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Abstract: Consumer satisfaction is one parameter to measure the success of product marketing strategy. High levels of customer 

satisfaction will encourage the emergence of loyalty, which can affect the sustainability of consumers purchasing history. This study 

aims to see the factors that influence the marketing mix (7P) to customer satisfaction and loyalty of PT. Madu Pramuka, one of honey 

producer company with modern beekeeping in Indonesia. Since five years ago, the sales of three superior products have not increased 

as well as the production volume. The study was conducted at the largest outlet of PT. Madu Pramuka whom respondents are former 

consumers and have made purchases at this outlet in the last three months. The data analysis using SEM gives result that physical 

evidence, product and location from the marketing mix influence consumer satisfaction significantly. Consumer also significantly 

influence the formation of consumer loyalty. Based on customer satisfaction index, honey product’s consumers belong to satisfy 

category with value of 72.13% and fall into neutral category on customer loyalty index with value of 40.69%. 
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1. Introduction 
 

Honey is a sweet liquid derived from plant nectar that is 

processed by bees and stored in honeycomb cells. In 

accordance with the character, honey is one of the food 

ingredients of middle and upper class consumers. Honey has 

benefits in various aspects, including in terms of food, health 

and beauty [15]. Honey contains carbohydrates, proteins, 

amino acids, vitamins, minerals, dextrin, plant pigments and 

aromatic components. In addition, honey also contains 

compounds that are active as antibacterial. There are three 

systems that act as antibacterial in honey; osmotic pressure, 

acidity and inhibin. All three factors, either individually or 

jointly, reduce the presence or growth of most contaminant 

microorganisms [13]. 

 

In Indonesia, one of the industries engaged in honey 

production and beekeeping is PT. Madu Pramuka. At the 

beginning, it was an idea coming from the Secretary General 

of the National Scout Movement who wanted to apply 

modern beekeeping activities in Indonesia in 1970. Business 

activities in the company include the sale of a variety of pure 

honey from tree plantations like kapok honey, rubber honey, 

super honey, kelengkeng honey, durian honey, mango honey, 

coffee honey, mahogany honey and others. In addition, PT. 

Madu Pramuka also provides derivative products from honey 

such as bee pollen, royal jelly and bee propolis. There are 

three superior products of PT. Madu Pramuka which are 

concerned in this research, including kapok honey, multiflora 

honey and super honey. Each type of honey has its own 

function and properties. 

 

Kapok honey is produced from honey bees that are grazed in 

the area of a jungle forest. Physically, this honey is light 

brown and clear, sweet taste slightly sour. If it is harvested in 

the summer, the water content is less than the rainy season. 

Based on Table 1, note that production and sales of kapok 

honey declined significantly from 2011 to 2015. Decrease in 

kapok honey production was caused by unfavorable weather 

conditions between 2014-2015. This is the direct cause of the 

decline in sales. But difference between production and sales 

shows that people are actually looking for this kapok honey 

product. 

 

In multiflora honey as delivered in Table 1, the volume of 

production and sales looks stagnant with a slight increase or 

decrease. But not all of the available products can be sold 

out, there is a difference of about 1.000 kg between the 

products available and the products sold. The production 

trend decreased by 17.81% per year, while the sales trend 

decreased to 32.21% per year. This shows the absorption of 

multiflora honey production results to the consumer has not 

been maximized, whereas multiflora honey is also a quality 

honey made from various flower nectar collected by Apis 

mellifera bee naturally. 

 

Table 1: Production and sales volume (in ton) 

Year 
Kapok  Multiflora Super 

Sales Prod. Sales Prod. Sales Prod. 

2011 29.95 30.45 40.99 41.89 39.10 39.76 

2012 28.27 28.75 39.26 40.44 39.75 40.82 

2013 27.35 27.83 39.10 40.64 39.66 40.86 

2014 15.15 15.68 39.87 41.41 39.82 41.56 

2015 7.22 7.87 39.08 40.52 39.32 40.45 

 

Super honey is a mixture of honey bee pollen, royal jelly and 

pure honey, of course with more properties. Based on data 

obtained from PT Madu Pramuka in Table 1, super honey 

production increased between 2011-2014 but decreased in 

2015. It is known that the production trend increased by 

21.43% while honey sales trend only increased by 5.23%. It 

shows that super honey products need more attention in terms 

Paper ID: ART20175276 DOI: 10.21275/ART20175276 1778 



International Journal of Science and Research (IJSR) 
ISSN (Online): 2319-7064 

Index Copernicus Value (2015): 78.96 | Impact Factor (2015): 6.391 

Volume 6 Issue 7, July 2017 

www.ijsr.net 
Licensed Under Creative Commons Attribution CC BY 

of marketing so that it can follow the increase in production 

volume. 

 

All available data indicate that during the last five years 

honey production can compensate for the existing honey 

demand, both from kapok honey, multiflora and super honey. 

However, not all products produced are sold completely. 

According to the Ministry of Forestry in Indonesia [12], 

honey production of farmers in Indonesia only reached 5,000 

tons per year, while the demand of honey reached 15,000 

tons per year. This shows that all honey produced by PT. 

Madu Pramuka could be sold eventually. In addition, the 

selection of honey products is influenced by the origin of 

honey production, followed by organic attributes [4]. This 

makes local honey products more favorable to consumers 

compared to overseas products. The study also shows that 

consumers have a desire to pay more for local honey 

products. There should be an excellent opportunity to 

increase sales in targeting consumers who are still not 

fulfilled. 

 

One way that can be used to target the consumer is to form 

customer satisfaction of the company's products. Consumer 

satisfaction is a very important driver to shape consumer 

loyalty and form success of a business [6], [17]. In addition, 

marketing efforts undertaken by the company should also be 

more concerned. The marketing mix falls into one of the 

most frequently measured parameters when researching what 

factors can improve a particular brand's equity. It also has 

seven dimensions that can affect consumer satisfaction and 

indirectly can generate consumer loyalty. Therefore, an 

analysis about the influence caused by the marketing mix of 

customer satisfaction and loyalty should be made so that 

companies can re-evaluate the company's marketing strategy. 

 

2. Research Objectives 
 

The objectives of the present study include (i) analyzing the 

factors of the marketing mix that affect the consumer 

satisfaction (ii) analyzing the influence of satisfaction on 

consumer loyalty (iii) providing inputs to improve customer 

satisfaction and loyalty to honey products based on customer 

satisfaction index and customer loyalty index. 

 

3. Methods 
 

This study used Structural Equation Modelling (SEM) for 

explanatory purposes and examined the impacts of marketing 

mix on customer satisfaction and loyalty. For further 

analysis, measurement on customer satisfaction index and 

customer loyalty index were also conducted. Marketing mix 

used in this research consists of seven dimension (7Ps), 

product, price, place, promotion, people, process and 

physical evidence. The use of 7Ps marketing mix is due to 

the way the company sell honey products that is not only 

physically tangible goods, but also put forward services. In 

addition, the 7Ps marketing mix is also associated with the 

marketing strategy applied to outlets owned by the company. 

The research model shown in the Figure 1 is proposed to 

predict the relationship of the seven marketing mix 

dimensions (independent variables) that are based on quality-

satisfaction-loyalty model [18]. In the present work, each 

marketing mix dimension was measured by several indicators 

based on the situation on observed location of research as 

shown in Table 2. 

 

 
Figure 1: Research model (SEM) 

 

Table 2: Independent and dependent variables 

Dimension Symbol Indicator 

Product 

(Mowen 

and Minor 

1998) 

X1 Efficacy 

X2 Taste 

X3 Safety 

X4 Viscosity 

X5 Expiration time available 

X6 Packaging 

X7 Brand reputation 

Place X8 Access from residence 

X9 Nearby shopping centre 

Promotion X10 Brochure and paper media 

X11 Website and online media 

Price X12 Price competition 

X13 Price compliance with quality given 

People X14 Salesman’s professionalism in handling 

customer 

X15 Salesman ability to understand customer’s 

needs 

Process X16 Speed of service 

X17 Clear information regarding product 

Physical 

evidence 

X18 Various payment methods 

X19 Adequate parking space 

Customer 

satisfaction 

Y1 Overall satisfaction 

Customer 

loyalty 

Y2 Repurchase 

Y3 Resistance towards other similar product if 

the price is higher 

Y4 Recommendation to other people 

 

3.1 Experimental design 

 

A face-to-face questionnaire survey, divided into three parts, 

was conducted in November 2016-January 2017 among 

consumers of PT. Madu Pramuka. Data were collected in the 

biggest outlet purposively so that the survey could exhibit 

various responds. Respondents were chosen using non-

probability sampling according to several rules. Chosen 

respondents should be buying honey products from PT. 

Madu Pramuka and at least consumed any products from the 

company within three months. It was completed by 126 
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people by using rule of thumb theory which counted by 

variable indicator used in this research. 

 

The first part of questionnaire collected respondents’ 

consumption behavior of honey product. It was decided to 

insert a number of questions about honey, asking the 

frequency and place for the purchase. There were also 

questions about several honey brands to verify their brand 

awareness. 

 

The second part of questionnaire was developed, making 

extensive use of 5 point Likert scales to measure attitudes 

towards 23 different marketing tools covering all the main 

elements of the marketing mix and dependent variables as 

satisfaction and loyalty. Cronbach’s alpha was used to 

determine the extent to which the Likert scales employed 

produced consistent results if measures were taken 

repeatedly. Coefficients over 0.6 are considered acceptable 

[7]. The 23 items measured in this survey had a Cronbach’s 

alpha of 0.743. Whilst the third part collected respondents’ 

socio-economic information. 

 

4. Results 
 

4.1 Respondents’ Profile 

 

Consumers of honey are not concentrated on certain sexes. In 

addition, the majority of consumers are domiciled in regional 

honey outlets. The rest are scattered in the surrounding area. 

Majority occupation (42.1%) are private employees. Average 

monthly income of honey consumers falls between Rp 

4,000,000-Rp 7,000,000 or above that. Table 3 presents the 

descriptive statistics used in the estimation. 

 

Table 3: Respondents based on demographic characteristic 

Demographic 

Characteristic 
Category 

Percentage 

(%) 

Gender Male 50.8 

Female 49.2 

Residence area Same regional as outlet 43.6 

Near outlet’s regional 28.6 

Other area 27.8 

Occupation Academy 7.1 

Housewife 15.1 

Civil servant 11.1 

Private employee 42.1 

Student 4 

Professional 1.6 

Army 0.8 

Entrepreneur 18.3 

Monthly income < Rp 1.000.000 0.8 

Rp 1.000.000 – Rp 4.000.000 19.8 

Rp 4.000.000 – Rp 7.000.000 43.7 

> Rp 7.000.000 35.7 

 

Based on the results of the study, 57% of respondents often 

buy super honey at the outlet, followed by kapok honey and 

multiflora honey. The majority of consumers likes to buy 650 

ml honey products. Purchasing frequency of honey 

consumers is every one month (62%). 

 

 

4.2 Overall Model Fit 

 

In evaluating the structural equation model that has been 

developed, there are several steps that must be passed [8], 

[22]. The first stage is the overall fit of the model (overall 

model fit). Evaluation of the overall fit of the model is done 

as a basic requirement of the suitability of the model with the 

theory developed to analyze customer satisfaction and 

loyalty. However, one disadvantage of the SEM model is that 

the model is sensitive to the number of samples used. Large 

number of samples will tend to produce high chi-square 

values so that the model does not match. Therefore, SEM 

provides some alternative use of other goodness of fit 

indicators. Based on the evaluation that has been done, the 

model built in this study has met the conformity test 

requirements (Table 4). 

 

Table 4: Overall model fit 
Goodness of Fit Cut-off Value Result 

RMR ≤ 0,05 atau ≤ 0,1 0,016 

RMSEA ≤ 0,08 0,073 

GFI ≥ 0,90 0,93 

AGFI ≥ 0,90 0,99 

CFI ≥ 0,90 1,00 

NFI ≥ 0,90 1,00 

RFI ≥ 0,90 1,00 

 

4.3 Factors which Effects Consumer Satisfaction and 

Loyalty 

 

Figure 2 shows the overall SLF value of each variable from 

the SEM. The SLF value is shown in each arrow that exits 

the indicator variable as well as the latent variable to the 

variable symbol and it has value more than 0.5.  

 

 
Figure 2: Standardized loading factor (SLF) value 

 

The value of loading factor is a coefficient that can show how 

much relative contribution of each attribute (indicator 

variable) in forming exogenous latent variable [1], [9], [21]. 

Therefore, if each indicator variables have a SLF value 

greater than 0.5 then it can be said that the variable has a 

significant contribution to the formation of latent variables. 

In addition to testing the SLF values of each variable, the t-

value test is also necessary to assess its validity.  

 

In Figure 3, the t-value of the indicator variable can be seen 

on the arrow leading to the variable symbol. All marketing 
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mix indicator variables have a value of more than 1.96. 

Meanwhile, the t-value cannot be seen in the satisfaction 

variable to the symbol Y1 and the loyalty variable to the 

symbol Y2 because the SEM model always assumes that the 

first indicator variable of each endogenous variable must be 

significant or valid. In the loyalty variable, all other 

indicators indicate that everything is valid. 

 

 
Figure 3: T-value result 

 

More specifically, in Table 5 we can see exogenous latent 

variables of the marketing mix affecting customer 

satisfaction. The value of the construct coefficient on 

promotion and price has a minus sign. It signifies promotion 

and price precisely lead to decreased satisfaction. Although 

when viewed from the large coefficient value of the 

construct, the decrease in satisfaction is not so great. The 

same is also seen from the t-value of the two variables, the 

magnitude 0.28 and 0.58 so it is considered insignificant to 

the formation of consumer satisfaction PT. Madu Pramuka. 

 

Table 5: Exogenous latent variables 

Marketing Mix 

Dimension 

Construct 

Coefficient 

t-value 
Status 

Product 0.19 2.16 Significant 

Place 0.19 2.75 Significant 

Promotion -0.03 0.28 Not significant 

Price -0.06 0.58 Not significant 

People 0.13 0.98 Not significant 

Process 0.08 0.49 Not significant 

Physical evidence 0.25 2.05 Significant 

 

Consumer satisfaction contributes to the formation of 

consumer loyalty. In this study, consumer satisfaction is 

based only on one indicator, that is overall satisfaction (Y1). 

The loading factor value of the indicator variable is 0.98. 

This shows that in general the respondents conducted a 

careful assessment of satisfaction of the overall aspects of 

product sales. Furthermore, based on test results that have 

been done known that customer satisfaction can affect the 

formation of consumer loyalty. It is based on the value of 

endogenous latent variable loading factor of satisfaction 

toward endogenous latent variable of loyalty 0.90. 

 
The value generated by the satisfaction variable on loyalty in 

accordance with some previous research, where customer 

satisfaction has a positive and significant influence on 

customer loyalty [2], [3], [5], [11], [19], [20].  

 

4.4 Customer Satisfaction Index 

 

Customer Satisfaction Index (CSI) became one of the 

methods used to measure the level of customer satisfaction in 

honey products. The consumer satisfaction index is 

calculated on the basis of the weight of each 7P marketing 

mix indicator. Influence value was calculated by multiplying 

loading factor of each indicator with coefficient construct of 

each dimension. The weights are then multiplied by the 

percentage of satisfied answers, where the value refers to the 

top two boxes of agreed answers (score 4) and strongly agree 

(score 5) on the indicators that make up the satisfaction. The 

results of CSI calculations can be clearly seen in Table 6. 

 

Table 6: Customer Satisfaction Index 

Indicator Influence value Weight CSI (%) 
Indicator CSI 

(%) 

X1 0.16 0.07 77.78 5.81 

X2 0.14 0.07 78.57 5.30 

X3 0.17 0.08 84.13 6.97 

X4 0.15 0.07 53.97 3.89 

X5 0.16 0.08 41.27 3.19 

X6 0.17 0.08 30.95 2.48 

X7 0.17 0.08 91.27 7.23 

X8 0.19 0.09 54.76 4.83 

X9 0.18 0.08 63.49 5.31 

X10 -0.03 -0.01 36.51 -0.47 

X11 -0.03 -0.01 10.32 -0.13 

X12 -0.05 -0.02 53.97 -1.18 

X13 -0.06 -0.03 73.02 -1.99 

X14 0.11 0.05 74.60 4.04 

X15 0.13 0.06 69.05 4.21 

X16 0.06 0.03 92.06 2.58 

X17 0.08 0.04 82.54 3.00 

X18 0.24 0.11 86.51 9.94 

X19 0.16 0.07 95.24 7.11 

Total 2.11    

CSI    72.13 

 

 Based on the calculation in Table 6, it is known that the total 

value of consumer satisfaction index of PT. Honey Scout is 

72.13%. When referring to the criteria of customer 

satisfaction, the value belongs to the satisfied category. 

Meanwhile, the value of customer satisfaction can also be 

seen in each indicator variable. In the product dimension, 

consumers feel most satisfied with brand reputation 

indicators (X7), followed by a sense of security in consuming 

products (X3). The smallest value of satisfaction is obtained 

from the packaging (X6), the availability of the expiration 

time(X5) and the viscosity of the product (X4). In place 

dimensions, both indicators (X8 and X9) have yielded almost 

the same value of satisfaction. It is also the same by both 

indicators of the physical evidence (X18 and X19). 

 

4.5 Customer Loyalty Index 

 

The generation of consumer loyalty index uses a method 

similar to customer satisfaction index. The difference in this 

calculation of loyalty index is the use of one endogenous 

latent variable, loyalty. In addition, the calculation of the CSI 

value is also added to the total calculation, then divided into 
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two. The results of calculations from the Customer Loyalty 

Index can be seen in Table 7. 

 

Indicator 
Influence 

value 
Weight CSI (%) 

Indicator 

CSI (%) 

Y2 0.89 0.89 0.34 87.30 

Y3 0.85 0.85 0.32 70.63 

Y4 0.89 0.89 0.34 85.71 

Total  2.63  81.38 

CLI    40.69 

 

Based on Table 7, it is known that the consumer loyalty 

index of PT. Madu Pramuka has the value of 40.69%. This 

value falls into the neutral category, where the consumer 

cannot be considered loyal but also cannot be considered 

disloyal. This shows that it is necessary to increase the effort 

to improve customer satisfaction in order to increase 

consumer loyalty. 

 

4.6 Managerial Implications 

 

The main priority in the analysis of managerial implications 

is the physical evidence. This is because this factor has the 

highest influence among other factors in the marketing mix. 

The indicators used are the availability of various payment 

facilities and adequate parking space. Indonesian's cash 

holdings decreased as non-cash payments increased 

significantly [16]. However, the use of ATMs and debit cards 

in Indonesia is still limited [10]. Therefore, the availability of 

complete payment facilities at outlets provide a significant 

influence on customer satisfaction. In addition, because 

consumers already know that the price of honey products are 

high enough, there is a tendency that they are reluctant to 

carry large amounts of cash. All non-cash payment 

instruments must be checked periodically to ensure the 

smoothness of sales transactions and increase customer 

satisfaction. 

 

Product factors also significantly influence in forming 

customer satisfaction. The product dimension consisting of 

seven indicators [14] shows a large loading factor value. 

Based on the calculation of consumer satisfaction index, the 

dimension of the product that has the lowest value is the 

packaging and the availability of expiration time. Selection of 

packaging with glass material is carried out to withstand the 

gas that can arise from honey products. However, this turned 

out to be the concern of some respondents during the 

interview. Packaging with glass material is considered less 

comfortable to be brought because it could break easily. 

Therefore, the company can test the use of other packaging 

materials that can withstand the gas produced by the product 

but could give ease and convenience when carried. In 

addition, consumers are also aware that no expiration date is 

available on all honey products. Actually this is not 

necessary, given the natural honey does not have a certain 

expiration time as well as other food products. However, 

consumers will feel more secure if the packaging contained 

the date of production, so they are more convinced that the 

honey consumed even though it produces gas is a newly 

produced honey. 

 

Another variable that needs attention in increasing consumer 

satisfaction is the location of the sale. This factor 

significantly affects customer satisfaction and loyalty. The 

outlet in Cibubur, East Jakarta has a strategic location as it is 

close to the residential area. Based on the distribution of 

respondents' residence, 43.6% live in the same region as the 

outlet. Access to the outlet is also easy because it is located 

on the left exit of Cibubur highway exit which many passed 

when returning home from work. Things that can be 

improved in the location factor is the availability of delivery 

systems on the purchase of a certain amount or subscription 

system. Implementation of the delivery system can narrow 

the distance that must be taken by consumers in reaching 

outlets. This can increase consumer satisfaction because the 

product more easily obtained. Subscription system can also 

be done because based on the purchasing frequency, as much 

as 62% of respondents have a frequency of purchases once a 

month. Delivery done every month makes it easier for 

consumers to get honey and also maintain the relationship of 

purchase with consumers. 

 

People is a variable that has no significant effect on customer 

satisfaction and loyalty. Employee professionalism as well as 

the ability of employees to understand the needs of 

consumers are two indicators in the variable of human 

resources. But the variable is not significant in increasing 

consumer satisfaction because consumers buy honey products 

based on the fulfillment of body health. This shows the 

quality of employees as salespeople is not a constraint in the 

activity of buying and selling products of honey at outlets. 

 

Process variables also have no significant effect on customer 

satisfaction and loyalty. Consumers do not really consider the 

speed of service as an important thing. Provision of oral 

product information is also not a major factor in the purchase 

because generally consumers can read product information 

on leaflets or brochures provided at the outlet. In addition, 

the purchase of honey products is generally based on the 

recommendation of others so that they already have a choice 

from the beginning. 

 

Overall, customer satisfaction and loyalty of PT. Madu 

Pramuka is more affected by the condition and location of 

outlets and the quality of the products sold. Indicators in the 

physical infrastructure variables need to be maintained 

because they have been perceived quite well by consumers. 

While location and product variables can still be developed 

applying in the marketing mix in order to increase consumer 

satisfaction and loyalty. 

 

5. Conclusions 
 

Based on the results of the research, it can be concluded that 

factors of the marketing mix which significantly influence 

consumer satisfaction is physical evidence, place and 

product. People and process do not have a significant effect 

on customer satisfaction, even price and promotion have 

negative effect on customer satisfaction. Meanwhile, 

consumer satisfaction has a significant influence in the 

formation of loyalty. Honey customers are considered satisfy 

with the marketing mix strategy applied by the company, but 
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cannot be considered loyal or disloyal as the customer loyalty 

index is only 40.69%. Strategies that can be applied to 

improve customer satisfaction and loyalty can be started by 

always keeping non-cash payment facilities in order to work 

optimally throughout the day. Implementation of delivery 

system to minimize the distance between consumer and outlet 

can also be done to improve consumer satisfaction. The 

managerial implications that can be recommended is also 

through trials of the use of other packaging materials to 

replace glass and add the date of production on the 

packaging. Both of these things can increase consumer 

awareness of the quality of products so as to increase 

customer satisfaction and loyalty. 
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