marketing strategy with digital marketing. This strategy aims to provide financial,
non-financial benefits and survive in the trading industry and achieve company goals for the long
term in the future.

To help achieve the company's goals, pricing strategy is also influential. Because the price also
affects the decision of buyers and customer satisfaction. Especially in a state of economic recession
that hit each country caused by the COVID-19 pandemic, demanding consumers to be wiser in
managing finances. Therefore, the researcher chose Price as the moderating variable to analyze
how the effect of Price on Digital Marketing and Advertising. In this study, digital marketing and
advertising variables will be investigated in one of the largest e-commerce sites in Indonesia with a
case study on Shopee. Shopee is an online shopping company with the largest online platform in
Southeast Asia and Taiwan. Shopee has implemented various marketing methods and strategies
which will be a useful case study site.

Shopee really pays attention to old customers and potential new customers with various
strategies and ways to stay in touch with their customers, be it through digital marketing or
advertising. Therefore, Shopee is very active in updating the approach and communication methods
with new customers or potential customers. The problem faced by Shopee in Medan at this time is
that there is still customer dissatisfaction. In the midst of the many choices of online shops at Shopee,
customers tend to be confused in choosing the right store and switch to offers whose prices are
according to their needs and types of products according to their respective wishes. If there is a store
that does not meet customer expectations, then a sense of dissatisfaction arises. Followed by the
number of advertisements that are considered by customers to be less trustworthy because what is
told in the advertisement does not match what is actually happening in the buying and selling trade.
This problem needs to be analyzed on the occurrence of customer dissatisfaction with the aim of
being able to find out the influence of digital marketing and advertising on customer satisfaction.

2. RESEARCH METHOD

The research method used by the researcher is a quantitative approach. Methods of data collection
is done by online questionnaires and documentation studies. The analytical method used is SEM-
PLS, coefficient of determination (R2), hypothesis testing (P values), and analysis of moderating
variables (effect size). The population used is Shopee e-commerce users who are domiciled in
Medan and the number of samples is 100 respondents using accidental sampling. Data collection
using questionnaires and data analysis using SEM PLS.

3. RESULTS AND DISCUSSIONS
3.1 Results of the Analysis of Moderating Variables

The direct influence between the independent variable (X), the intervening variable (Y), and the
moderating variable (Z) in this study can be seen in the following table:

Table 1. Results of Direct Effect
Path Coefficients
| Mean, STDEV, T-Values, P-Values | | ConfidenceIntervals ||| Confidence Intervals Bias Corrected ||| Samples

Qriginal Sample (0} Sample Mean (M) Standard Deviation (STDEV) T Statistics {|O/STDEV|) P Values

¢ Digital Marketing (X1) -> Kepuasan Pelanggan (¥1) 0.147 0185 0.0% 14% 0138}

Digital Marketing (1) * Harga (Z) -> Kepuasan Pelanggan (Y1) 0.105 0.102 0.067 1.583 0.116
Harga (Z1) -> Kepuasan Pelanggan (V1) 0.450 0441 0.096 4679 0.000
Periklanan (X2) -> Kepuasan Pelanggan (Y1) 0336 0320 0.097 3457 0.001
Periklanan (X2) * Harga (Z) -> Kepuasan Pelanggan (V1) 0.045 0.039 0.055 0.806 0.422

Source: Data processed with SmartPLS, 2021.
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The magnitude of the direct influence of digital marketing (X1) on customer satisfaction (Y) is
0.147; advertising (X2) on customer satisfaction (Y) is 0.336. There is a direct positive effect between
price (Z) on customer satisfaction (Y) and advertising (X2) on customer satisfaction (Y).

Table 2. Results of Indirect Effects

Total Indirect Effects
=] Mean, STDEV, T-Values, P-Values | [=] Confidence Intervals |[=] Confidence Intervals Bias Corrected | (=] Samples

Original Sample (0)  Sample Mean (M)  Standard Deviation (STDEV) T Statistics (|0/STDEV]) P Values

Digital Marketing (X1) -> Kepussan Pelanggan (V1)

Digital Marketing (X1) * Harga (Z) -> Kepuasan Pelanggan (Y1)
Harga (Z1) -> Kepuaszn Pelanggan (Y1)

Periklanan (X2) -» Kepuasan Pelanggan (V1)

Periklanzn (X2) * Harga (Z) -> Kepuasan Pelanggan (Y1)

Source: Data processed with SmartPLS, 2021.
There is no indirect effect in this model.

Table 3. R-Square Table
R Square

= Matrix |{i% RS5quare |{i% R Square Adjusted

R Square R Square Adjus...

Kepuasan Pelanggan (Y1) 0.573 0.551

Source: Data processed with SmartPLS, 2021.

Based on the table above, the R-Square value of Customer Satisfaction is 0.573, it is hereby
explained that digital marketing (X1) and advertising (X2) can explain customer satisfaction (Y) of
57.3%.

3.2 Moderation Effect
Table 4. Moderation Effect Test Results

f Square

] Matrix | (¢ fSquare Copy to Cli
Digital Marketing (X1)  Digital Marketing (XT) * Harga (Z) Harga (Z1) Kepuasan Pelanggan (V1) Periklanan (x2)  Periklanan (x2) * Harga (Z)

Digital Marketing (x1) 0023 :

Digital Marketing (X1) * Harga (2) 0020

Harga (Z1) 0219

Kepuasan Pelanggan (Y1)

Periklanan (X2) 0.110

Periklanan (X2) * Harga (2) 0.004

Source: Data processed with SmartPLS, 2021.

Based on Table 4 it can be concluded that the price can moderate digital marketing on
customer satisfaction but the effect is not so large, namely 0.02. While the effect of advertising on
customer satisfaction can also be moderated by price but less influential because it is below 0.02,
which is 0.004.

3.3 DISCUSSION
a. The Effect of Digital Marketing on Customer Satisfaction

The results of the path coefficient test between digital marketing and customer satisfaction have
a parameter coefficient of 0.147 with a T-statistics significance of 1.496 < 1.96 and a P-value of 0.138
> 0.05. This shows that digital marketing has an effect on customer satisfaction but is not significant.
The results of this study are in line with the research of Langgeng Sri Handayani and Rahmat Hidayat
(2022) that digital marketing has an effect on customer satisfaction. The results of this study are in
accordance with the theory of Lucyantoro and Moch (2017:41) that digital marketing has an effect on
increasing customer satisfaction because it can provide customers with the same basic benefits as
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forms of marketing and offer customers several additional advantages, such as info and consumers
can also search for information. product info provided in the form of social networks. So according to
researchers, digital marketing is quite influential on customer satisfaction but not significant because
digital marketing is enough to help meet the information needs that customers are looking for.
b. The Effect of Advertising on Customer Satisfaction

The results of the path coefficient test between advertising and customer satisfaction have a
parameter coefficient of 0.336 with a significance value of T-statistics 3.46 > 1.96 and a P-value of
0.001 < 0.05. This shows that advertising has a positive and significant effect on customer
satisfaction. The results of this study are in line with Fajar (2016)'s research that advertising has a
direct effect on customer satisfaction. The results of this study are in accordance with Sopiyan's
theory (2020:1) that there is a significant influence between advertising on consumer satisfaction. A
good advertisement is an advertisement that has a significant positive influence on consumer
interest, it can be realized if the promotion is carried out intensively and consistently. If customer
satisfaction increases, sales results will also increase. So it can be concluded by the researchers
that advertising has an effect on customer satisfaction because the strategy and attractiveness of
advertising can be a driving factor to increase customer satisfaction.
c. Priceis able to moderate Digital Marketing so that it affects Customer Satisfaction
The results of the path coefficient test between price and digital marketing and customer satisfaction
have a parameter coefficient of 0.105 with a T-statistics significance value of 1.58 < 1.96 and a P-
value of 0.116 > 0.05. This shows that price cannot moderate digital marketing on customer
satisfaction and is not significant. The researcher concludes that the effect of digital marketing on
customer satisfaction can be moderated by price but not significantly.
d. Priceis able to moderate Advertising so that it affects Customer Satisfaction

The results of the path coefficient test between price and advertising and customer satisfaction
have a parameter coefficient of 0.045 with a T-statistics significance of 0.81 < 1.96 and a P-value of
0.42 > 0.05. This shows that price cannot moderate advertising on customer satisfaction and is not
significant. The researcher concludes that the effect of advertising on customer satisfaction can be
moderated by price but not significant.

4. CONCLUSION

Based on the results of the research and discussion that have been described in the previous
chapter, several conclusions can be drawn according to the hypothesis that has been proposed as
follows: Digital marketing has no significant effect on customer satisfaction, which means that
customer satisfaction is weakly affected by digital marketing. Advertising has a positive and
significant effect on customer satisfaction, which means that advertising plays an important role in
obtaining maximum customer satisfaction. Price is able to moderate digital marketing on customer
satisfaction but is not significant, meaning that price cannot fully be a strong driving factor to help
digital marketing get maximum customer satisfaction. Price is able to moderate advertising on
customer satisfaction but it is not significant meaning that price cannot fully be a strong driving factor
to help advertising get maximum customer satisfaction.
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