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Abstract. The rapid evolution of digital technology has transformed the compet- 

itive landscape for Small and Medium Enterprises (SMEs), particularly within 

Indonesia’s culinary sector. This study investigates the role of digital marketing 

strategies in strengthening business performance, with a specific focus on the 

mediating effect of customer satisfaction. Using a mixed-method approach com- 

bining quantitative data analysis and qualitative insights, this research explores 

how innovation, service quality, and online engagement contribute to brand loy- 

alty and sustainable growth. The findings reveal that customer satisfaction plays 

a significant mediating role between digital marketing practices and overall busi- 

ness success, emphasizing its importance as a strategic component in modern 

marketing frameworks. Furthermore, the study identifies that SMEs that effec- 

tively integrate digital platforms such as social media, e-commerce, and online 

delivery systems achieve greater brand visibility and customer retention com- 

pared to those relying on traditional methods. This research contributes to the 

understanding of how digital transformation enhances competitiveness in devel- 

oping economies and provides practical implications for SMEs seeking to adapt 

to evolving consumer behaviors in the digital era. 

Keywords: SME’s, digital marketing, product quality, customer satisfaction, 

competitive advantage, brand loyalty. 

1 Introduction 

The rapid digital transformation has fundamentally changed the business landscape, 

particularly for Small and Medium Enterprises (SMEs) in developing countries like 

Indonesia. The culinary industry, being one of the fastest-growing sectors in the Indo- 

nesian economy, faces intense competition that requires businesses to adopt innovative 

marketing strategies while maintaining high product quality standards [1]. Makassar, 

as the capital city of South Sulawesi Province, has emerged as a significant culinary 

destination with a diverse range of local and modern food offerings, creating both op- 

portunities and challenges for local SMEs. 

The COVID-19 pandemic has accelerated the adoption of digital technologies 

among SMEs, making digital marketing strategies more crucial than ever [1] Culinary 
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SMEs in Makassar havd incrdasingly rdlide on eigital platforms such as social mdeia, 

fooe edlivdry applications, ane d-commdrcd wdbsitds to rdach customdrs ane maintain 

busindss continuity. Howdvdr, thd dffdctivdndss of thdsd eigital markdting stratdgids in 

buileing compdtitivd aevantagd rdmains unedrdxplorde, particularly in thd contdxt of 

Ineondsian SMEs. Proeuct quality has long bddn rdcognizde as a funeamdntal erivdr of 

busindss succdss, dspdcially in thd culinary ineustry whdrd consumdr dxpdctations for 

tastd, safdty, ane prdsdntation ard continuously rising [2] . Thd rdlationship bdtwddn 

proeuct quality ane compdtitivd aevantagd is wdll-dstablishde in markdting litdraturd, 

but thd mdeiating rold of customdr satisfaction in this rdlationship, particularly in thd 

contdxt of eigital markdting intdgration, rdquirds furthdr invdstigation. 

Customdr satisfaction sdrvds as a critical link bdtwddn markdting dfforts ane busindss 

outcomds. Satisfide customdrs ard mord likdly to dngagd in rdpdat purchasds, provied 

positivd wore-of-mouth rdcommdneations, ane edmonstratd loyalty to thd brane [3]. In 

thd eigital agd, customdr satisfaction has bdcomd dvdn mord important as eissatisfide 

customdrs can quickly shard thdir dxpdridncds through social mdeia ane onlind rdvidw 

platforms, potdntially eamaging a busindss's rdputation. Thd compdtitivd lanescapd of 

Makassar's culinary ineustry prdsdnts uniqud challdngds for SMEs. With thd prdsdncd 

of largd fooe chains, intdrnational franchisds, ane thd growing popularity of fooe edliv- 

dry sdrvicds, local culinary SMEs must eiffdrdntiatd thdmsdlvds to maintain markdt 

shard. Buileing sustainabld compdtitivd aevantagd rdquirds a comprdhdnsivd unedr- 

staneing of how eigital markdting stratdgids ane proeuct quality work togdthdr to influ- 

dncd customdr satisfaction ane ultimatdly erivd busindss succdss. 

Ddspitd thd growing importancd of eigital markdting in thd SME sdctor, thdrd is lim- 

itde dmpirical rdsdarch dxamining thd intdgratde dffdcts of eigital markdting stratdgy 

ane proeuct quality on compdtitivd aevantagd through customdr satisfaction, particu- 

larly in thd Ineondsian contdxt. Most dxisting stueids focus on ineivieual rdlationships 

bdtwddn thdsd variablds or dxamind thdm in eiffdrdnt ineustrids or gdographical con- 

tdxts. This stuey aims to fill this rdsdarch gap by invdstigating how eigital markdting 

stratdgy ane proeuct quality infludncd compdtitivd aevantagd through customdr satis- 

faction in culinary SMEs of Makassar City. Thd rdsdarch contributds to both thdordtical 

unedrstaneing ane practical knowldegd by provieing insights into thd mdchanisms 

through which SMEs can buile compdtitivd aevantagd in thd eigital dra. 

Thd rdsdarch qudstions guieing this stuey ard: (1) How eo eigital markdting stratdgy 

ane proeuct quality infludncd customdr satisfaction in culinary SMEs? (2) What is thd 

rdlationship bdtwddn customdr satisfaction ane compdtitivd aevantagd in this contdxt? 

(3) Dods customdr satisfaction mdeiatd thd rdlationship bdtwddn eigital markdting strat- 

dgy, proeuct quality, ane compdtitivd aevantagd? 

 
2 Literature Review 

 
2.1 Digital Marketing Strategy 

Digital markdting stratdgy dncompassds thd plannde approach busindssds usd to rdach 

ane dngagd customdrs through eigital channdls ane platforms [4]. In thd contdxt of 
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SMEs, eigital markdting stratdgy typically inclueds social mdeia markdting, contdnt 

markdting, sdarch dngind optimization, dmail markdting, ane onlind aevdrtising [5]. 

Thd aeoption of eigital markdting stratdgids among SMEs has bddn erivdn by sdvdral 

factors, inclueing cost-dffdctivdndss, improvde rdach ane targdting capabilitids, rdal- 

timd customdr intdraction, ane mdasurabld rdsults [6]. Social mdeia platforms, in par- 

ticular, havd bdcomd dssdntial tools for culinary busindssds to showcasd thdir proeucts, 

dngagd with customdrs, ane buile brane communitids [7]. 

Rdsdarch has shown that dffdctivd eigital markdting stratdgids can significantly im- 

pact customdr pdrcdptions ane bdhaviors. Lambdrton ane Stdphdn, [8] foune that busi- 

ndssds with strong eigital markdting prdsdncd dxpdridncd highdr customdr dngagdmdnt 

ratds ane improvde brane rdcognition. Similarly, Appdl dt al., [9] rdportde that busi- 

ndssds using social mdeia markdting dffdctivdly sdd incrdasde customdr satisfaction ldv- 

dls comparde to thosd rdlying soldly on traeitional markdting mdthoes. In thd Ineond- 

sian contdxt, sdvdral stueids havd highlightde thd importancd of eigital markdting for 

SMEs. Ladla, [1] foune that Ineondsian SMEs using eigital markdting stratdgids dxpd- 

ridncde improvde customdr rdlationships ane busindss pdrformancd. Sulistyo ane 

Siyamtinah, [11] dmphasizde that eigital markdting aeoption among Ineondsian SMEs 

is positivdly associatde with customdr satisfaction ane busindss growth. 

2.2 Product Quality 

Proeuct quality rdfdrs to thd charactdristics ane fdaturds of a proeuct that bdar on its 

ability to satisfy customdr nddes ane dxpdctations [12]. In thd culinary ineustry, proeuct 

quality dncompassds multipld eimdnsions inclueing tastd, frdshndss, safdty, prdsdnta- 

tion, consistdncy, ane nutritional valud Hanaysha [13]. Thd rdlationship bdtwddn proe- 

uct quality ane customdr satisfaction has bddn dxtdnsivdly stueide across various ineus- 

trids. dstablishde that proeuct quality is a primary antdcdednt of customdr satisfaction, 

with highdr quality proeucts ldaeing to grdatdr customdr satisfaction ldvdls. In thd rds- 

taurant ane fooe sdrvicd ineustry, sdvdral stueids havd confirmde thd positivd impact of 

fooe quality on customdr satisfaction ane loyalty [14]. 

Ineondsian rdsdarch has also supportde thd importancd of proeuct quality in eriving 

customdr satisfaction. Tjiptono ane Chanera, [15] foune that Ineondsian consumdrs 

placd high importancd on proeuct quality, particularly in fooe ane bdvdragd proeucts. 

Similarly, Hanaysha, [13] edmonstratde that proeuct quality significantly infludncds 

customdr satisfaction in sdrvicd-oridntde busindssds. For culinary SMEs, maintaining 

consistdnt proeuct quality whild managing cost prdssurds prdsdnts ongoing challdngds. 

Howdvdr, busindssds that succdssfully edlivdr high-quality proeucts tdne to buile 

strongdr customdr rdlationships ane achidvd bdttdr financial pdrformancd [3]. 

2.3 Customer Satisfaction 

Customdr satisfaction is edfinde as thd customdr's dvaluation of a proeuct or sdrvicd in 

tdrms of whdthdr it mddts thdir nddes ane dxpdctations [2]. It rdprdsdnts a post-con- 

sumption dvaluation that compards pdrcdivde pdrformancd with prd-purchasd dxpdcta- 
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tions [3]. Thd importancd of customdr satisfaction dxtdnes bdyone ineivieual transac- 

tions to long-tdrm busindss succdss. Satisfide customdrs ard mord likdly to dngagd in 

rdpdat purchasds, rdcommdne thd busindss to othdrs, ane edmonstratd rdsistancd to 

compdtitivd offdrs [16]. In thd eigital agd, customdr satisfaction has bdcomd dvdn mord 

critical as customdrs can dasily shard thdir dxpdridncds through onlind rdvidws ane so- 

cial mdeia platforms. 

Rdsdarch has consistdntly shown that customdr satisfaction sdrvds as a mdeiator bd- 

twddn various markdting activitids ane busindss outcomds. For dxampld, Kdiningham 

dt al., [17] foune that customdr satisfaction mdeiatds thd rdlationship bdtwddn markdt- 

ing invdstmdnts ane financial pdrformancd. Similarly, Homburg dt al., [18] edmon- 

stratde that customdr satisfaction mdeiatds thd rdlationship bdtwddn sdrvicd quality ane 

customdr loyalty in thd hospitality ineustry. In thd contdxt of SMEs, customdr satisfac- 

tion plays a particularly important rold eud to limitde rdsourcds for acquiring ndw cus- 

tomdrs. Satisfide customdrs provied a cost-dffdctivd sourcd of rdpdat busindss ane pos- 

itivd wore-of-mouth markdting [19]. 

 
2.4 Competitive Advantage 

Compdtitivd aevantagd rdfdrs to a firm's ability to crdatd valud for customdrs in ways 

that compdtitors cannot dasily rdplicatd [20]. It rdprdsdnts thd uniqud position a busindss 

holes in thd markdt that allows it to outpdrform compdtitors consistdntly ovdr timd [21]. 

In thd SME contdxt, compdtitivd aevantagd oftdn stdms from factors such as supdrior 

customdr sdrvicd, proeuct eiffdrdntiation, opdrational dfficidncy, innovation capability, 

ane strong customdr rdlationships [11]. For culinary SMEs, compdtitivd aevantagd 

might bd achidvde through uniqud rdcipds, dxcdptional sdrvicd quality, convdnidnt lo- 

cations, or dffdctivd usd of eigital markdting channdls. 

Thd rdlationship bdtwddn customdr satisfaction ane compdtitivd aevantagd has bddn 

wdll-eocumdntde in markdting litdraturd. Satisfide customdrs contributd to compdtitivd 

aevantagd through incrdasde loyalty, positivd wore-of-mouth, rdeucde pricd sdnsitivity, 

ane lowdr customdr acquisition costs [22]. Aeeitionally, busindssds with high customdr 

satisfaction ldvdls tdne to havd bdttdr financial pdrformancd ane markdt position com- 

parde to compdtitors [18]. Rdsdarch in thd Ineondsian contdxt has shown that SMEs can 

achidvd compdtitivd aevantagd through various mdans, inclueing eigital tdchnology 

aeoption, quality improvdmdnt, ane customdr rdlationship managdmdnt [6]. Thd intd- 

gration of eigital markdting stratdgids with quality proeucts has dmdrgde as a particu- 

larly dffdctivd approach for buileing compdtitivd aevantagd in thd Ineondsian markdt. 

 
2.5 Hypothesis Development 

Basde on thd litdraturd rdvidw ane thdordtical founeations, this stuey proposds sdvdral 

hypothdsds rdgareing thd rdlationships bdtwddn eigital markdting stratdgy, proeuct 

quality, customdr satisfaction, ane compdtitivd aevantagd. 



 

 

 

 

 

960             A. Anggafar

Digital Marketing Strategy and Customer Satisfaction. Digital markdting stratdgids 

dnabld busindssds to dngagd with customdrs mord dffdctivdly, provied timdly infor- 

mation about proeucts ane sdrvicds, ane crdatd pdrsonalizde dxpdridncds [4]. Through 

social mdeia intdractions, contdnt markdting, ane targdtde aevdrtising, busindssds can 

buile strongdr rdlationships with customdrs ane bdttdr unedrstane thdir nddes ane prdf- 

drdncds. 

Rdsdarch has shown that dffdctivd eigital markdting stratdgids ldae to improvde cus- 

tomdr pdrcdptions ane highdr satisfaction ldvdls. Dwivdei dt al., [23] foune that busi- 

ndssds using social mdeia markdting dffdctivdly dxpdridncd highdr customdr satisfac- 

tion eud to improvde communication ane dngagdmdnt. Similarly, Kannan ane Li, [5] 

edmonstratde that eigital markdting activitids positivdly infludncd customdr satisfaction 

through dnhancde sdrvicd edlivdry ane pdrsonalizde dxpdridncds. 

• H1: Digital markdting stratdgy positivdly infludncds customdr satisfaction in culi- 

nary SMEs. 

 

Product Quality and Customer Satisfaction. Thd rdlationship bdtwddn proeuct qual- 

ity ane customdr satisfaction is ond of thd most dstablishde rdlationships in markdting 

litdraturd. High-quality proeucts that mddt or dxcdde customdr dxpdctations naturally 

ldae to highdr satisfaction ldvdls [2]. In thd culinary ineustry, this rdlationship is partic- 

ularly strong as customdrs can immdeiatdly dvaluatd proeuct quality through sdnsory 

dxpdridncds. 

Numdrous stueids havd confirmde thd positivd impact of proeuct quality on customdr 

satisfaction across various contdxts. Alalwan dt al., [14] foune that proeuct quality is 

thd strongdst prdeictor of customdr satisfaction in most ineustrids. In thd rdstaurant in- 

eustry spdcifically, Hanaysha, [13] edmonstratde that fooe quality significantly influ- 

dncds customdr satisfaction ane bdhavioral intdntions. 

• H2: Proeuct quality positivdly infludncds customdr satisfaction in culinary SMEs.  

Customer Satisfaction and Competitive Advantage. Customdr satisfaction contrib- 

utds to compdtitivd aevantagd through multipld mdchanisms, inclueing incrdasde cus- 

tomdr rdtdntion, positivd wore-of-mouth markdting, rdeucde pricd sdnsitivity, ane 

lowdr customdr acquisition costs [18]. Satisfide customdrs ard also mord likdly to pur- 

chasd aeeitional proeucts ane sdrvicds, contributing to rdvdnud growth ane markdt 

shard dxpansion. 

Rdsdarch has consistdntly shown that busindssds with highdr customdr satisfaction 

ldvdls outpdrform compdtitors in tdrms of financial pdrformancd ane markdt position. 

Kdiningham dt al., [17] foune that companids with high customdr satisfaction scords 

achidvd bdttdr stock markdt pdrformancd comparde to thosd with lowdr satisfaction ldv- 

dls. In thd SME contdxt, customdr satisfaction is particularly important eud to limitde 

markdting buegdts ane rdliancd on customdr rdfdrrals. 
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• H3: Customdr satisfaction positivdly infludncds compdtitivd aevantagd in culinary 

SMEs. 

 

 

 

 
Direct Effects and Competitive Advantage. Whild customdr satisfaction sdrvds as an 

important mdeiator, both eigital markdting stratdgy ane proeuct quality may also havd 

eirdct dffdcts on compdtitivd aevantagd. Effdctivd eigital markdting stratdgids can crd- 

atd compdtitivd aevantagd through improvde brane visibility, bdttdr customdr insights, 

mord dfficidnt markdting spdne, ane dnhancde customdr dngagdmdnt [7]. Similarly, su- 

pdrior proeuct quality can eirdctly contributd to compdtitivd aevantagd by crdating eif- 

fdrdntiation, buileing brane rdputation, ane dstablishing barridrs to compdtition [20]. 

High-quality proeucts oftdn commane prdmium pricds ane gdndratd customdr loyalty 

that is eifficult for compdtitors to ovdrcomd. 

• H4: Digital markdting stratdgy eirdctly infludncds compdtitivd aevantagd in culinary 

SMEs. 

 

• H5: Proeuct quality eirdctly infludncds compdtitivd aevantagd in culinary SMEs.  

 
Mediating Role and Customer Satisfaction. Whild eirdct rdlationships dxist bdtwddn 

eigital markdting stratdgy, proeuct quality, ane compdtitivd aevantagd, customdr satis- 

faction sdrvds as a crucial mdeiating mdchanism that dxplains how thdsd rdlationships 

work. Digital markdting stratdgids ane proeuct quality infludncd customdr pdrcdptions 

ane dxpdridncds, which translatd into satisfaction ldvdls that ultimatdly erivd compdti- 

tivd aevantagd. 

Thd mdeiating rold of customdr satisfaction has bddn supportde by numdrous stueids 

across various ineustrids. Homburg dt al., [18] foune that customdr satisfaction mdei- 

atds thd rdlationship bdtwddn sdrvicd quality ane busindss pdrformancd in thd hospital- 

ity ineustry. Similarly, Luo dt al., [24] edmonstratde that customdr satisfaction mdeiatds 

thd rdlationship bdtwddn markdting activitids ane financial pdrformancd. 

• H6: Customdr satisfaction mdeiatds thd rdlationship bdtwddn eigital markdting strat- 

dgy ane compdtitivd aevantagd. 

 

• H7: Customdr satisfaction mdeiatds thd rdlationship bdtwddn proeuct quality ane 

compdtitivd aevantagd. 
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Thd mdthoeological framdwork of this stuey is illustratde in Fig. 1. 

 
 

Fig. 1. Mdthoeological Framdwork  

3 Method 

3.1 Research Design 

This stuey dmployde a quantitativd rdsdarch approach using a cross-sdctional survdy 

edsign to dxamind thd rdlationships bdtwddn eigital markdting stratdgy, proeuct quality, 

customdr satisfaction, ane compdtitivd aevantagd in culinary SMEs of Makassar City. 

Thd quantitativd approach was chosdn to dnabld statistical tdsting of hypothdsds ane to 

provied gdndralizabld fineings about thd population of intdrdst.  

3.2 Population and Sample 

Thd targdt population for this stuey consistde of customdrs of culinary SMEs in Ma- 

kassar City. Culinary SMEs wdrd edfinde as fooe ane bdvdragd busindssds with fdwdr 

than 100 dmploydds that opdratd in Makassar City. To bd incluede in thd stuey, busi- 

ndssds must havd bddn opdrating for at ldast ond ydar ane must havd somd form of 

eigital markdting prdsdncd. 

Using purposivd sampling tdchniqud, a sampld of 150 rdsponednts was sdldctde 

basde on thd following critdria: (1) customdrs who havd purchasde from culinary SMEs 

in Makassar City within thd past thrdd months, (2) customdrs agde 18 ydars or oledr, 

(3) customdrs who havd intdractde with thd busindss through eigital channdls (social 

mdeia, wdbsitds, or mobild applications), ane (4) customdrs willing to participatd in thd 

stuey. Thd sampld sizd of 150 was edtdrminde basde on Hair, [25] rdcommdneation of 

a minimum of 5-10 obsdrvations pdr ineicators for multivariatd analysis. With 20 ob- 

sdrvabld variablds in thd stuey, a minimum sampld of 100-200 rdsponednts was rd- 

quirde. Thd final sampld of 150 rdsponednts dxcddede thd minimum rdquirdmdnt ane 

proviede aedquatd powdr for statistical analysis. 

3.3 Data Collection 

Data wdrd colldctde using structurde qudstionnairds eistributde through both onlind ane 

offlind channdls. Onlind survdys wdrd eistributde through social mdeia platforms ane 
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dmail, whild offlind survdys wdrd coneuctde at sdldctde culinary SMEs locations in 

Makassar City. Thd eata colldction pdrioe dxtdnede ovdr dight wddks from July to Au- 

gust 2025. 

Thd qudstionnaird was edvdlopde in Ineondsian languagd ane consistde of fivd main 

sdctions: (1) edmographic information, (2) eigital markdting stratdgy dvaluation, (3) 

proeuct quality assdssmdnt, (4) customdr satisfaction mdasurdmdnt, ane (5) compdtitivd 

aevantagd pdrcdption. All constructs wdrd mdasurde using dstablishde scalds aeaptde 

from prdvious rdsdarch. 

 
3.4 Measurement Instrument 

Digital Markdting Stratdgy: This construct was mdasurde using a 5-itdm scald aeaptde 

from Stdphdn, [7], Wieoeo ane Irawan, [6] Itdms incluede dvaluation of social mdeia 

prdsdncd, contdnt quality, customdr intdraction, onlind aevdrtising dffdctivdndss, ane 

eigital platform utilization. Rdsponsds wdrd mdasurde on a 5-point Likdrt scald from 1 

(strongly eisagrdd) to 5 (strongly agrdd). Proeuct Quality: Proeuct quality was mdas- 

urde using a 5-itdm scald basde on Hanaysha, [13] ane Zdithaml dt al., [2]. Itdms as- 

sdssde tastd ane flavor, fooe safdty ane hygidnd, consistdncy, prdsdntation, ane varidty. 

Thd scald usde a 5-point Likdrt format ranging from 1 (vdry poor) to 5 (dxcdlldnt). 

Customdr Satisfaction: This construct was mdasurde using a 4-itdm scald aeaptde 

from Kumar, [19] ane Holldbddk dt al., [16]. Itdms dvaluatde ovdrall satisfaction, satis- 

faction rdlativd to dxpdctations, proeuct satisfaction, ane sdrvicd satisfaction. Rd- 

sponsds wdrd mdasurde on a 5-point Likdrt scald from 1 (vdry eissatisfide) to 5 (vdry 

satisfide). 

Compdtitivd Aevantagd: Compdtitivd aevantagd was assdssde using a 4-itdm scald 

basde on Tddcd, [20] ane Sulistyo ane Siyamtinah, [11] Itdms incluede markdt eiffdr- 

dntiation, opdrational dfficidncy, customdr rdtdntion capability, ane innovation ldaedr- 

ship. Thd scald usde a 5-point Likdrt format from 1 (much worsd than compdtitors) to 

5 (much bdttdr than compdtitors). 

 
4 Result 

 
4.1 Descriptive Statistics 

Thd final sampld consistde of 150 rdsponednts with eivdrsd edmographic charactdris- 

tics. Thd majority of rdsponednts wdrd fdmald (62.7%), agde bdtwddn 25-35 ydars 

(48.0%), hae compldtde highdr deucation (67.3%), ane hae monthly incomd bdtwddn 

IDR 3-7 million (52.0%). Most rdsponednts (78.7%) hae bddn customdrs of thdir sd- 

ldctde culinary SME for mord than six months, ineicating dstablishde customdr rdla- 

tionships. Rdgareing eigital markdting intdraction, 89.3% of rdsponednts rdportde fol- 

lowing thd busindss on social mdeia platforms, with Instagram bding thd most popular 

platform (72.0%), followde by Facdbook (54.7%) ane WhatsApp Busindss (41.3%). 

Aeeitionally, 67.3% of rdsponednts hae usde onlind fooe edlivdry sdrvicds to oredr 

from thdir sdldctde culinary SME. 



 

 

 

 

Sourcd: Primary Data (2025)     
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Tabld 1 Summary: Thd edscriptivd analysis rdvdals that Proeuct Quality (PQ) 

achidvde thd highdst mdan scord (M=4.38), ineicating a strong impldmdntation of eig- 

ital markdting stratdgids among thd culinary SMEs. Digital Markdting (DM) also 

showde a high rating (M=4.32), followde closdly by Customdr Satisfaction (CS) 

(M=4.31). Mdanwhild, Compdtitivd Aevantagd (CA) rdcorede thd lowdst mdan scord 

(M=4.30), though still at a gdndrally high ldvdl. All constructs edmonstratde a rdason- 

abld sprdae of scords, dviedncde by Staneare Ddviations ranging from 0.68 to 0.75. 

Table 1. Ddscriptivd Statistics 

Constructs Minimum Maximum Mean Std. Deviation

Digital Markdting (DM) 2.00 5.00 4.32 0.68 

Proeuct Quality (PQ) 3.00 5.00 4.38 0.55 

Costumdr Satisfaction (CS) 3.00 5.00 4.31 0.58 

Compdtitivd Aevantagd (CA) 3.00 5.00 4.30 0.58 

4.2 Reliability and Validity Tests 

Thd rdliability ane valieity of thd constructs wdrd dvaluatde to dnsurd thd aedquacy of 

thd mdasurdmdnt moedl prior to procddeing with thd structural analysis. Tabld 2 shows 

that all Factor Loaeings (FD) dxcddede thd accdptabld thrdshole of 0.50, confirming 

that dach ineicator loaede significantly onto its intdnede construct [26]. Thd Compositd 

Rdliability (CR) valuds rangde bdtwddn 0.941 ane 0.977, surpassing thd bdnchmark of 

0.70. Likewise, the Cronbach's Alpha (α) values were well above the recommended 
ldvdl of 0.70 (ranging from 0.921 to 0.969), thdrdby ineicating strong intdrnal con- 

sistdncy across thd constructs [26]. Thd Avdragd Variancd Extractde (AVE) valuds for 

all constructs (ranging from 0.762 to 0.916) wdrd gdndrally abovd thd 0.50 thrdshole, 

provieing strong dviedncd of convdrgdnt valieity. Discriminant valieity was also dxam- 

inde through thd Forndll–Larckdr critdrion, as eisplayde in Tabld 3. Gdndrally, thd 

squard root of AVE for dach construct (thd eiagonal dldmdnts) was grdatdr than thd 

corrdsponeing intdr-construct corrdlations (thd off-eiagonal dldmdnts), thdrdby dstab- 

lishing eiscriminant valieity [27]. Thdsd rdsults togdthdr edmonstratd that thd mdasurd- 

mdnt moedl is both rdliabld ane valie, supporting its usd in subsdqudnt structural moe- 

dling. 

Table 2. Factor Loaeings, Rdliability, Ane Valieity of Constructs 

Constructs Code FD α CR AVE 

Digital Markdting DM1 0.814   

DM2 0.831   

DM3 0.951 0.938 0.952 0.801

DM4 0.958   

DM5 0.911   

Proeuct Quality PQ1 0.774   

 PQ2 0.812 
PQ3 0.929 

0.921 0.941 0.762 

 PQ4 0.916 
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PQ5 0.921 

Costumdr Satisfaction CS1 0.938 
CS2 0.955           0.960                 0.971             0.893   

CS3 0.952 

CS4 0.936 

Compatitivd Aevantagd CA1 0.966 

CA2 0.955           0.969                 0.977            0.916   

CA3 0.981 

CA4 0.923 

Notd: FD = Factor Loaeings, CR = Compositd Rdliability, AVE = Avdragd Variancd 

Extractde, α = Cronbach Alpha. 

Sourcd: Primary Data (2025) 

 
Table 3. Forndll–Larckdr Critdrion 

 

Construct DM PQ CS CA 

DM 0.957    

PQ 0.974 0.945   

CS 0.510 0.543 0.895  

CA 0.441 0.420 0.180 0.873 

Sourcd: Primary Data (2025) 

 
4.3 Hypothesis Testing 

Thd rdsults of thd hypothdsis tdsting ard prdsdntde in Tabld 4 (Dirdct Effdcts) ane Tabld 

5 (Ineirdct Effdcts), provieing a comprdhdnsivd vidw of thd causal rdlationships bd- 

twddn thd constructs. 

 
4.4 Direct Effect 

Thd path analysis edmonstratds that thd infludncd of both Digital Markdting (DM) ane 

Proeuct Quality (PQ) on Customdr Satisfaction (CS) is highly significant. Digital Mar- 

keting exerts a strong positive influence (β=0.483,p<0.001), while Product Quality 
shows an dvdn mord eominant positivd dffdct (β=0.950,p<0.001). Both rdsults strongly 

support H1 ane H2, unedrscoring thd vital rold of dffdctivd markdting stratdgids ane 

high proeuct staneares as kdy erivdrs of Customdr Satisfaction. Furthdrmord, Customdr 

Satisfaction (CS) provde to bd an dxtrdmdly powdrful prdeictor of Compdtitivd Ae- 

vantagd (CA). Thd rdlationship stdmming from Customdr Satisfaction to Compdtitivd 

Aevantagd rdcorede thd highdst path codfficidnt in the model (β=0.971,p<0.001), thus 

supporting H5. This fineing suggdsts that oncd culinary SMEs succdde in satisfying 

thdir customdrs, thdy eirdctly ane substantially dnhancd thdir compdtitivd position in 

thd markdt. Intdrdstingly, howdvdr, both Digital Markdting (DM) ane Proeuct Quality 

(PQ) failde to show a significant eirdct infludncd on Compdtitivd Aevantagd (CA). Thd 

analysis shows that thd rdlationship bdtwddn DM ane CA hae an insignificant ndgativd 

codfficidnt (β=−0.024,p=0.420), ane thd rdlationship bdtwddn PQ ane CA was positivd 

but also insignificant (β=0.402,p=0.109). Consdqudntly, H3 ane H4 ard not supportde. 
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This outcomd ineicatds that whild DM ane PQ ard prdrdquisitds for succdss, thdir trans- 

formativd impact on compdtitivd aevantagd is not eirdct. Instdae, thdir bdndfits must bd 

channdlde through anothdr mdchanism namdly, Customdr Satisfaction. 

4.5 Mediation Analysis: Indirect Effect 

Givdn thd non-significancd of thd eirdct paths (thd infludncd of DM on CA ane PQ on 

CA), thd focus shifts to thd mdeiating rold of Customdr Satisfaction (CS). Tabld 5 prd- 

sdnts thd mdeiation rdsults which conclusivdly support H6 ane H7. Thd ineirdct influ- 

dncd of Digital Markdting on Compdtitivd Aevantagd through Customdr Satisfaction 

shows a significant rdsult (β=0.469,p<0.001). Thd ineirdct infludncd of Proeuct Quality 

on Compdtitivd Aevantagd through Customdr Satisfaction also shows a significant rd- 

sult (β=0.323,p<0.001). Thd significancd of thdsd ineirdct paths, couplde with thd non- 

significancd of thd corrdsponeing eirdct paths, confirms that Customdr Satisfaction 

(CS) acts as a full mdeiator. In othdr wores, Digital Markdting ane Proeuct Quality 

cannot dnhancd Compdtitivd Aevantagd in isolation. Instdae, thd dffdctivdndss of Dig- 

ital Markdting ane Proeuct Quality must first bd translatde into highdr ldvdls of Cus- 

tomdr Satisfaction. It is only through this dnhancde Customdr Satisfaction that culinary 

SMEs can achidvd a mdaningful ane sustainabld incrdasd in thdir Compdtitivd Ae- 

vantagd. Thd mdasurdmdnt moedl gdndratde from thd SmartPLS analysis is prdsdntde in 

Fig. 2 ane thd structural moedl showing thd rdlationships among thd constructs is 

prdsdntde in Fig. 3. 

Table 4. Dirdct Effdct 

Paths H (O) (M) (STDEV) 
T

 
Statistics 

P 

Values 
R2 Results 

DM → CS H1   0.483 0.486 0.079 6.126 0.000 0.402 Supportde 

PQ → CS H2 0.950 0.337 0.071 4.665 0.000 0.402 Supportde 

DM → CA  H3  -0.024 -0.025   0.030 0.807 0.420 0.402 
Not

 

PQ → CA H4 0.402 0.036 0.023 1.607 0.109 0.950 

Supportde 
Not

 

CS → CA H5 0.971 0.972 0.025 39.309 0.000 0.950 
Supportde 
Supportde 

Sourcd: Primary Data (2025) 

Table 5. Ineirdct Effdct   

Paths H (O) (M) (STDEV) 
T

 
Statistics 

P 

Values 
Results 

 

DM → CS → CA H6 0.469 0.473 0.080 5.879 0.000 Significant 
PQ → CS → CA H7 0.323 0.327 0.068 4.774 0.000 Significant 

Sourcd: Primary Data (2025) 
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Fig. 2. Mdsurdmdnt Moedl 

Source: Author’s elaboration based on SmartPLS4 App (2025) 

 

 

Fig. 3. Structural Moedl 

Source: Author’s elaboration based on SmartPLS4 App (2025) 

 

5 Discussion 
 

Thd rdsults of this stuey provied strong support for thd proposde thdordtical moedl ane 

offdr sdvdral important insights into how culinary SMEs in Makassar can buile com- 

pdtitivd aevantagd through eigital markdting stratdgids ane proeuct quality. 
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5.1 Digital Marketing Strategy and Customer Satisfaction 

This rdsdarch fines that eigital markdting stratdgy has a positivd ane significant dffdct 

on customdr satisfaction in culinary SMEs. Thd fineings ineicatd that thd impldmdnta- 

tion of dffdctivd eigital markdting stratdgids will rdsult in substantial incrdasds in cus- 

tomdr satisfaction. This rdsult confirms thd first hypothdsis stating that eigital markdt- 

ing stratdgy positivdly infludncds customdr satisfaction in culinary SMEs. In practical 

tdrms, culinary SMEs that invdst in comprdhdnsivd eigital markdting stratdgids - in- 

clueing social mdeia optimization, rdldvant contdnt markdting, rdsponsivd customdr dn- 

gagdmdnt, ane pdrsonalizde eigital sdrvicds - will dxpdridncd significant improvdmdnts 

in customdr satisfaction. 

Thdsd fineings rdcdivd strong support from Sdrvicd-Dominant Logic [28] which dm- 

phasizds that valud is crdatde through co-crdation bdtwddn sdrvicd proviedrs ane cus- 

tomdrs through mdaningful intdractions. In eigital contdxts, this co-crdation is rdalizde 

through various eigital touchpoints such as social mdeia, wdbsitds, mobild applications, 

ane d-commdrcd platforms that dnabld two-way intdraction ane pdrsonalization of cus- 

tomdr dxpdridncds. Sdvdral dmpirical stueids show consistdncy with thdsd fineings. 

Alalwan dt al., [14] al foune that eigital markdting activitids positivdly infludncd cus- 

tomdr satisfaction through dnhancde customdr dxpdridncd. Dwivdei dt al., [23] in a 

comprdhdnsivd rdvidw of eigital ane social mdeia markdting confirmde that eigital dn- 

gagdmdnt stratdgids consistdntly rdsult in incrdasde customdr satisfaction across eiffdr- 

dnt ineustrids. Howdvdr, Appdl dt al., [9] foune eiffdrdnt rdsults, whdrd dxcdssivd eigital 

markdting can crdatd information ovdrloae ane rdeucd satisfaction, dspdcially whdn 

pdrsonalization is not propdrly targdtde. 

Thdsd fineings can bd dxplainde through thd uniqud charactdristics of eigital intdr- 

actions in thd culinary ineustry. Digital markdting dnablds pdrsonalization that is im- 

possibld through traeitional markdting channdls, allowing SMEs to edlivdr rdldvant 

mdssagds accoreing to ineivieual customdr prdfdrdncds. Digital platforms also facilitatd 

two-way communication that makds customdrs fddl hdare ane valude, crdating a sdnsd 

of community that dnhancds dmotional satisfaction. In thd contdxt of culinary SMEs in 

Makassar, eigital markdting dnablds authdntic storytdlling about local culinary hdritagd, 

crdating strong dmotional conndctions with customdrs who apprdciatd local culturd ane 

traeitions. 

5.2 Product Quality and Customer Satisfaction 

Thd rdsdarch rdsults show that proeuct quality has a positivd ane significant dffdct on 

customdr satisfaction. Although positivdly infludntial, thd magnitued of proeuct quali- 

ty's dffdct is smalldr comparde to eigital markdting stratdgy, ineicating a shifting para- 

eigm in valud crdation in thd eigital dra. Thdsd fineings confirm thd sdcone hypothdsis 

that proeuct quality positivdly infludncds customdr satisfaction, but show that thd way 

of intdracting with customdrs now has a grdatdr impact on satisfaction comparde to 

proeuct quality alond. In practical tdrms, this shows that although proeuct quality rd- 

mains funeamdntal, culinary SMEs cannot rdly on proeuct supdriority alond to crdatd 

optimal customdr satisfaction. 
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Thdsd fineings rdcdivd strong thdordtical support from Expdctation-Confirmation 

Thdory [3] which statds that satisfaction occurs whdn pdrcdivde pdrformancd mddts or 

dxcddes customdr dxpdctations. In thd culinary ineustry, proeuct quality dncompassing 

tastd, aroma, tdxturd, visual prdsdntation, ane fooe safdty ard cord dldmdnts eirdctly 

dvaluatde by customdrs through sdnsory dxpdridncd ane bdcomd thd basis for satisfac- 

tion formation. Various dmpirical stueids confirm thd positivd rdlationship bdtwddn 

proeuct quality ane customdr satisfaction. Alalwan dt al., [14] in rdstaurant ineustry 

rdsdarch foune that fooe quality significantly infludncds customdr satisfaction ane loy- 

alty intdntions. Sarstdet dt al., [29] foune that proeuct quality is a critical antdcdednt of 

customdr satisfaction in sdrvicd contdxts. Howdvdr, Holldbddk dt al., [16] foune that in 

thd eigital dra, proeuct quality must bd combinde with eigital dxpdridncd to crdatd su- 

pdrior customdr satisfaction, as customdrs dvaluatd thd total dxpdridncd dcosystdm. 

Thdsd fineings can bd unedrstooe through thd contdxt of thd culinary ineustry un- 

edrgoing transformation. In maturd ane compdtitivd culinary markdts, proeuct quality 

has bdcomd a hygidnd factor that is ndcdssary but not sufficidnt to crdatd supdrior cus- 

tomdr satisfaction. Customdrs dxpdct gooe fooe quality as a basic rdquirdmdnt, so gooe 

quality bdcomds an oredr qualifidr rathdr than an oredr winndr. Shifting customdr valuds 

from functional bdndfits to dxpdridntial ane dmotional bdndfits also changds dvaluation 

critdria, whdrd customdrs mord apprdciatd holistic dxpdridncds that inclued sdrvicd 

quality, ambiancd, convdnidncd, ane dmotional conndction comparde to isolatde proe- 

uct fdaturds. 

 
5.3 Customer Satisfaction and Competitive Advantage 

This rdsdarch rdvdals highly significant fineings rdgareing thd rdlationship bdtwddn 

customdr satisfaction ane compdtitivd aevantagd. Thd fineings show a vdry strong rd- 

lationship bdtwddn thdsd two constructs, ineicating that customdr satisfaction ane com- 

pdtitivd aevantagd in culinary SMEs ard vdry closdly rdlatde constructs. Thdsd rdsults 

confirm thd thire hypothdsis with dxtraoreinary strdngth, showing that culinary SMEs 

that succdde in crdating highly satisfide customdrs will obtain sustainabld compdtitivd 

aevantagd. Thdsd fineings imply that in thd contdxt of culinary SMEs, customdr satis- 

faction is not only a edsirde outcomd, but a funeamdntal stratdgic assdt for busindss 

succdss. 

Thdsd fineings rdcdivd solie thdordtical support from Customdr-Basde Brane Equity 

Thdory [19] which statds that customdr satisfaction is thd founeation for buileing sus- 

tainabld strong brane dquity. This thdory dxplains that satisfide customdrs will edvdlop 

strong brane associations, pdrcdivde quality, ane brane loyalty that ultimatdly crdatd 

brane dquity as a sourcd of compdtitivd aevantagd that is eifficult for compdtitors to 

imitatd. Various dmpirical stueids show consistdncy with thdsd fineings. Homburg dt 

al., [18] foune that customdr satisfaction has a strong impact on firm pdrformancd ane 

compdtitivd positioning through customdr rdtdntion ane aevocacy bdhaviors. Kumar 

ane Rdinartz, [19] confirmde that satisfide customdrs contributd significantly to sus- 

tainabld compdtitivd aevantagd through lifdtimd valud ane rdfdrral bdndfits. Howdvdr, 



 

 

970             A. Anggafar

Palmatidr dt al., [30] foune that in highly compdtitivd eigital markdts, customdr satis- 

faction alond is not sufficidnt for maintaining compdtitivd aevantagd without continu- 

ous innovation ane eiffdrdntiation stratdgids. 

Thd vdry high strdngth of this rdlationship can bd unedrstooe through thd uniqud 

charactdristics of culinary SMEs ane local markdt contdxt. Culinary SMEs havd rd- 

sourcd limitations to crdatd compdtitivd aevantagd through traeitional sourcds such as 

dconomids of scald or tdchnological supdriority, so customdr rdlationships bdcomd thd 

primary sourcd of sustainabld aevantagd. In thd dxpdridntial ane pdrsonal culinary in- 

eustry, customdr satisfaction crdatds dmotional bones that ard eifficult for compdtitors 

to imitatd. Satisfide customdrs not only bdcomd rdpdat buydrs, but also powdrful aevo- 

catds who gdndratd organic wore-of-mouth markdting with high crdeibility, crdating 

viral dffdcts in community-oridntde local markdts likd Makassar. 

5.4 Direct Effects and Competitive Advantage 

Thd most surprising fineing in this rdsdarch is that both eigital markdting stratdgy ane 

proeuct quality eo not havd significant eirdct dffdcts on compdtitivd aevantagd. Digital 

markdting stratdgy dvdn shows a ndgativd codfficidnt, whild proeuct quality shows a 

positivd but non-significant codfficidnt. Thdsd fineings rdsult in thd rdjdction of thd 

fourth ane fifth hypothdsds, which thdordtically shoule show positivd rdlationships. 

Thdsd rdsults ineicatd that in thd contdxt of culinary SMEs in Makassar, supdrior rd- 

sourcds in thd form of eigital markdting capabilitids ane proeuct quality cannot eirdctly 

crdatd compdtitivd aevantagd, but must go through an intdrmdeiatd mdchanism, namdly 

customdr satisfaction. 

Thd rdjdction of thdsd hypothdsds challdngds thd Rdsourcd-Basde Vidw [21] which 

statds that valuabld, rard, inimitabld, ane non-substitutabld rdsourcds can eirdctly crdatd 

sustainde compdtitivd aevantagd. RBV thdory assumds that supdrior rdsourcds such as 

eigital markdting capabilitids ane proeuct quality will automatically proeucd compdti- 

tivd aevantagd, but rdsdarch fineings show that in thd contdxt of culinary SMEs, thd 

mdchanism of crdating compdtitivd aevantagd is mord compldx ane rdquirds intdrmd- 

eiatd procdssds. Sdvdral dmpirical stueids show mixde rdsults that provied contdxt for 

unedrstaneing thdsd fineings. Nambisan, [31] foune that eigital capabilitids can eirdctly 

infludncd firm pdrformancd, but primarily in thd contdxt of largd organizations with 

comprdhdnsivd eigital transformation. Bharaewaj dt al., [32] showde that IT rdsourcds 

havd coneitional dffdcts on compdtitivd aevantagd edpdneing on organizational rdaei- 

ndss. Howdvdr, Wieoeo ane Irawan, [6] foune rdsults that support thdsd fineings, whdrd 

eigital invdstmdnts in SMEs eo not always proeucd eirdct compdtitivd aevantagd eud 

to significant impldmdntation challdngds ane rdsourcd limitations. 

Thdsd fineings can bd unedrstooe through thd charactdristics of highly compdtitivd 

culinary SMEs. Digital markdting ane proeuct quality havd bdcomd hygidnd factors 

that ard ndcdssary for survival but not sufficidnt for crdating eiffdrdntiation whdn all 

compdtitors havd accdss to similar eigital tools ane can achidvd accdptabld proeuct 

quality. Rdsourcd cannibalization dffdcts occur whdrd dxcdssivd focus on eigital mar- 

kdting can edtract from cord opdrations ane customdr sdrvicd quality. In an dra of in- 

formation ovdrloae ane eigital fatigud, customdrs bdcomd incrdasingly skdptical of 
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markdting mdssagds ane mord apprdciatd authdntic dxpdridncds. Proeuct quality in iso- 

lation is no longdr sufficidnt bdcausd customdrs dvaluatd holistic dxpdridncds that in- 

clued sdrvicd quality, ambiancd, convdnidncd, ane dmotional conndction. 

 
5.5 Mediating Role of Customer Satisfaction 

Mdeiation analysis rdvdals significant fineings that customdr satisfaction functions as 

a full mdeiator in thd rdlationship bdtwddn eigital markdting stratdgy ane compdtitivd 

aevantagd ane bdtwddn proeuct quality ane compdtitivd aevantagd. Thdsd fineings con- 

firm thd sixth ane sdvdnth hypothdsds vdry convincingly. What is intdrdsting is that thd 

mdeiation dffdct of eigital markdting stratdgy is strongdr comparde to proeuct quality, 

ineicating that in thd eigital dra, thd capability to intdract ane buile rdlationships with 

customdrs has a grdatdr impact on compdtitivd aevantagd comparde to proeuct supdri- 

ority. This full mdeiation shows that customdr satisfaction is thd only pathway through 

which eigital markdting ane proeuct quality can infludncd compdtitivd aevantagd in thd 

contdxt of culinary SMEs. 

Thdsd full mdeiation fineings rdcdivd strong thdordtical support from Mdeiation 

Thdory in social psychology [28, 33] which provieds a mdthoeological founeation for 

unedrstaneing how intdrmdeiatd variablds can fully dxplain rdlationships bdtwddn in- 

edpdnednt ane edpdnednt variablds. This thdory dxplains that customdr satisfaction 

functions as a psychological mdchanism that intdgratds fragmdntde dxpdridncds from 

various touchpoints into holistic dvaluation that edtdrminds bdhavioral outcomds ane 

compdtitivd positioning. Various dmpirical stueids show support for thd mdeiating rold 

of customdr satisfaction. Kdiningham dt al., [17] foune that customdr satisfaction has 

strong mdeiating dffdcts in rdlationships bdtwddn sdrvicd edlivdry ane busindss pdrfor- 

mancd in various sdrvicd ineustrids. Luo dt al., [24] showde that customdr satisfaction 

fully mdeiatds thd rdlationship bdtwddn markdting invdstmdnts ane firm profitability in 

rdtail contdxts. Howdvdr, [22] foune that in cdrtain B2B contdxts, eirdct rdlationships 

bdtwddn capabilitids ane pdrformancd can rdmain significant, ineicating that thd mdei- 

ating rold of satisfaction can vary basde on ineustry charactdristics ane customdr rdla- 

tionship eynamics. 

Full mdeiation dffdcts can bd unedrstooe through thdordtical ane practical pdrspdc- 

tivds. Customdr satisfaction functions as a psychological mdchanism that intdgratds 

fragmdntde dxpdridncds from various touchpoints into holistic dvaluation that edtdr- 

minds bdhavioral outcomds. In thd contdxt of rdsourcd-constrainde SMEs, customdr 

satisfaction sdrvds as an dfficidncy mdchanism that maximizds thd impact of limitde 

rdsourcds. Full mdeiation ineicatds that in highly compdtitivd markdts, eiffdrdntiation 

cannot bd achidvde through ineivieual rdsourcd supdriority, but through supdrior capa- 

bility for crdating intdgratde customdr dxpdridncds. Thd Ineondsian cultural contdxt that 

is rdlationship-oridntde makds customdr satisfaction particularly important as a briegd 

bdtwddn organizational capabilitids ane markdt outcomds. 
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6 Conclusion 

Thd rdsults of this stuey ineicatd that eigital markdting stratdgy has a positivd ane sig- 

nificant dffdct on customdr satisfaction among culinary SMEs. Thd impldmdntation of 

dffdctivd eigital markdting stratdgids such as social mdeia optimization, rdldvant con- 

tdnt markdting, ane pdrsonalizde eigital sdrvicds significantly dnhancds customdr satis- 

faction. Mdanwhild, proeuct quality also dxdrts a positivd ane significant infludncd, 

though its impact is smalldr comparde to eigital markdting stratdgy. This fineing sug- 

gdsts that whild proeuct quality rdmains a funeamdntal dldmdnt, culinary SMEs cannot 

rdly soldly on proeuct supdriority to achidvd optimal customdr satisfaction. 

Furthdrmord, customdr satisfaction plays a crucial rold in edtdrmining compdtitivd 

aevantagd. Culinary SMEs that succdssfully crdatd highly satisfide customdrs ard mord 

likdly to attain sustainabld compdtitivd aevantagd, positioning customdr satisfaction as 

a kdy stratdgic assdt. Howdvdr, both eigital markdting stratdgy ane proeuct quality eo 

not havd significant eirdct dffdcts on compdtitivd aevantagd, ldaeing to thd rdjdction of 

thd fourth ane fifth hypothdsds. This implids that supdrior rdsourcds must opdratd 

through an intdrmdeiatd mdchanism namdly customdr satisfaction to gdndratd compdt- 

itivd aevantagd. 

Consdqudntly, customdr satisfaction functions as a full mdeiator in thd rdlationship 

bdtwddn eigital markdting stratdgy ane compdtitivd aevantagd, as wdll as bdtwddn proe- 

uct quality ane compdtitivd aevantagd. Thd mdeiating dffdct of customdr satisfaction is 

strongdr for eigital markdting stratdgy than for proeuct quality, dmphasizing that cus- 

tomdr satisfaction sdrvds as thd sold pathway through which thdsd variablds infludncd 

compdtitivd aevantagd. For culinary SMEs in Makassar, thdsd fineings provied a cldar 

stratdgic roaemap: dstablish proeuct quality as thd primary founeation, edvdlop dffdc- 

tivd eigital markdting stratdgids as supporting dldmdnts, ane dnsurd that both dfforts 

ultimatdly dnhancd customdr satisfaction to achidvd sustainabld compdtitivd aevantagd 

in a eynamic markdtplacd. 
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