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ABSTRAK

Persaingan industri smartphone mendorong optimalisasi marketing mix
(7P) untuk meningkatkan kepuasan dan loyalitas pelanggan. Penelitian ini menguji
pengaruh tersebut melalui kepuasan sebagai variabel mediasi dengan metode SEM-
PLS menggunakan SmartPLS 3 pada pelanggan Retailer Realme Mini Store Apollo
WTC Surabaya. Data dikumpulkan melalui kuesioner skala Likert berbasis Google
Form. Hasil pengujian hipotesis menunjukkan bahwa variabel product (p-value
0,004), price (p-value 0,012), people (p-value 0,000), process (p-value 0,046), dan
physical evidence (p-value 0,007) berpengaruh signifikan terhadap kepuasan
pelanggan, sedangkan place (p-value 0,557) dan promotion (p-value 0,780) tidak
berpengaruh signifikan. Terhadap loyalitas pelanggan, hanya product (p-value
0,021), place (p-value 0,042), promotion (p-value 0,001), dan kepuasan pelanggan
(p-value 0,000) yang berpengaruh signifikan, sementara variabel lainnya tidak
signifikan. Analisis specific indirect effect menunjukkan bahwa pengaruh tidak
langsung yang signifikan terjadi pada product (p-value 0,014), price (p-value
0,025), people (p-value 0,019), dan physical evidence (p-value 0,021), sedangkan
place (p-value 0,593), promotion (p-value 0,795), dan process (p-value 0,082) tidak
signifikan. Nilai R-square menunjukkan bahwa model mampu menjelaskan 93,8%

variasi kepuasan pelanggan dan 91,0% variasi loyalitas pelanggan.

Kata Kunci: Bauran Pemasaran (7P), Kepuasan Pelanggan, Loyalitas Pelanggan,

PLS-SEM.
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ABSTRACT

Competition in the smartphone industry drives the optimization of the
marketing mix (7Ps) to enhance customer satisfaction and loyalty. This study
examines these effects through satisfaction as a mediating variable using the SEM-
PLS method with SmartPLS 3 among customers of the Realme Mini Store at Apollo
WTC in Surabaya. Data were collected via a Likert-scale questionnaire using
Google Forms. Hypothesis testing results indicate that the variables product (p-
value 0.004), price (p-value 0.012), people (p-value 0.000), process (p-value
0.046), and physical evidence (p-value 0.007) have a significant effect on customer
satisfaction, while place (p-value 0.557) and promotion (p-value 0.780) do not have
a significant effect. Regarding customer loyalty, only product (p-value 0.021), place
(p-value 0.042), promotion (p-value 0.001), and customer satisfaction (p-value
0.000) had a significant effect, while the other variables were not significant.
Analysis of specific indirect effects indicates that significant indirect effects occur
for product (p-value 0.014), price (p-value 0.025), people (p-value 0.019), and
physical evidence (p-value 0.021), whereas place (p-value 0.593), promotion (p-
value 0.795), and process (p-value 0.082) were not significant. The R-square value
indicates that the model explains 93.8% of the variation in customer satisfaction

and 91.0% of the variation in customer loyalty.

Keywords: Customer Loyalty, Customer Satisfaction, Marketing Mix (7P), PLS-
SEM.



