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Abstract
The need for tourism is now increasing in line with people's
efforts to find tourist destinations as a way to restore their
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jiﬁéftic[;[gjﬁglrigf)gjw spirits. In.the context of intervention at PT. Tr.ajek Group Tgur
Travel, this study analyzes how the combination of marketing
and service quality affects loyalty and satisfaction. The
KEYWORDS population used in this study are customers of PT. Trajek
Service Quality, Satisfaction, Group Tour Travel by applying a non-probability sampling
Loyalty, Marketing Mix. method. In this study, a sample of 180 respondents was

determined. The data analysis process in this study uses SEM
based on Variance or Partial Least Square (SEM-PLS) with the
This is an open access article | SEM PLS Warp-PLS 7.0 application. The findings of the study

under the CC-BY-SA license indicate that the combination of marketing and service quality
@ ®O has a significant impact on satisfaction. The combination of
AETaTe marketing and service quality also affects loyalty. Satisfaction

has an impact on loyalty. The combination of marketing does
not have a direct influence on loyalty when considered through
satisfaction. Service quality, on the other hand, influences
loyalty through satisfaction.

INTRODUCTION

The rapid development of the tourism sector in Indonesia is marked by increasing
investment and significant growth in tourist visits. This situation allows the tourism sector to
contribute to economic growth and development. Several countries have developed policies,
structures, and support for the tourism industry to optimize Gross Domestic Product (GDP).
Tourism is seen as a significant economic force, generating jobs, foreign exchange, income, and
tax revenue for each country (Purnamasari & Budiatmo, 2019). The state of tourism in Indonesia
is inextricably linked to the changing business environment that surrounds it. In the first half of
2024, the number of domestic tourist movements in Indonesia reached 598.72 million trips, or
an increase of 18.03% compared to the same period in 2023. In July 2024, the total number of
foreign tourist visits reached 7.75 million, an increase of 20.75% compared to the 2023 period
(Kemenparekraf/Baparekraf RI, 2024). Tourism marketing primarily includes the creation of
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tourism goods or services, appropriate pricing to control the number of tourists between peak
and recession seasons, and the use of distribution channels to fulfill pre-planned plans
(Qomariah, 2021).

Today's successful marketing companies share one thing in common: a strong marketing
strategy and a true customer focus. Companies must be highly committed to understanding
customer situations and needs, as well as identifying their target market. Every company is
driven to deliver superior value to customers and seek customer satisfaction. Valuable customer
insights that generate and deliver customer satisfaction are the goals of marketing (Tjiptono &
Anastasia, 2020). Today's consumers are highly critical in selecting a product, even when making
a purchase decision. Consumer purchasing decisions force manufacturers to be selective in
implementing marketing strategies. This is intended to maintain consumer attention and loyalty.

According (Tjiptono & Anastasia, 2019), the concept of customer loyalty has been studied
for decades in the business industry. It is a key reason for companies to attract and retain
customers. Maintaining customer loyalty is primarily due to the increasing cost of acquiring new
customers in an increasingly competitive climate.

This loyalty forms a positive attitude by generating repeat purchasing behavior over
time. According to (Kotler & Armstrong, 2019), Customer loyalty can be viewed from two
different perspectives: attitudinal and behavioral. The behavioral perspective reflects customer
loyalty, reflecting the continued purchase and use of a product or service. Customer loyalty
reflects the proportion (or percentage) of current customers who are enthusiastic about
recommending a particular product or service to friends. From an attitudinal perspective,
current customers have a sense of belonging to a particular product or service, or a current
commitment to that product or service.

According to (Tjiptono & Anastasia, 2019) Furthermore, customer satisfaction serves as a
guideline for directing the entire company toward meeting customer needs, thus becoming a
source of sustainable competitive advantage. In conditions where alternative products or
services are abundant, satisfaction is a strong determinant of loyalty because a product or
service that can satisfy customers is the best solution to the problems customers face in
choosing between various products or services offered (Kartajaya, 2014).

The survival and sustainability of any business organization depend heavily on customer
satisfaction and loyalty. Satisfied customers tend to continue purchasing products or using
services from the company. This customer loyalty is very beneficial for businesses because
consumers will continue to purchase and recommend the product/service to others. Various
empirical studies provide evidence of the link between customer satisfaction and loyalty
(Nursaid et al., 2020), (Ricca & Antonio, 2021), (Pahlevi et al., 2021), (Sari & Giantari, 2020),
(Cantona & Alvita, 2024), (Dimyati & Subagio, 2016), (Mendoza et al., 2020), (Yuwono & Anggiani,
2024). Different findings were obtained (Mutmainnah, 2018), that satisfaction has no effect on
customer loyalty.

The marketing mix is crucial in helping business stakeholders identify their business areas
or environments. Consequently, a business entity that is able to fully identify and understand
each component of the marketing mix that must be managed and incorporated into its planned
marketing strategy is crucial as a determining factor for marketing success (Kotler & Keller,
2019). Empirical research that provides evidence of a relationship between the marketing mix
and customer satisfaction and loyalty includes: (Rasyid et al., 2017), (Al-Majali & Tarabieh, 2020),
(Prasmara et al., 2019), (lkhsana et al., 2019), (Fitriana, 2019). Inconsistent research results state
that the marketing mix does not have an effect on satisfaction and loyalty (Garg et al., 2016),
(Rahardjo et al., 2019), (Mutmainnah, 2018).

Service quality is based on five dimensions so that all can be well integrated to create
excellent service for consumers (Parasuraman, 1998). This is in accordance with and supported
by several empirical studies which prove the influence of service quality on satisfaction and
loyalty, including: (Pahlevi et al., 2021), (Chaerudin & Syafarudin, 2021), (Dimyati & Subagio,
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2016), (Rorong et al., 2023), (Yuwono & Anggiani, 2024), (Subagja & Susanto, 2019). Inconsistent
findings indicate that service quality does not have an effect on satisfaction and loyalty
(Sukamuljo et al., 2021), (Chao et al., 2015), (Qomariah, 2012) .

PT. Trajek Group Tour Travel is a transportation services company. The company offers
inter-city, provincial, and international tourism tour and travel services, event organizers,
accommodation, freight transportation, transportation, and others. The creation of a marketing
mix strategy policy is expected to facilitate the marketing of PT. Trajek Group Tour Travel in
marketing its services. As a business entity engaged in the tourism travel services sector, PT.
Trajek Group Tour Travel certainly faces competition and the dynamics of changes in the
business environment. Based on the overall revenue data of PT. Trajek Group Tour Travel, it is
stated to fluctuate. It can be seen that the revenue growth of PT. Trajek Group Tour Travel
averaged 1.02%, the lowest growth was recorded in the October 2023 period at -44.95%, while
the highest growth was recorded in the September 2023 period at 32.41%. The high or low
revenue of PT. Trajek Group Tour Travel provides an indication of PT. Trajek Group Tour Travel's
ability to attract consumers.

Given the internal situation of PT Trajek, which continues to show variations in revenue
and inconsistent results, this study is crucial. This study aims to address the issues faced by PT
Trajek Group Travel and fill the research gap that is the main focus of this study. Thus, the
innovation of this study lies in utilizing satisfaction in tourism as a connecting variable to the
impact of the marketing mix and service quality on loyalty at PT Trajek Group Tour Travel
Jember.

Literature review

According to (Kotler & Amstrong, 2018), The definition of a marketing mix as a set of
marketing tools used by a company to convince its target market, including product selection,
pricing, promotions, and distribution channels aimed at meeting customer needs. The product
must be determined from the outset, identifying which products will be produced to meet the
needs of the community. After product selection, pricing is necessary to ensure the product has a
selling point. Promotion is necessary to familiarize the public with the product, and finally, a
distribution channel must be established to ensure the product reaches the final consumer.

According to (Tjiptono, 2019), reliability, reaction, consistency, concern and tangible
evidence are the five aspects that build service quality, which is defined as the customer's general
impression of an entity and the services it offers as lower or higher.

The feeling of customers being happy with the goods or services they consume is called
customer satisfaction (Qomariah, 2016). This satisfaction can occur if the performance of a product
or service exceeds customer expectations.

Customer loyalty is the effort to provide good information, recommend, and share positive
things, as well as the intention to repurchase a product or service that they have previously
consumed. (Mu'ah & Masram, 2014). Customer loyalty can occur when customers are satisfied with
a product or service. This feeling of satisfaction is what leads to increased customer loyalty.

Methods

This research uses a research design that describes the systematic steps that will be taken
to achieve the research objectives, including determining the type of research, data collection
methods, population and samples to be studied, and data analysis techniques (Sugiyono, 2019).
By collecting consumer data from 2020-2024 with 180 questionnaires, the research was
conducted over a six-month period, covering January 2025 to May 2025. The indicators for
marketing mix variables consist of 4 elements, namely: product, price, promotion and place
(Kotler & Keller, 2016). According to (Parasuraman et al., 1985), The indicators for the service
quality variables at PT Trajek Group Tour Travel are: tangibles, responsiveness, reliability,
assurance, empathy. According to (Qomariah, 2016), Customer satisfaction indicators include;
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overall customer satisfaction, customer satisfaction dimensions, customer satisfaction
dimensions, confirmation of expectations, repurchase intention, willingness to recommend,
customer dissatisfaction. Meanwhile, loyalty indicators according to (Tjiptono & Anastasia, 2019)
These include: saying positive things about the company, recommending the company to
someone seeking advice, and continuing purchasing. To test the hypothesis, this study used SEM
as a WartPLS statistical tool. Descriptive statistics in this study are presented in Table 1 below.

Table 1. Description of Respondents' Demographic Characteristics

Criteria Frequency (people) Percentage (%)

Ages a. 20to 29 Years 34 18,9
b. 30to 39 Years 68 37,8

C. 40to 49 Years 55 30,6

d. =50 Years 23 12,8

Total 180 100,0

Gender a. Male 106 58,9
b. Female 74 41,1

Total 180 100,0

Last Education a. ES 12 6,7
b. JHS 38 211

c. SHS 61 33,9

d. Bachelor/Postgraduate 69 38,3

Total 180 100,0

Profession a. Civil 19 10,6

Servants/Soldiers/Police

b. Private employees 51 28,3

c. Entreprenuer 48 26,7

d. Student 40 22,2

e. Others 22 12,2

Total 180 100,0

Frequency of a. 2-3times 38 211
Use

b. 4-5times 59 32,8

C. 6-7times 51 28,3

d. > 7times 32 17,8

Total 180 100,0
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RESULTS

Validity Test Results

Instrument validity indicates that the tool used performs its measuring function in
accordance with the measurement objectives. Instrument validity is assessed by the cross-
loading value of the variable indicators. If the value is above 0.70, it is declared valid (Ghozali,
2018).

Table 2. Summary of Validity Test Results
Indicator Marketing Mix (X1) Service Quality Satisfaction (Z) Loyality (Y)

(X2)

1 0,9240 0,1370 -0,0660 -0,0250
2 0,8960 0,0730 0,0320 -0,0570
3 0,9270 -0,1750 0,0730 -0,0140
4 0,914 -0,0330 -0,0380 0,0950
5 -0,0340 0,9080 -0,0620 -0,0540
6 -0,0750 0,9040 0,1150 -0,1170
7 -0,0030 0,9040 0,0190 0,0480
8 0,1590 0,8980 -0,1360 0,1110
9 -0,0460 0,9000 0,0630 0,0130
10 -0,0470 0,0560 0,8970 -0,0930
11 0,0330 -0,0710 0,9050 -0,0190
12 -0,0470 0,0610 0,8890 -0,0940
13 0,1520 -0,0090 0,9210 0,0320
14 -0,1180 0,1190 0,8860 0,2570
15 0,0220 -0,1620 0,8490 -0,0870
16 0,0550 -0,0440 0,2480 0,9070
17 0,1550 0,0950 -0,1640 0,9030
18 -0,2140 -0,0510 -0,0850 0,8910

Reliability Test Results

Reliability indicates that an instrument is dependable or trustworthy. In this case, the outer
model measurements or assessments that represent the reliability aspect are composite
reliability and Cronbach's alpha (Ghozali, 2018).

Table 3. Reliability Test
Composite Reliability

No Variable CA Results
1 Marketing Mix 0.954 0.935 Qualify
2 Service Quality 0.957 0.943 Qualify
3 Satisfaction 0.959 0.948 Qualify
4  Loyality 0.928 0.883 Qualify

Direct Effect Test Results
The direct effect test is intended to examine causality, or the direct influence of
exogenous variables on endogenous variables.
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Table 4. Direct Effect

Effect Path Coefficient P Value Results
Z < X 0,266 <0,001 Support
Z € x 0,659 <0,001 Support
Y € X1 0,355 <0,001 Support
Y < x 0,289 <0,001 Support
Y < z 0,295 <0,001 Support

Indirect Effect Test Results

An indirect relationship exists between the exogenous latent variables of the marketing
mix (x1), service quality (x2), and the endogenous latent variable of loyalty (y) and the intervening
endogenous variable of satisfaction (z). A summary of the indirect effects can be seen in table 5
below.

Table 5. Results Of The Indirect Effect Test

Effect Path Coefficient P Value Results
Y &7 € X1 0,079 0,066 Not Support
Y&CZ&EX2 0,195 <0,001 Support

Figure 1. PLS-SEM Analysis Results

DISCUSSION

The Influence of Marketing Mix on Satisfaction

Satisfaction can increase due to a good marketing mix from the service provider.
Therefore, the hypothesis stating that the marketing mix has an effect on satisfaction at PT.
Trajek Group Tour Travel is proven true or H1 is accepted. The marketing mix at PT. Trajek Group
Tour Travel, as seen from PT. Trajek Group Tour Travel, offers good tour packages not only
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offering standard packages, but also more specific packages, such as special interest tours
(ecotourism, etc.), which are more interesting and unique; PT. Trajek Group Tour Travel offers
tour packages at affordable prices; PT. Trajek Group Tour Travel carries out clearly and
accurately; and PT. Trajek Group Tour Travel has extensive distribution channels, both online
and offline, to facilitate ordering, which are factors that determine the creation of satisfaction.
This study is in line with findings indicating that the combination of marketing elements has a
positive impact on satisfaction (Prasmara et al,, 2019), (Gunawan et al., 2018), (Hasan & Islam,
2020), (Riyadi & Rangkuti, 2016), (Parlan et al., 2016), (Khatab et al., 2019), (Magatef, 2015),
(Othman et al., 2019), (Rizki et al., 2015), (Sulaiman & Hindardjo, 2019), (Sukamto & Lumintan,
2015), (D. Putra et al.,, 2019), (Mujiyanti et al., 2019), (Al-Majali & Tarabieh, 2020), (Sudari et al.,
2019), (D. Putra et al., 2019). Meanwhile, research that is not in line with this research is that
conducted by (Rahardjo et al., 2019).

The Influence of Service Quality on Satisfaction

Service quality has an influence on satisfaction. The quality of service seen from PT. Trajek
Group Tour Travel provides services according to what was promised promptly and accurately;
PT. Trajek Group Tour Travel staff to assist customers and provide responsive services; PT. Trajek
Group Tour Travel staff have the competence and knowledge in providing services; PT. Trajek
Group Tour Travel staff have a good understanding of customer needs; and PT. Trajek Group
Tour Travel has adequate facilities for customer service needs are factors that determine the
creation of positive customer satisfaction in the eyes of consumers. Research that has the same
results as this research is conducted by (Chaerudin & Syafarudin, 2021), (Ariska et al., 2020),
(Rahman, 2019), (Fadhli et al., 2021), (Wulandari & Suwitho, 2017), (Susilo et al., 2018), (Yanuar et
al., 2017), (Budiyono et al., 2022), (Anggriana et al., 2017), (Setiawan et al., 2019), (Setyawati et al.,
2018), (Yulisetiarini & Prahasta, 2019), (Purnomo & Qomariah, 2019). Different results stating that
service quality has no impact on customer satisfaction were carried out by (Pambudi & Soliha,
2021), (Kasinem, 2020), (Maimunah, 2020).

The Influence of Marketing Mix on Loyalty

The marketing mix have an effect on loyalty. This means that the existence of marketing
mix aspects at PT. Trajek Group Tour Travel PT. Trajek Group Tour Travel offers good tour
packages not only offering standard packages, but also more specific packages, such as special
interest tours (ecotourism, etc.), which are more interesting and unique; PT. Trajek Group Tour
Travel offers tour packages at affordable prices; PT. Trajek Group Tour Travel carries out clearly
and accurately; and PT. Trajek Group Tour Travel has extensive distribution channels, both
online and offline, to facilitate ordering is a factor that determines customer loyalty. Research
that is in line with this research like (Sudari et al., 2019), (Sukamto & Lumintan, 2015), (Othman et
al., 2019), (Gunawan et al., 2018), (Verma & Singh, 2017), (Edyansyah et al., 2019), (Melinda, 2020),
(Melinda, 2020), (Andi et al., 2023). Different results stating that the marketing mix has no impact
on loyalty were carried out by (Wiratno & Abdurrahman, 2020).

The Influence of Service Quality on Loyalty

Service quality has an effect on loyalty. This means that the better the service quality of PT.
Trajek Group Tour Travel, the better the loyalty. The quality of service seen from PT. Trajek
Group Tour Travel provides services according to what was promised promptly and accurately;
PT. Trajek Group Tour Travel staff to assist customers and provide responsive services; PT. Trajek
Group Tour Travel staff have the competence and knowledge in providing services; PT. Trajek
Group Tour Travel staff have a good understanding of customer needs; and PT. Trajek Group
Tour Travel has adequate facilities for consumer service needs are factors that determine the
creation of loyalty. A parallel study whose results are that service quality has an impact on
customer loyalty was conducted by (Pahlevi et al., 2021), (Rorong et al., 2023), (Yuwono &
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Anggiani, 2024), (Qomariah, 2012), (Subagja & Susanto, 2019), (Putra et al., 2024), (Hanny &
Krisyana, 2022), (Zulva Pallefi & Widiartanto, 2017), (Putri & Farida, 2020), (Heidy, 2022), (Sofiati et
al., 2018). Meanwhile, research that is not in line with the results shows that service quality has
no impact on loyalty, was conducted by (Sukamuljo et al., 2021), (Chao et al., 2015), (Keni &
Sandra, 2021), (Soliha et al., 2019).

The Influence of Satisfaction on Loyalty

Satisfaction has an effect influence on loyalty. This means that if satisfaction improves, it
will lead to increased loyalty at PT. Trajek Group Tour Travel. Customer satisfaction assessed
from the overall service of PT. Trajek Group Tour Travel is able to meet expectations; PT. Trajek
Group Tour Travel is able to provide travel and related services, such as tickets, accommodation,
and tour packages that satisfy customers; the service performance of PT. Trajek Group Tour
Travel perceived by customers is in accordance with customer expectations; customers are
willing to reuse the services of PT. Trajek Group Tour Travel; customers are willing to provide
recommendations to friends and family to use the services of PT. Trajek Group Tour Travel; and
customers have no complaints about the services of PT. Trajek Group Tour Travel are factors
that determine the creation of customer loyalty. This research is in line with research conducted
by (Gultom et al., 2020), (Suarniki & Lukiyanto, 2020), (Lie et al., 2019), (Qomariah, 2018), (Giantari
et al., 2021), (Nurzhavira & Iriani, 2022), (Maskur et al., 2016), (Iriyanti et al., 2016), (Kusuma &
Giantari, 2020), (Ratnasari & Gumanti, 2019), (Naini et al., 2022), (Nursaid et al., 2024), (Mulyono et
al., 2020), (Cahyono et al., 2020). Meanwhile, research that is not in line with this was carried out by
(Mutmainnah, 2018), (Nursaid et al., 2020).

The Influence of Marketing Mix on Loyalty through Satisfaction

The marketing mix does not have an effect on customer loyalty through satisfaction as an
intervening/mediating factor. Therefore, the hypothesis stating that the marketing mix has an
influence on loyalty through satisfaction at PT. Trajek Group Tour Travel is not proven true or H6
is rejected. The findings of this study illustrate that the influence of the marketing mix on
customer loyalty is more of a direct influence. Research that is in line with this research was
conducted by (Sudari et al., 2019), (Sukamto & Lumintan, 2015), (Gunawan et al., 2018), (Rahardjo
et al., 2019).

The Influence of Service Quality on Loyalty through Satisfaction

Service quality has an effect on loyalty through satisfaction as an mediation. Therefore, the
hypothesis stating that service quality has an influence on loyalty through satisfaction at PT.
Trajek Group Tour Travel is proven true or H7 is accepted. This means that the better the service
quality, the higher the satisfaction and ultimately will encourage better loyalty. Research that is
in line with this research which states that satisfaction is an intervening variable in the influence
of service quality on loyalty, namely:(Muharmi & Sari, 2019), (Sutrisno et al., 2017), (Halimah et
al.,, 2022), (Gera et al., 2017), (Aliman & Mohamad, 2016). Research that is not in line with this
research which states that satisfaction is not an intervening variable was conducted by (Ratnasari
& Gumanti, 2019).

CONCLUSION

The results of the study prove that the marketing mix and service quality have an influence
on satisfaction and loyalty at PT. Trajek Group Tour Travel. Therefore, PT. Trajek Group Tour
Travel should always pay attention to matters especially those related to the quality of the
marketing mix and service quality. Related to the marketing mix, it is necessary to conduct an
evaluation related to the pricing strategy. Related to service quality, it is necessary to ensure that
PT. Trajek Group Tour Travel staff have a good understanding related to customer service.
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Related to satisfaction, it should ensure handling of customer complaints and provide the best
solutions. And, related to the aspect of loyalty, it should encourage customers to return to use
Trajek Group Tour Travel services.

The results of this study indicate that the marketing mix and service quality variables are
able to explain 82.6% of satisfaction, and the marketing mix, service quality, and satisfaction
variables are able to explain 83.3% of loyalty. Therefore, for further research, it is recommended
to use or add other variables, such as customer relationship marketing.

REFERENCES

Al-Majali, M. M., & Tarabieh, S. M. Z. A. (2020). Effect of Internal Green Marketing Mix Elements
on Customers’ Satisfaction in Jordan: Mu'tah University Students. jJordan jJournal of
Business Administration, 16(2), 411-434.

Aliman, N. K., & Mohamad, W. N. (2016). Linking Service Quality, Patients’ Satisfaction and
Behavioral Intentions: An Investigation on Private Healthcare in Malaysia. Procedia - Social
and Behavioral Sciences, 224(August 2015), 141-148.
https://doi.org/10.1016/j.sbspro.2016.05.419

Andi, A., Suyono, S., Sudarno, S., Panjaitan, H. P., & Syahriza, D. (2023). THE INFLUENCE OF THE
7P MARKETING MIX ON CUSTOMER SATISFACTION AND CUSTOMER LOYALTY AT ORCHID
SALON SUKAJADI BRANCH PEKANBARU. Procuratio: Jurnal llmiah Manajemen, 11(3).

Anggriana, R., Qomariah, N., & Santoso, B. (2017). Pengaruh Harga, Promosi, Kualitas Layanan
Terhadap Kepuasan Pelanggan Jasa Ojek Online “OM-JEK" Jember. Jurnal Sains Manajemen
Dan Bisnis Indonesia, 7(2), 137-156.

Ariska, V., Qomariah, N., & Wijayanti, B. (2020). The impact of service quality, price, products, and
trust on “kober mie setan” consumer satisfaction. International Journal of Scientific and
Technology Research, 9(4), 1782-1785. https://www.ijstr.org/paper-
references.php?ref=lJSTR-0420-33932

Atmanegara, S. Y., Cahyono, D., Qomariah, N., & Sanosra, A. (2019). Pengaruh Kualitas Pelayanan
, Citra Perusahaan , dan Lokasi Terhadap Kepuasan Konsumen Hotel ljen View
Bondowoso. Jurnal Sains Manajemen Dan Bisnis Indonessia, E-ISSN : 2541-2566, 9(1), 79-89.
https://doi.org/10.32528/jsmbi.v9i1.2375

Budiyono, R., Sarbullah, & Novandalina, A. (2022). Pengaruh Kualitas Pelayanan, Harga dan
Kepercayaan Terhadap Kepuasan Pelanggan Cherry Pet Shop Purwokerto. JURNAL ILMIAH
INFOKAM, 18(1), 9-25.

Cahyono, Y., Purwanto, A., Azizah, F. N., Wijoyo, H., Sihotang, M., Sugianto, A., Indonesia, U. P.,
Harapan, U. P., Singaperbangsa, U., Jambi, U., Indonesia, U. P., Tinggi, S., & Ekonomi, I.
(2020). IMPACT OF SERVICE QUALITY , UNIVERSITY IMAGE AND STUDENTS SATISFACTION
TOWARDS STUDENTLOYALTY : EVIDENCE FROM. Journal of Critical Reviews, 7(19), 3916-
3924.

Cantona, C. F.,, & Alvita, M. (2024). Pengaruh Brand Image dan Brand Trust terhadap Loyalitas
Pelanggan pada Shopee dengan Kepuasan Pelanggan Sebagai Variabel Intervening.
GEMILANG: Jurnal Manajemen Dan Akuntansi, 4(3), 73-86.
https://doi.org/10.56910/gemilang.v4i3.1535

Chaerudin, S. M., & Syafarudin, A. (2021). The Effect Of Product Quality, Service Quality, Price On
Product Purchasing Decisions On Consumer Satisfaction. llomata International journal of
Tax and Accounting, 2(1), 61-70. https://doi.org/10.52728/ijtc.v2i1.202

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 2 April 2026 page: 1929 - 1944 | 1937


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

Chao, R.,, Wu, T.-C,, & Yen, W.-T. (2015). The Influence of Service Quality , Brand Image , and
Customer Satisfaction on Customer Loyalty for Private Karaoke Roomsin Taiwan. The
Journal of Global Business Management, 11(1), 59-67.

Dimyati, M., & Subagio, N. A. (2016). Impact of Service Quality, Price, and Brand on Loyalty with
the mediation of Customer Satisfaction on Pos Ekspres in East Java. Mediterranean Journal
of Social Sciences MCSER Publishing, 7(4), 2039-9340.
https://doi.org/10.5901/mjss.2016.v7n4p

Dompak, T., & Supratama, N. A. (2018). Pengaruh Inovasi dan Kualitas Pelayanan Terhadap
Kepuasan Masyarakat Pengguna Layanan Samsat Drive Thru. Dialektika Publik, 3(Vol 3 No
1 (2018): Dialetika Publik), 9-15.

Edyansyah, T., Albra, W., Azhar, A., Farid, F., & Suryani Irma. (2019). The Effect of Marketing Mix
Toward Satisfaction and Loyalty of Patient in the Public Hospital of Dr. Fauziah Bireuen of
Aceh Province of the Indonesia. DLSU Business&Economics Review Volume, 28(3), 1-7.
https://doi.org/10.5281/zen0do.3270552#.XSGovfG1ghM.mendeley

Fadhli, K., Komari, M., Rahmatika, A. N., & Ismail, A. N. (2021). Pengaruh Pelayanan Dan Inovasi
Terhadap Kepuasan Pelanggan CV. Afco Group Jombang. jurnal Inovasi Penelitian, 2(3),
855-863. https://stp-mataram.e-journal.id/JIP/article/view/735/618

Fitriana, A. (2019). Pengaruh E-Marketing dan E-CRM terhadap Loyalitas Nasabah Menggunakan
Internet Banking Bank Syariah Mandiri. Creative Information Technology Journal, 4(4), 306.
https://doi.org/10.24076/citec.2017v4i4.124

Garg, S. A, Singh, H., & De, K. K. (2016). Direct And Indirect Effects Of Marketing Mix Elements On
Satisfaction. Academy of Marketing Studies Journal, 20(1), 53-66.

Gera, R, Mittal, S., Batra, D. K., & Prasad, B. (2017). Evaluating the effects of service quality,
customer satisfaction, and service value on behavioral intentions with life insurance
customers in India. International Journal of Service Science, Management, Engineering, and
Technology, 8(3), 1-20. https://doi.org/10.4018/)]SSMET.2017070101

Ghoazali, I. (2018). Aplikasi Analisis Multivariate Dengan Pogram IBM SPSS (Edisi ke-9). Semarang
Badan Penerbit Universitas Diponegoro.

Giantari, I. G. A. K,, Yasa, N. N. K., Sukawati, T. G. R, & Setini, M. (2021). Student Satisfaction and
Perceived Value on Word of Mouth ( WOM ) During the COVID-19 Pandemic: An
Empirical Study in Indonesia. Journal of Asian Finance, Economics and Business, 8(6), 1047~
1056. https://doi.org/10.13106/jafeb.2021.vol8.n06.1047

Gultom, D. K., Arif, M., & Fahmi, M. (2020). Determinasi Kepuasan Pelanggan Terhadap Loyalitas
Pelanggan Melalui Kepercayaan. MANEGGGIO: Jurnal Illmiah Magister Manajemen,
3(September), 171-180. https://doi.org/https://doi.org/10.30596/maneggio.v3i2.5290
Published

Gunawan, A., Wahyuni, S. F., & Jufrizen, J. (2018). The Effect of Marketing Mix, Service Quality,
Islamic Values and Institutional Image on Studentsad Satisfaction and Loyalty. Expert
Journal of Marketing, 6(2), 95-105.

Halimah, R. N., Mursityo, Y. T., & Rusydi, A. N. (2022). ANALISIS PENGARUH KUALITAS LAYANAN
BCA MOBILE TERHADAP TINGKAT KEPUASAN DAN LOYALITAS NASABAH BERDASARKAN
MODEL E-S-QUAL DAN E-RECS-QUAL ANALYSIS OF BCA MOBILE SERVICE QUALITY
IMPACT ON CUSTOMER SATISFACTION AND LOYALTY LEVELS BASED ON THE E-S-QUAL
AND E-. Jurnal Teknologi Informasi Dan Ilmu Komputer (JTIIK), 9(6), 1219-1227.

1938 | Lery Handika Putra, Nurul Qomariah, Abadi Sanosra ; The Impact Of Marketing Mix And
Service Quality On ...



ISSN: 2338-8412 e-ISSN : 2716-4411

https://doi.org/10.25126/tiik.202294660

Hanny, H., & Krisyana, K. (2022). Pengaruh kualitas pelayanan, citra merek dan kepuasan
pelanggan terhadap loyalitas pelanggan pada kafe di kota Batam. Jesya (Jurnal Ekonomi &
Ekonomi Syariah), 5(1), 1115-1129. https://doi.org/10.36778/jesya.v5i1.703

Hasan, M. M., & Islam, M. F. (2020). The Effect of Marketing Mix ( 7Ps ') on Tourists ' Satisfaction :
A Study on Cumilla Major Tourist Attractions in Cumilla. The Cost and Management, 48(02),
30-40.

Heidy, B. (2022). Service Quality , Satisfaction , and Loyalty of BNI Mobile Banking E- Customer.
BUSINESS AND ENTREPRENEURIAL REVIEW, 22(April), 97-118.

Ikhsana, P. D., Prisanto, G. F., & Anggraini, R. (2019). Penerapan Strategi E-Marketing
Communication Dan Ekuitas Merek Siaranku.Com Terhadap Loyalitas Viewers. Inter
Komunika : Jurnal Komunikasi, 4(1), 58. https://doi.org/10.33376/ik.v4i1.217

Iriyanti, E.,, Qomariah, N., & Suharto, A. (2016). PENGARUH HARGA, KUALITAS PRODUK DAN
LOKASI TERHADAP LOYALITAS PELANGGAN MELALUI KEPUASAN SEBAGAI VARIABEL
INTERVENING PADA DEPOT MIE PANGSIT JEMBER. Jurnal Manajemen Dan Bisnis Indonesia,
2(1).

Kartajaya, H. (2014). Marketing in Venus. Gramedia Pustaka Utama.

Kasinem, K. (2020). Pengaruh Kepercayaan dan Kualitas Pelayanan Terhadap Kepuasan
Konsumen Pada Hotel Bukit Serelo Lahat. Jurnal Media Wahana Ekonomika, 17(4), 329.
https://doi.org/10.31851/jmwe.v17i4.5096

Keni, K., & Sandra, K. K. (2021). Prediksi Customer Experience Dan Service Quality Terhadap
Customer Loyalty: Customer Satisfaction Sebagai Variabel Mediasi. Jurnal Muara lImu
Ekonomi Dan Bisnis, 5(1), 191. https://doi.org/10.24912/jmieb.v5i1.11196

Khatab, J. J., Esmaeel, E. S., & Othman, B. (2019). Dimensions of service marketing mix and its
effects on customer satisfaction: A case study of international Kurdistan Bankin Erbil City-
Iraq. Test Engineering and Management, 81(4846), 4846-4855.

Kotler, P., & Amstrong. (2018). Prinsip-prinsip Marketing (Edisi Ke T). Penerbit Salemba Empat.

Kotler, P., & Armstrong, G. (2019). Prinsip-Prinsip Pemasarn (13th ed.). Erlangga.

Kotler, P., & Keller, K. (2021). Marketing Management (16th ed.). Pearson Education, 2021.

Kotler, P., & Keller, K. L. (2016). Manajemen Pemasaran Jilid 1 & 2 (Edisi Ke 1). Jakarta: PT. Indeks.

Kusuma, K. N. P., & Giantari, |. G. A. ketut. (2020). THE MEDIATING ROLE OF CONGRUITY AND
CUSTOMER SATISFACTION IN THE EFFECT OF THE PERSONALITY TRAITS ON BRAND
LOYALTY IN THE COFFEE SHOP INDUSTRY IN BALI. American Journal of Humanities and
Social Sciences Research (AJHSSR), 8(8), 426-434.

Lie, D., Sudirman, A., Efendi, E., & Butarbutar, M. (2019). Analysis of mediation effect of consumer
satisfaction on the effect of service quality, price and consumer trust on consumer
loyalty. International Journal of Scientific and Technology Research, 8(8), 421-428.

Magatef, S. G. (2015). The Impact of Tourism Marketing Mix Elements on the Satisfaction of
Inbound Tourists to Jordan Head of Marketing Department. International journal of
Business and Social Science, 6(7), 41-58.

Maimunah, S. (2020). Pengaruh Kualitas Pelayanan, Persepsi Harga, Cita Rasa Terhadap
Kepuasan Konsumen Dan Loyalitas Konsumen. IQTISHADequity Jurnal MANAJEMEN, 1(2),
57-68. https://doi.org/10.51804/iej.v1i2.542

Maskur, M., Qomariah, N., & Nursaidah. (2016). Analisis Pengaruh Kualitas Pelayanan, Harga,

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 2 April 2026 page: 1929 - 1944 | 1939


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

Dan Kepuasan Pelanggan Terhadap Loyalitas Pelanggan (Studi Kasus pada Bengkel Mobil
Larasati Lumajang). Jurnal Sains Manajemen & Bisnis Indonesia, VI(2), 212-221.

Melinda, T. (2020). ANALISIS PENGARUH SERVICE MARKETING MIX 7P TERHADAP LOYALITAS
PELANGGAN MELALUI KEPUASAN PELANGGAN DI KOZKO DIGITAL PRINTING SURABAYA.
Media Mahardika, 1, 37-49.

Mendoza, I. M. C., Chavez, O. ]. B., Labajos, F. A. N., Orbegoso, C. O. V., & Quifionez, H. Q. (2020).
Determinants of loyalty in a private university. International journal of Scientific and
Technology Research, 9(2), 4549-4554.

Mu'ah, M., & Masram, M. (2014). LOYALITAS PELANGGAN:Tinjauan Aspek Pelayanan dan Biaya
Peralihan. Zifatama.

Muharmi, H., & Sari, K. (2019). Pengaruh Service Quality , Food Quality , Dan Perceived Value
Terhadap Consumer Satisfaction Dan Behavioral Intentions. Jurnal Manajemen Dan Bisnis
Indonesia, 5(2), 193-203. https://doi.org/https://doi.org/10.32528/jmbi.v5i2.2880

Mujiyanti, S. A., Malindha, D., Lestari, E. A., & Yulisetiarini, D. (2019). Marketing Mix Strategy and
Consumer Satisfaction in the Digital Age. International Journal Of Creative and Innovative
Research In All Studies, 2(7), 1-4.

Mulyono, H., Hadian, A., Purba, N., & Pramono, R. (2020). Effect of Service Quality Toward
Student Satisfaction and Loyalty in Higher Education. jJournal of Asian Finance, Economics
and Business, 7(10), 929-938. https://doi.org/10.13106/jafeb.2020.vol7.n010.929

Mutmainnah, M. (2018). Pengaruh Kualitas Layanan Dan Citra Perusahaan Terhadap Kepuasan
Dan Loyalitas Nasabah. Jurnal Manajemen Dan Pemasaran Jasa, 10(2), 201.
https://doi.org/10.25105/jmpj.v10i2.2344

Naini, N. F., Sugeng Santoso, Andriani, T. S., Claudia, U. G., & Nurfadillah. (2022). The Effect of
Product Quality, Service Quality, Customer Satisfaction on Customer Loyalty. Journal of
Consumer Sciences, 7(1), 34-50. https://doi.org/10.29244/jcs.7.1.34-50

Nursaid, N., Fatimah, F., Sriwitantiningsish, L., & Qomariah, N. (2024). Efforts to Increase Loyalty
of UM Jember Master of Management RPL Students Based on Satisfaction and Service
Quality. Budapest International Research and Critics Institute (BIRCI-Journal): Humanities and
Social Sciences, 7(2), 301-318. https://www.bircu-
journal.com/index.php/birci/article/view/7877

Nursaid, N., Purnomo, S. H., & Qomariah, N. (2020). The Impact of Service Quality and
Institutional Image on the Satisfaction and Loyalty of Master of Management Students.
1st Borobudur International Symposium on Humanities, Economics and Social Sciences (BIS-
HESS 2019, 436, 156-161. https://doi.org/10.2991/assehr.k.200529.033

Nurzhavira, G. P., & lriani, S. S. (2022). PENGARUH KUALITAS LAYANAN DAN KEPUASAN
PELANGGAN TERHADAP LOYALITAS PELANGGAN INDIHOME. JIMAT, 13(2), 692-704.

Oliver, R. L. (2010). Satisfaction: A Behavioral Perpective on The Customer. McGraw-Hill.

Othman, B. A., Harun, A,, Rashid, W. N., Nazeer, S., Kassim, A. W. M., & Kadhim, K. G. (2019). The
influences of service marketing mix on customer loyalty towards umrah travel agents:
Evidence from Malaysia. Management  Science  Letters, 9(6), 865-876.
https://doi.org/10.5267/j.msl.2019.3.002

Pahlevi, A. F., Suwarni, S., & Nurzam, N. (2021). The Influence Of Service Quality And Customer
Satisfaction Towards Customer Loyalty At Bank Mega Syariah Bengkulu Pengaruh
Kualitas Pelayanan Dan Kepuasan Nasabah Terhadap Loyalitas Nasabah Pada Bank

1940 | Lery Handika Putra, Nurul Qomariah, Abadi Sanosra ; The Impact Of Marketing Mix And
Service Quality On ...



ISSN: 2338-8412 e-ISSN : 2716-4411

Mega Syariah Bengkulu. jurnal Emak (Jurnal Ekonomi Manajemen Akuntansi Dan Keuangan,
2(4), 315-322.

Pambudi, T. W. S, & Soliha, E. (2021). Pengaruh Kualitas Layanan, Citra Bank, Dan Kepercayaan
Terhadap Kepuasan Nasabah Bank. jurnal lImiah Akuntansi Dan Keuangan, 04(01), 27-39.

Parasuraman, A. (1998). PARASUMARAN 1998 - Customer service in business to business markets an
agenda for research.pdf. 13(4), 309-321.

Parasuraman, A., Zeithaml, V., & Berry, L. (1985). A conceptual model of service quality and its
implications for future research. Journal of Marketing, 49(Fall 1985), 41-50.
http://www.jstor.org/stable/1251430

Parlan, A. V., Kusumawati, A., & Mawardi, M. K. (2016). The Effect of Green Marketing Mix on
Purchase Decision and Customer Satisfaction ( Study on Independent Consultant of
JAFRA Cosmetics Indonesia in Malang ). Jurnal Administrasi Bisnis (JAB), 39(1), 172-178.

Prasmara, A. E., Rachma, N., & Primanto, A. B. (2019). Pengaruh Online Marketing Dan E-Service
Quality Terhadap E-Loyalty Dengan E- Satisfaction Sebagai Variabel Intervening Pada
Online Shop Khayrscraf. £ - Jurnal Riset Manajemen, 29-44.

Purnamasari, M., & Budiatmo, A. (2019). Pengaruh Promosi Dan Kualitas Pelayanan Terhadap
Kepuasan Pengunjung Dengan Keputusan Pengunjung Sebagai Variabel Intervening
Pada Objek Wisata Candi Borobudur Kabupaten Magelang Maulida Purnamasari &
Agung Budiatmo Pendahuluan Wisata merupakan kegiatan y. llmu Administrasi Bisnis, 8,
1-8.

Purnomo, S., & Qomariah, N. (2019). Improve Community Satisfaction and Trust in the Public
Service Mal of Banyuwangi District. Proceding CelSciTech UMRI 2019, 4, 40-47.
https://www.researchgate.net/publication/357303030_Improve_Community_Satisfaction_
and_Trust_in_the_Public_Service_Mal_of_Banyuwangi_District

Putra, D., Yasri, Y., & Masdupi, E. (2019). The Effect of Marketing Mix to Increase the Satisfaction
of Magister Magement Students in Universitas Negeri Padang. Advances in Economics,
Business and Management Research, 64, 979-984. https://doi.org/10.2991/piceeba2-
18.2019.90

Putra, I. P. D. C,, Pantiyasa, I. W., & Sudarmawan, |. W. E. (2024). Pengaruh Layanan , Harga , dan
Brand Image Terhadap Loyalitas Konsumen. PARIS (Jurnal Pariwisata Dan Bisnis), 03(9),
1491-1512.

Putri, A. D. S., & Farida, N. (2020). Pengaruh fasilitas wisata dan kualitas pelayanan Terhadap niat
berkunjung kembali melalui kepuasan pengunjung (Studi obyek wisata Goa Kreo Kota
Semarang). Jurnal Administrasi Bisnis, X(), 781-793.
https://ejournal3.undip.ac.id/index.php/jiab/article/view/29796

Qomariah, N. (2012). Pengaruh Kualitas Layanan dan Citra Institusi Terhadap Kepuasan dan
Loyalitas Pelanggan. Jurnal Aplikasi Manajemen, 10(1), 177-187.
https://jurnaljam.ub.ac.id/index.php/jam/article/view/410/447

Qomariah, N. (2016). Marketing Adactive Strategy. Cahaya [Imu.
https://www.researchgate.net/publication/326623130_MARKETING_ADACTIVE_STRATEGY

Qomariah, N. (2018). Impact of Customer Value, Brand Image and Product Attributes to
Satisfaction and Loyalty Tourism Visitors in Jember Regency. Mediterranean journal of
Social Sciences, 8(5-1), 129-135. https://doi.org/10.2478/mjss-2018-0105

Qomariah, N. (2021). Pentingnya Kepuasan dan Loyalitas Pengunjung(Studi Pengaruh Customer

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 2 April 2026 page: 1929 - 1944 | 1941


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

Value, Brand Image dan Atribut Produk Terhadap Kepuasan dan Loyalitas Pengunjung Pantai
). Pustaka Abadi.
https://www.researchgate.net/publication/349426847_Pentingnya_Kepuasan_dan_Loyalit
as_Pengunjung

Rahardjo, C. A., Harianto, Ha., & Suwarsinah, H. K. (2019). THE EFFECT OF MARKETING MIX ON
CONSUMER SATISFACTION AND LOYALTY FOR INDONESIAN BRAND SALAD DRESSING
“XYZ." Jurnal Aplikasi Manajemen Dan Bisnis, 5(2), 308-318.

Rahman, S. (2019). Pengaruh Kualitas Pelayanan Dan Inovasi Terhadap Kepuasan Pelanggan
Pada Pt . PIn ( Persero ) Area Manado the Effect of Quality Service and Innovation Toward
Customer Satisfaction. Jurnal EMBA, 7(1), 301-311.
https://ejournal.unsrat.ac.id/index.php/emba/article/view/22363/22886

Rasyid, M. J., Dani, I, & Andriani, B. (2017). The Effect Of Marketing Mix, Image And Service
Quality Toward The Domestic Tourism Satisfactionin Bone District. Quest Journals : Journal
of Research in Business and Management, 5(4), 69-73.

Ratnasari, D., & Gumanti, T. A. (2019). Relationship marketing, service quality, satisfaction and
customers loyalty of bank sharia mandiri banyuwangi. International Journal of Scientific
and Technology Research, 8(6), 7-10. https://www.google.com/url?client=internal-element-
cse&cx=015665522297807158791:e4ankvq01v0&qg=http://www.ijstr.org/final-
print/june2019/Relationship-Marketing-Service-Quality-Satisfaction-And-Customers-
Loyalty-Of-Bank-Sharia-Mandiri-Banyuwangi.pdf&sa=U&ve

Ricca, R., & Antonio, F. (2021). The Effect of Quality Care on Patient Loyalty Mediated with Patient
Satisfaction and Moderated by Age and Gender (Study in Outpatients at a Private
Hospital). International Journal of Applied Business and International Management, 6(2), 96-
112. https://doi.org/10.32535/ijabim.v6i2.1026

Riyadi, A., & Rangkuti, S. (2016). The Influence of Marketing Mix and Customer Purchasing
Decision Process on Customer Satisfaction. Asia Tourism Forum 2016, 518-524.
https://doi.org/10.2991/atf-16.2016.82

Rizki, A. L., Andriani, K., & Kholid, M. M. (2015). The Influence Of Marketing Mix Variables On
Purchase Decision and Customer Satisfaction (Case study of Customer of Vitiara Rent Car
Malang). Jurnal Administrasi Bisnis, 28(2), 1-10.

Rorong, C. J., Tawas, H. N., Rogi, M. H., Atmosfer, P., Dan, C., Layanan, K., Loyalitas, T., Rorong, C.
J., Tawas, H. N., & Rogi, M. H. (2023). PENGARUH ATMOSFER CAFE DAN KUALITAS
LAYANAN TERHADAP LOYALITAS PELANGGAN DENGAN CITRA MEREK SEBAGAI VARIABEL
INTERVENING PADA CAFE | CARE LANGOWAN. Jurnal EMBA, 11(2), 255-264.

Sari, D. A.,, & Giantari, I. G. A. K. (2020). Role of Consumer Satisfaction in Mediating Effect of
Product Quality on Repurchase Intention. International Research Journal of Management, IT
& Social Sciences, 7(1), 217-226. https://doi.org/https://doi.org/10.21744/irjmis.v7n1.839

Septiandari, W., Hidayatullah, S., Alvianna, S., Rachmadian, A, & SUtanto, D. H. (2019).
PENGARUH CITRA DESTINASI WISATA DAN KUALITAS LAYANAN TERHADAP KEPUASAN
PENGUNJUNG DI PANTAI TIGA WARNA. Competence : Journal of Management Studies, 15(2),
9-25.

Setiawan, A., Qomariah, N., & Hermawan, H. (2019). Pengaruh Kualitas Pelayanan Terhadap
Kepuasan Konsumen. JSMBI(Jurnal Sains Manajemen Dan Bisnis Indonesia ), 9(2), 114-126.
https://doi.org/http://dx.doi.org/10.32528/jsmbi.v9i2.2819

1942 | Lery Handika Putra, Nurul Qomariah, Abadi Sanosra ; The Impact Of Marketing Mix And
Service Quality On ...



ISSN: 2338-8412 e-ISSN : 2716-4411

Setyawati, W. A,, Rifai, M., & Sasmito, C. (2018). Pengaruh Kualitas Pelayanan , Fasilitas , Harga
dan Citra Institusi Terhadap Kepuasan Pasien. Madani, Jurnal Politik Dan Sosial
Kemasyarakatan, 10(2), 50-63.

Sofiati, I, Qomariah, N., & Hermawan, H. (2018). DAMPAK KUALITAS PELAYANAN TERHADAP
LOYALITAS KONSUMEN. Jurnal Sains Manajemen & Bisnis Indonesia, 8(2), 244-259.

Soliha, E., Rizal, A., Maskur, A., Mawarni, N. B., & Rochmani, R. (2019). Service quality, bank image,
and customer loyalty: The mediating role of customer satisfaction. International Journal of
Scientific and Technology Research, 8(10), 2667-2671.

Suarniki, N. N., & Lukiyanto, K. (2020). The role of satisfaction as moderation to the effect of
relational marketing and customer value on customer loyalty. International Journal of
Innovation, Creativity and Change, 13(4), 108-122.
https://www.ijicc.net/images/vol_13/Iss_4/13417_Suarniki_2020_E_R.pdf

Subagja, I. K., & Susanto, P. H. (2019). Pengaruh Kualitas Pelayanan, Kepuasan Nasabah Dan Citra
Perusahaan Terhadap Loyalitas Nasabah Pt. Bank Central Asia Tbk Kantor Cabang
Pondok Gede Plaza. Jurnal Manajemen Bisnis Krisnadwipayana, 7(1), 69-84.
https://doi.org/10.35137/jmbk.v7i1.249

Sudari, S. A., Tarofder, A. K., Khatibi, A., & Tham, J. (2019). Measuring the critical effect of
marketing mix on customer loyalty through customer satisfaction in food and beverage
products. Management Science Letters, 9(9), 1385-1396.
https://doi.org/10.5267/j.msl.2019.5.012

Sugiyono. (2019). Metodelogi Penelitian Kuantitatif Dan Kualitatif Dan R&D. Alfabeta.

Sukamto, R., & Lumintan, D. B. (2015). The Impact of Marketing Mix towards Customer Loyalty
Mediated by Customer Satisfaction of Blackberry Indonesia. /Buss Management, 3(2), 316-
324.

Sukamuljo, L., Ruswanti1, E., & Aida, M. (2021). Hospital Image and Service Quality Are Not Able
to Provide Patient Satisfaction and Loyalty Effect. Journal of Multidisciplinary Academic,
05(04), 321-327. https://doi.org/10.51971/joma.v5n4.01102021

Sulaiman, A. & Hindardjo, A. (2019). The Effect Of The Sharia Marketing Mix On Tourist
Satisfaction After Earthquake In North Lombok Regency. jurnal Ekonomi Dan Perbankan
Syariah, 7(1), 37-52. https://doi.org/10.46899/jeps.v7i1.98

Susilo, H., Haryono, A. T., & Mukery, M. (2018). Analisis Pengaruh Harga, Kualitas Pelayanan,
Promosi, dan Kepercayaan terhadap Kepuasan Konsumen dengan Keputusan
Berkunjung sebagai Variabel Intervening di Hotel Amanda Hills Bandungan. journal of
Management, 4(4), 1-20. http://jurnal.unpand.ac.id/index.php/MS/article/view/989

Sutrisno, Cahyono, D., & Qomariah, N. (2017). ANALISIS KUALITAS PELAYANAN , KEPERCAYAAN
SERTA CITRA KOPERASI TERHADAP KEPUASAN DAN LOYALITAS ANGGOTA. Jurnal Sains
Manajemen & Bisnis Indonesia, 7(2), 157-174. https://doi.org/10.32528/smbi.v7i2.1230

Tjiptono, F. (2019). Strategi Pemasaran : Prinsip & Penerapan. Penerbit Andi.

Tjiptono, F. (2020). Strategi Pemasaran: Prinsip dan Penerapan. Andi.

Tjiptono, F., & Anastasia, D. (2019). Kepuasan Pelanggan: Konsep, Pengukuran dan Strategi. Andi
Yogyakarta.

Tjiptono, F., & Anastasia, D. (2020). Pemasaran. Andi Yogyakarta.

Verma, Y., & Singh, M. R. P. (2017). Marketing Mix, Customer Satisfaction and Loyalty: an
Empirical Study of Telecom Sector in Bhutan. Indian Journal of Commerce & Management

Ekombis Review: Jurnal llmiah Ekonomi dan Bisnis, Vol. 14 No. 2 April 2026 page: 1929 - 1944 | 1943


https://jurnal.unived.ac.id/index.php/er/index

ISSN: 2338-8412 e-ISSN : 2716-4411

Studies, VIII(2), 121-129. https://doi.org/10.18843/ijcms/v8i2/17

Wiratno, D., & Abdurrahman, A. (2020). ANALISIS MARKETING MIX TERHADAP LOYALITAS
KONSUMEN MELALUI KEPUASAN KONSUMEN : PADA KERIPIK MAICIH. JCA Ekonomi, 1(2),
413-420.

Wulandari, S., & Suwitho, S. (2017). PENGARUH KEPERCAYAAN DAN KUALITAS LAYANAN
TERHADAP KEPUASAN KONSUMEN ASURANSI JIWA. Jurnal llmu Dan Riset Manajemen,
6(September), 1-18.
https://jurnalmahasiswa.stiesia.ac.id/index.php/jirm/article/view/1117

Yanuar, M. M., Qomariah, N., & Santoso, B. (2017). Dampak kualitas produk, harga, promosi dan
kualitas pelayanan terhadap kepuasan pelanggan Optik Marlin cabang Jember. jurnal
Manajemen Dan Bisnis Indonesia, 3(1), 61-80.

Yulisetiarini, D., & Prahasta, Y. A. (2019). The effect of price, service quality, customer value, and
brand image on customers satisfaction of telkomsel cellular operators in east Java
Indonesia. International Journal of Scientific and Technology Research, 8(3), 5-9.
https://www.google.com/url?client=internal-element-
cse&cx=015665522297807158791:ed4ankvq01v0&qg=http://www.ijstr.org/final-
print/mar2019/The-Effect-Of-Price-Service-Quality-Customer-Value-And-Brand-Image-
On-Customers-Satisfaction-Of-Telkomsel-Cellular-Opera

Yuwono, D., & Anggiani, S. (2024). The Effect of E-Service Quality and Brand Image on Customer
Loyalty with Customer Satisfaction as a Mediation Variable. Jurnal Bisnis Strategi, 33(1),
45-70. https://doi.org/10.59261/jbt.v4i2.151

Zulva Pallefi, A., & Widiartanto. (2017). Service Quality, Destination Competitiveness, and
Previous Experience Influence Toward Revisit Decision. Jurnal Administrasi Bisnis, 6(2),
117-123. https://ejournal.undip.ac.id/index.php/janis/article/view/16613

1944 | Lery Handika Putra, Nurul Qomariah, Abadi Sanosra ; The Impact Of Marketing Mix And
Service Quality On ...



