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Abstract

The phenomenon of the emergence of many souvenir shops in the Purbalingga area of Central
Java has resulted in increasingly strong business competition. In order to survive in the face of
competition, business actors need to pay attention to important aspects in running their business. The
author takes several aspects, namely the dimensions of service quality (physical evidence, reliability,
responsiveness, assurance, empathy) and the dimensions of the marketing mix (products, prices, places,
promotions) that can influence customer loyalty with customer satisfaction as mediation. The author
makes the Original Nopia Shop as a research object because the shop is one of the souvenir shops that are
quite old and famous in the Purbalingga area. The design of this study was a survey using a questionnaire
distributed to 200 respondents of Original Nopia Store customers with a purposive random sampling
method. Research variables were analyzed using Structural Equation Modeling (SEM) and obtained the
following results: (1) Service quality significantly influences customer satisfaction, (2) Marketing Mix
does not significantly influence customer satisfaction, (3) Consumer satisfaction has a significant effect
on consumer loyalty, (4) consumer satisfaction does not mediate between the influence of service quality
on consumer loyalty, (5) consumer satisfaction is able to mediate between the influence of marketing mix
on consumer loyalty, (6) consumer satisfaction does not mediate between the influence of service quality
and marketing mix simultaneously towards consumer loyalty.
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1. Introduction

Indonesia Economic businesses in the current era is affecting the market competition is growing
even stronger . The people determine their own goods and services that they want in accordance with the
economic capabilities they have, so that business people are oriented towards the consumer market which
means market conditions in the hands of consumers [1]. When businesses run a business, they must know
what consumers want so that the business can run well and can dominate the market share. Many things
can be done to increase consumer interest, one of which is by improving the quality of service and
companies also need to pay attention to aspects of the marketing mix.
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Service quality and marketing mix are factors that influence customer satisfaction so that makes
consumers become loyal . Consumers will be loyal and trust if a service is in accordance with the desired
expectations [2] . If customer satisfaction is realized then loyalty to the store can also be realized. Also
emphasized that store loyalty is an important factor in the success of retail trade and the store's ability to
survive. Also in the current market era, loyalty to aretail store can be determined directly by
the expectations of consumers of the products and services offered.

The phenomenon of the emergence of many souvenir shops applies also in the area of Purbalingga,
Central Java. There is a large-scale gift shop or just the size of a kiosk. This needs to be considered by
souvenirs business people to want to do research on their consumers. This needs to be done so that the
management can make strategies in order to compete with other companies in order to gain market share.

One of the typical souvenirs of Purbalingga (Central Java) that is much in demand by buyers, is
nopia bread or commonly called nopia. In Purbalingga, many stalls and souvenir shops sell nopia. But
there is one of the oldest shops selling nopia, namely the Original Purbalingga Nopia Shop on Jalan AW
Soemarmo No. 10 Purbalingga. Not only Nopia, but this shop sells a variety of typical Purbalingga foods
which are usually used as souvenirs. According to Matthew Hirawan as a shop owner and nopia producer,
he is the second generation to inherit the making of nopia. The first generation or predecessor to the nopia
business was his father named Ting Lie Liang, who pioneered the business in early 1940. But over time
the business process must follow the changing times to be more developed and able to survive.

Based on the description stated above, as the students of the Master of Management at Duta
Wacana Christian University try to help develop an existing store. One of them is by conducting a study
entitled "The Effect of Service Quality Dimensions and Marketing Mix Dimensions on Consumer Loyalty
with Customer Satisfaction as Mediation ". Therefore this study will try to trace the effect of service
quality and marketing mix on consumer satisfaction, giving rise to loyalty to consumers [3].

2. Literature Review

2.1 Service Quality

The definition of service quality is a measure of how well the level of service delivered is in accordance
with customer expectations [4] . Service quality component is an aspect that can be evaluated by
consumers to assess a service quality from atype of business [5]. There are five dimensions of
SERVQUAL namely [6] :

1.  Physical Proof ( Tangible )
Is the ability of a company to show its identity in physical form to other parties such as facilities
available, equipment owned and the company's physical appearance.

2. Reliability
The company's ability to provide promising, reliable and accurate services.

3. Responsiveness
Willingness of the company to help customers and provide fast service.

4.  Assurance
The ability of employees to make customers feel safe and trust the company.
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5.  Empathy
The attention given by companies personally to consumers in order to better understand the desires of
consumers.

2.2 Marketing Mix

Marketing mix is one of the marketing strategies that are used to provide information widely, introduce a
product or service and stimulate consumers to create personal preferences fora product's
image [7]. Planning a marketing mix is the main task in marketing management. A marketing manager
must have careful planning and careful in order to meet the needs and desires of the market [8]. Many
authors argue that understanding customer attitudes toward the 4P marketing mix is important [9].
Marketing Mix is a device that consists of product, price, place and promotion that can determine the
success rate of marketing and all aimed to get a response to wants of the target market [ 10]. All elements
of the marketing mix of product, price, place, and must work together to help design the best marketing
strategies in the market [11]. The following is an explanation of each of the marketing mix dimensions:

1.  Product
Product is anything that can be offered by producers to be noticed, sought, bought, used or consumed
by the market as meeting the needs or desires of the relevant market [12]. Konsumen would like a
guality product and has the features or performance of the best [13].

2. Price
The price is the fee charged for a product or service [14]. In economic theory that says there is a legal
demand when prices rise, the number of products demanded by the market declines, while if the price
drops, the number of products demanded by the market into the air -added [15].

3.  The place
T four covers the activities of the company that made the product available to customers who become
the target of target [ 16] . P endistribusian is a marketing activity to accelerate and facilitate the
delivery of goods and services from producers to consumers [17].

4. Promotion
All information related to products must be disclosed transparently and openly so that there is no
potential element of fraud and fraud in carrying out promotions [18] . P romosi a marketing activity
by suppressing information that influence or persuade the target market that are willing to accept,
purchase and loyalty to the products offered [19].

2.3 Consumer Satisfaction
Customer satisfaction is a construct that has emerged in various fields of study and has been the center of
marketing concepts for decades [20] . K epuasan consumer is a happy feeling that is felt by a person when
comparing performance or results in line with expectations or expectations of them [21].

2.4 Consumer Loyalty
Loyalty is when someone loyal consumers in the purchase of an object by repeatedly [22]. The notion that

customer satisfaction leads to loyalty based on evidence that by growing customer satisfaction, customers
tend to remain loyal to the laya provider nan [23]. Likewise, dissatisfied customers are more vulnerable to
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terminating business relationships so that customer satisfaction can be used to evaluate customer
loyalty [24].

Prior Research

1. Rachmad (2009) conducted a study to measure the level of customer satisfaction and loyalty
towards banking services in East Java. This research is categorized as a survey research with
descriptive analysis method which takes a sample from the population and a questionnaire as the main
data collection instrument. The population in this study were all Bank Mandiri customers in East
Java [25].

2. Aryani and Rosinta (2010) examined that there was a significant and positive influence between
KFC service quality variables on customer satisfaction among FISIP Ul students. Other studies also
have a significant and positive influence between the quality of KFC services on customer loyalty
among FISIP Ul students [26].

3. Gultom, Ginting and Sembiring (2014) conducted a study to determine the effect of the service
marketing mix and service quality on student satisfaction in the management study program at the
Faculty of Economics, University of Muhammadiyah, North Sumatra [27].

3. Research Method

Research conducted using a quantitative approach. In conducting this research, the authors use
two kinds of data, namely primary data and secondary data. Primary data can be obtained by conducting
surveys. The reason the authors use survey techniques is due totime and cost limitations. As for
secondary data from previous studies that have been conducted. To apply the scientific method in practice
in the field, a research design is needed in accordance with the conditions that occur in the field [28] .

Service
Quality

(X1) Cu_stomg H3 Custumer
Satisfaction —_— Loyality
(Y1) (Y2)

Marketing
Mix
(X2)

Figure 1. Research Model
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3.1 Data Analysis Methods

Equation Modeling Structure (SEM) is the most common statistical modeling technique and has
been used extensively in behavioral science. Match test in SEM to evaluate the degree of compatibility or
what is known as Goodness of Fit between data and models [29]. According to Hair et al. (1995) in
(Hatane 2006) that the evaluation of GOF is carried out through several stages, namely: the suitability of
the whole model, the suitability of the measurement model and the suitability of the structural model.

The following are GOF measures and compatibility levels that have been successfully combined by
several authors in (Putro, Semuel and Brahmin 2014) [30]:

1. Chi-square Statistics (x2)

The smaller the better (p> 0, 05). This tool is the most fundamental test tool for measuring overall
fit, and is also very sensitive to the number of samples from research conducted. This results in the
use of chi-square (x2) accurately if the study sample size is 100 to 200.

2. RMSEA ( The Root Mean Square Error of Approximation )
An index used to compensate for the chi-square (x2) statistic. If the value is smaller, the better and (<
0, 08) is an index so that the model can be accepted.

3. GFI ( Goodness of Fit Index )

Is a suitability index that can calculate the weighted proportions of the variants in the matrix. The
covariance of the sample described by the matrix is estimated population covariance. GFI values are
between 0, 00 - 1.00; with a value > 0.90 is a good model (better fit).

4. AGFI ( Adjusted Goodness of Fit)

Is analogous to the coefficient of determination (R2) that exists in multiple regression analysis. This
index can be adjusted to the degree of freedom available to test so that the model can be
accepted. The recommended level of acceptance is AGFI > 0, 90.

5. CMIN/DF (The Minimum Sample Discrepancy Function)

Usually reported by researchers as one indicator that measures the fit level of a model. CMIN / DF is
x2 divided by df so it is called y2 relative . Relative 42 value <2, 0 even < 3.0 is indicative of the
model fit to the data.

3.2 Hypothesis Testing
Hypothesis test in this research is done by way of comparing the value of P by 5% or 0:05. If the P

value is found to be smaller than 0.05 then the hypothesis that has been made in the research is
supported (Santoso, 2015) [31].

4. Results and Discussion

4.1 Test Validity

Validity and reliability tests were conducted to determine whether each item of statement of
service quality dimensions, dimensions of marketing mix, customer satisfaction and customer loyalty in
the questionnaire was valid or not. Data processing from 200 respondents of Original Nopia Store
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customers was conducted using SEM method using the AMOS application. Analysis by SEM method is
carried out to determine the correlation between the dimensions of service quality dimensions, the
dimensions of the quality of the marketing mix, customer satisfaction and customer loyalty. An indicator
can advance to the next stage or be declared valid if it has a loading factor greater than or equal to 0.5.
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Data processing to 200 respondents using SEM method with AMOS applications such as the
construct (path diagram) above gets the following results.

Table 4.4:Validity test

Standardized Regression Weights  Estimate Standardized Regression Weights  Estimate

tangl <--- Tangible 0.859 pro3 <--- pro 0.667
tang2 <--- Tangible 0.618 pro2 <--- pro 0.735
tang3 <--- Tangible 0799 prol <--- pro 0.731
tang4 <--- Tangible 0.633 pri2 <--- pri 0.772
empl <--- Emphaty 0.771 pril <--- pri 0835
emp2 <--- Emphaty 0701 pla3 <--- pla 0769
emp3 <--- Emphaty 0.766 pla2 <--- pla 0.796
res3 <--- responsive 0822 plal <--- pla 0.756
res2 <--- responsive 0770 prm2 <--- prm 0826
resl <--- responsive 0728 prml <--- prm 0828
rel3 <--- Reliability 0.734 cl1 <--- CL 0723
rel2 <--- Reliability 0.634 cl2 <--- CL 0708
rell <--- Reliability 0.733 cl3 <--- CL 0.738
ass3 <--- Assurance 0799 csl <--- CS 0.784
ass2 <--- Assurance 0.634 cs2 <--- CS 0769
assl <--- Assurance 0.749 cs3 <--- CS 0.781
pro4 <--- product 0814 cs4 <--- CS 0.631
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Based on the research indicators, the results obtained for each variable have a value above
0.5. by Therefore, this study can be immediately resumed without discarding invalid variable.

4.2 Results Goodness - of - Fit Criteria

There are several indexes used as indicators to evaluate the Goodness-of-Fit criteria with the SEM
method. The following is the result of calculating the Goodness-of-Fit criteria of a model that has been
processed using index modification.

Table 4.1:Goodness of Fit Model Results

Criteria Critical Value Index Information
CMIN /DF <2.00 1,939 Well
GFlI >0.90 0.788 Marginal
AGFI >0.80 0.741 Marginal
TLI >0.90 0.902 Well
CFI >0.90 0.914 Well
RMSEA <0.80 0.069 Well

Goodness-of-fit model test results using the AMOS application showed CMIN / DF results of
1,939 < 2.00, GFI value of 0.788 < 0.90, AGFI value of 0.741 < 0.80, TLI value of 0.902 > 0.90, CFI
value of 0.914 > 0.90 and RMSEA value of 0.069 < 0.08. By looking at the results of the test, it can be
concluded that the construct of this study can be accepted because it has met the indicator criteria
for goodness-of- it .

4.3 Hypothesis Test Results

The way to test hypothesis one (H1), hypothesis two (H2) and hypothesis three (H3) in this study
is done by a method of comparing the value of Probability (P) with 0.05. If the probability value is
smaller than 0.05, the hypothesis in this study is supported by its truth, whereas if the probability value is
greater than 0.05, the hypothesis in this study is not supported by the truth.

Table 4.2:Probability VValue Between Variables

Information Probability
Quality of Customer Satisfaction Services 0.013
Consumer Satisfaction Marketing Mix 0.079
Consumer Satisfaction Consumer Loyalty 0.039

With a look at the table above, it can be in take the conclusion that:
1. The relationship between service quality variables and customer satisfaction has a probability
value of 0.013 or smaller than 0.05 so that the hypothesis one (H1) results are significant, namely
service quality affects customer satisfaction.

The results of this study stated that hypothesis one (H1) was accepted.
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2. The relationship between marketing mix variables and customer satisfaction has a probability
value of 0.079 or greater than 0.05 so that the hypothesis two (H2) results are not significant, ie
the marketing mix does not affect consumer satisfaction.

The results of this study stated that hypothesis two (H2) was rejected.

3. The relationship between variables of customer satisfaction and customer loyalty is 0.039 or
smaller than 0.05 so that the hypothesis three (H3) results are significant, namely customer
satisfaction affects consumer loyalty.

The results of this study stated that hypothesis three (H3) was accepted .

The hypothesis regarding the mediating variable is different from the previous variable, which is:

1. Hypothesis four (H4), namely consumer satisfaction mediating the quality of service to consumer
loyalty can be calculated by looking at the value of direct effects and indirect effects from the
results of statistical processing SEM. If the value of direct effects of service quality coupled with
the value of direct effects of customer satisfaction results is greater than indirect effects
of consumer loyalty, then the hypothesis is declared acceptable. Conversely, if the value of direct
effects of service quality coupled with the value of direct effects of consumer satisfaction are
smaller than indirect effects of consumer loyalty, then the hypothesis is declared not accepted.

2. Hypothesis four (H5), namely consumer satisfaction mediating the marketing mix of consumer
loyalty can be calculated by looking at the value of direct effects and indirect effects from the
results of SEM statistical processing. If the value of the direct effects of the marketing mix is
added to the value of the direct effects of consumer satisfaction the results are greater than
the indirect effects of consumer loyalty, then the hypothesis can be accepted. Conversely, if the
value of the direct effects of the marketing mix is added to the value of the direct effects
of consumer satisfaction the results are smaller than the indirect effects of consumer loyalty, then
the hypothesis is not accepted.

3. Hypothesis four (H6), namely consumer satisfaction mediating service quality and marketing mix
simultaneously to consumer loyalty can be calculated by looking at the value of direct
effects and indirect effects from the results of statistical processing SEM. If the value of direct
effects of service quality is added to the value of direct effects of the marketing mix coupled with
the value of direct effects of consumer satisfaction the results are greater than indirect effects
of consumer loyalty, then the hypothesis is declared acceptable. Conversely, if the value of direct
effects of service quality coupled with the value of direct effects of the marketing mix coupled
with the value of direct effects of consumer satisfaction are smaller than indirect effects
of consumer loyalty, then the hypothesis is declared unacceptable.
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The results of data processing with SEM method using the AMOS application, the results
obtained are the value of direct effects and indirect effects as the following table :

Table 4.7:The value of direct effects and indirect effects

Information Direct Effects Indirect Effects
Quality of Customer Satisfaction Services 2,956 0,000
Consumer Satisfaction Marketing Mix -1,939 0,000
Consumer Satisfaction Consumer Loyalty 5,067 0,000
Quality of Customer Loyalty Services 0,000 14,115
Consumer Loyalty Marketing Mix 0,000 9,766

By looking at the table of direct effects and indirect effects values above, we can draw the conclusion that:

1.  Hypothesis four (H4 ): value of direct effects of service quality on customer satisfaction (2,956) +
value of direct effects of customer satisfaction on loyalty (5,067) = 8,023> -14,115 value of indirect
effects of service quality on customer satisfaction.

It can be concluded that 8023 direct effects > -14,115 indirect effect , so that the variable of customer
satisfaction does not mediate the variable quality of service to the variable of customer loyalty.

The results of this study stated that hypothesis four (H4) was rejected.

2. Hypothesis four (H5): the value of the direct effects of the marketing mix on consumer
satisfaction (-1,939) + the value of the direct effects of customer satisfaction on loyalty (5,067) = 3,128
<9,766 values of the indirect effects of the marketing mix on consumer satisfaction.

It can be concluded that 3,128 direct effects <9,766 indirect effects , so that the consumer satisfaction
variable mediates the marketing mix variable to the customer loyalty variable.

The results of this study stated that hypothesis five (H5) was accepted .

3. Hypothesis four (H6): value of direct effects on service quality on customer satisfaction (2,956) +
value of direct effects of marketing mix on customer satisfaction (-1,939) + value of direct effects
of customer satisfaction on loyalty (5,067) = 6,084

Value of indirect effects service quality on customer satisfaction -14,115 + value of indirect
effects marketing mix on customer satisfaction 9,766 = -4,349

It can be concluded that 6,084 direct effects > -4,439 indirect effects , so that the consumer satisfaction
variable does not mediate the service quality variable and the marketing mix variable simultaneously
against the consumer loyalty variable.

The results of this study stated that hypothesis six (H6) was rejected .
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Conclusion

Statistical test results using AMOS with the Structural Equation Modeling (SEM) method, the
following data are obtained :

a.  Service quality (physical evidence, empathy, responsiveness, reliability and guarantee) significantly
influence consumer satisfaction,

o

Marketing Mix (product, price, place and promotion) does not significantly influence consumer
satisfaction,

c.  Consumer satisfaction has a significant effect on customer loyalty,
d. Consumer satisfaction does not mediate between the influence of service quality on consumer loyalty,

e.  Consumer satisfaction is able to mediate between the influence of the marketing mix on consumer
loyalty,

f.  Consumer satisfaction does not mediate between the influence of service quality and marketing mix
simultaneously on consumer loyalty.

Suggestions

1. For the Nurb Original Purbalingga Store company

The influence of the strategy regarding the determination of the marketing mix must be further
enhanced, because it is proven that the marketing mix does not significantly influence consumer
satisfaction. Companies must also pay more attention to factors other than service quality and
marketing mix that can cause loyal or unfaithful consumers.

2. For further researchers

a. The area where further research is conducted is expected to be even broader and not just one
research object,

b. The number of research respondents was further increased so that the expected results were
more accurate.

c. Literature review in further research is expected from more updated sources since the holding of
this study and does not take sources for too long.
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