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Abstract. Mix is a fool that can be used to provide sewices fo
consumers. It is very common, making a business to make an effect that
Suils your current needs, so that consumers are happy and comfortable.
Consumer salisfaction is o:.iafa‘he main keys to success. The purpose
of this study was lo design a mix consisting of: product, price, location,
and promotion of consumer satisfaction, boith simulianeously and
privately. The research location in the traditional market town of
Malang, using a quantitative method the_number of samples is 30
people. Multiple linear data analysis achn.-'quex. Data analysis
includes festing fity and reliability. Based on the resulls of the
Seasibility test the independent variables have a significant infTuence on
the variables of product, price, [glfe and promotion, positive
significance lo customer satisfaction. A positive and significant product
mix on customer safisfaction. Positive and significani price mix on
consumer satisfaction. The location mix is positive and significant to
customer satisfaction. Promotion mix is positive and significant io
customer satisfaction. Promotion variables are variables that have a
dominant influence, therefore traditional markeis in Malang have
increased promotion through visual media, both by way of and face-to-
face.
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1. INTRODUCTION

The increasing influence of the times has made every businessman to do research
and development so that he is always on a comfortable path. In addition, business
actors need to create breakthroughs and strategic innovations to continue to increase
revenue. In this case, businesses need to understand the level of customer
satisfaction. To get maximum results, the business actor must provide value for
satisfaction with the products offered at competitive prices andfifhality products.
Along with the increasing number of business actors competing to meet the needs
and desires of consumers, the business players need to pay attention to is how to
create uniqueness in terms of products offered, and can provide satisfaction to
consumers. When customer satisfaction has been fulfilled, there is a continuous and
repeated tragiaction. Consumers feel getting added value from a price that has been
paid. Price is concemed with the price consumers will be willing to pay for need
satisfaction, and the amount the enterprise will be willing to receive to provide the
need satisfactions (George, 2014:91).




Business actors must be able to analyze customer satisfaction, while consumers
determine whether or not the quality of a product. The main thing that must be
prioritized by business actors is customer satisfaction. in order to get the trust of
product quality from consumers. Business actors must know something that is
considered important in product quality, so as to be able to satisfy consumers.

rketing mix in marketing is widely used by businesses as a competitive strategy.
Marketing mix is a series of marketing variables that can be controlled by the
company, which are used to achieve goals in marketing. The research objectives
are to analyze the mfluence of 4 marketing mix: product, price, location, and
promotion on consumer satisfaction, both simultancously and privately. (Amett and
Witman. 2014:328) highlighted that effective promotion is consequently for the
marketing success of product since there is a need to reach consumers.

2. MATERIAL AND METHODS

2.1. Material

Marketing mix or marketing mix is a combination of four variables consisting of:
producagprices. promotional activities, and distribution systems (Dharmmesta,
2007). A marketing stratcgﬂcquircs decisions about the specific customers the
organisation aims to attract. The marketing mix is described as the basic input that
aims to target and develop specific customer segment to appeal to by way of
appropri positioning in a better way (Font & Mc Cabe, 2017:2).

The four elem@ls of the marketing mix are interconnected and influence cach
other, resulting in a marketing policy that leads to effective service and customer
satisfaction. So, the marketing mix has variables that support one another, then the
business actors are combined to get the desired response. The conceptual
framework oahe majority 1s how the relationship between the independent
variables is: product (x)), price (x2), location (x3). and promotion (x4) to the
dependent  variable, namely customer satisfaction (v). According to
(Prihatminingtyas, 2016) traditional markets have great potential to be developed
because of that, we need to rebuild public awareness to shop in traditional markets
in the city of Malang. In traditional markets various products are sold for sale to
consumers. According to (Prihatminingtyas 2016). Market traders are grouped into
3 groups. namely, traders of vegetables, fruits and basic needs, cach group is led by
the head of the group. Furthermore, according to (Prihatminingtyas 2017).
Communication in the traditional market is always coordinating with traditional
market leaders to get an agreement with market management.

2.2 Methods

The location of this research is in the traditional market of Malang City. This study
uses a quantitative approach. The population used is consumers in the traditional
market of Malang. Determination of samples using the Slovin formula obtained a
sample of 30 people. Data obtained from questionnaires, interviews, documentation
and observation. The collected data is calculated using a score. The data that has
been collected is then tested using a measuring instrument of vali§glj and reliability.
According to (Arikunto 2006) validity is a measure that shows a valid instrument
has high \ralidi Conversely, instruments that are less valid means having low
validity. While a reliable instrument is an instrument that when used several times




to measure the same ubject,ill produce the same data (Sugiyono, 2009). The
research variables consisting of independent variables are: product (xi). price (x2).
location (x3), promotion (x4) and dependent variable namely customer satisfaction
(v). The regfgsion equation his study is to find out how much influence the
independent variables are produet (x1), price (x2). location (x3), and promotion (x4).
Regarding consumer satisfaction (y), the formula is as follows:

Y=a+bxX, + baxy + baxy + baxy + €

3. RESULT AND DISCUSSION

Research location in the traditional market of Malang city. In accordance with
the development of the city of Malang 2013-2018 embodies the city of Malang as
a city of quality education, with an increase in economic growth supported by
tourism support sectors, industry, trade and services in order to create a city that is
safe. comfortable, productive and sustainable. The position of the city of Malang is
in the south of the provineial capital of East Java with the following limits:
1.West of Batu city. 2. South of Malang Regency. 3. East of Malang Regency. 4.
North of Malang Regency. The area of Malang is 110.06 km2 which consists of 5
sub-districts, first Kedungkandang sub-district is the most extensive area with an
area of 39.89 km2 with a percentage of the city area of 36.24%. Then the second
largest area is the Lowokwaru condition which 1s 22.6 km2 with a percentage of the
city area of 20.53%. While Klojen sub-district is the smallest district with an arca
of 8.02%. Distribution of respondent characteristics based on age in table 3.1. Age
of respondents between 17 and 27 at this age the workforce is still strong, to
compete in traditional markets.

Table 3.1. Distribution of Charactenistics of Respondents by Age

Respondents Categories i
Charl;: teristics & Total Percentage
17-27 15 50,00
28 -38 [§] 20,00
Ageitear 39-49 4 1333
A 50-60 5 16,67
Elementary school 8 26,67
. Middle school 5 16,67
Educational T

Backgromnd I-Ilglh school 2 6,66
Diploma 14 46,67
Bachelor degree 1 3.33

Source: processed data, 2018

Distribution of respondent characteristics based on education level in table
3.2. Respondents had as 14 Diploma education levels, while 8 elementary school
students showed that to work in traditional markets does not require education.
Even though education is only elementary but has the ability to knowledge, skills,
and have good attitude skills and willing to work hard will eam income.

Product variables on consumer satisfaction are measured by 6 question
items. After testing the validity shows the lowest correlation value of 0.682.




Variable price of the correlation value lowest of 0.7 lim location variable of the
lowest correlation value 1s 0.783. Promotion varnable the lowest correlation value
1s 0.816. Consumer satisfaction 1s the lowest correlation value of 0.824, meaning
that all statement items above 0.203 are eligible and declared valid.

Tabel 3.3 Reliability Test

riable ET;T;:? Cronbach's Alpha | Information
Product (x) 6 0,725 Reliable
Price (x2) 4] 0,847 Reliable
Location (x3) 6 0,931 Reliable
Promotion (x4) 6 0,758 Reliable
Consumer satisfaction (v) 6 0.936 Reliable

Source: SPSS Processed Data, 2018

The reliability test results presented in table 3.3 show that there is no Cronbach
Alpha coefficient that is less than 0.60. So that the instrument is reliable to use.

Table 3.4 Results of Multiple Linear Regression
8] dardized | Standardized | .. - Collineanty

Modsl Coefficients Coefficients ! Sig. Statistics
B Std. Emror Beta Tolerance | VIF
(Constant) 3.821 1.779 2.151 035 i
product 201 095 164 2.162 034 e I'Q_!T

. 483 = 643 | 1.559
price 362 063 5584 002 s

D68 948 | 1053

location 384 037 285 3352 037 679 | 1474
Promotion 036 112 ) 2961 002 ) )

Source: SPSS Processed Data, 2018

The regression equation is as follows:
y = 3.8214+0.201x, + 0.362x, + 0.384x; + 0.036x, + ¢

A constant of 3.821 states that if the independent variable remains the
dependent variable is 3.821. The results of the variable regression x; show that, the
significant product variable on customer satisfaction is 0.201 which means that if
the product vanable experiences a | pomnt increase, while other variables are
considered fixed, the dependent variable will increase by 0.201.

The result of variable regression x, shows that the variable price is
significant to consumer satisfaction of 0.362. This means that if the price variable
increases | point, while other variables are considered fixed. the dependent variable
will increase by (.362.

The result of variable regression x3 shows a significant location variable
on consumer satisfaction of 0.384. This means that if the location variable has a 1
point increase, while other variables are considered fixed. the dependent variable
has an increase of 0.384.

The results of the variable regression x4 indicate that the promotion
variable is significant to customer satisfaction of 0.036. This means that if the
promotion variable increases by 1 point while other variables are considered fixed,
the dependent variable will increase by 0.036
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The F Es[ basically shows whether all independent or independent
variables have a joint influence on dependent or dependent variables. To prove
things. The F test ¢ conducted simultancously. The results of simultancous
regression test or F test can be seen in table 3.5

Table 3.5 Calculated Test Results ANOVAb

Model Bk of [ [ Mean E Sig.
Squares Square
Regression 412.615 4
Residual 318.991 25 123?})34 8.084 | .00la
Total 731.606 29 '

Source: Processed Data, 2018

The results of hypothesis testing indicate that the Feount value is 8.084 = F table is
4.143, with a probability value of 0.001 <u = 0.05, the hypothesis is accepted. so
that the regression model shows that together products, prices. locations and
promotions affect purchasing decisions in traditional markets.

4. CONCLUSION

1. Partially the results of the t test show that the product has a significant positive
effect on customer satisfaction in the traditional market of Malang. Regression
results show that t counts 2.162 = t table 1.985 and the probability value is 0.001
< o= 0.05. This shows that in the traditional market the products offered have
good and fresh quality.

2. Partially the results of the t test that the regression results show that the price has
a significant effect on customer satisfaction in the traditional market of Malang
city, which 1s t count 5.584 > t table of 1.989 and the probability value of 0.018
<o = 0.05. In traditional markets prices are cheaper than modemn markets, so the
price of goods offered can help buyers to decide how to allocate purchasing
power to suit their needs. Since the price variable is a variable that has a
dominant influence, this shows that the better the price strategy offered by
traders will make consumers happier, so they will want to shop at traditional

rkets in the city of Malang,

. Based on the results of the t-test partially that the regression results show the
location variables to significant customer satisfaction, ely t count 3.352 >t
table of 1.985 and the probability value of 0.008 < a = 0.05. These results
indicate that the location has a positive effect on customer satisfaction in the
traditional market of Malang. The results of this studyv also indicate that
consumers are interested in shopping if the destimation for casy shopping is
affordable and strategic location. A place that is casily accessible by means of

ooth transportation provides convenience for buyers to reach the place.

4. Based on_the results of the t-test partially that the regression results show that
promotiqiixffects consumer satisfaction, namely t count 3.352 > t table at 1.985
and the probability value of 0.012 < a = 0.05. These results indicate that
promotion has a significant positive effect on customer satisfaction in the
traditional market of Malang City. Based on the respondent's data the lowest

)




score is found in the promotion variable. Therefore, traditional market managers
need to work together to improve promotion.

5. ACNOWLEDGMENTS

Thanks to the Ministry of Research, Technology, and Higher Education
(Ristekdikti), Tribhuwana Tunggadew: University provides research facilities and
traditional market traders in Malang.

REFERENCES

Amett, DB. & Witmann, C.M. (2014). Improving marketing success: The role of
knowledge exchange between sales and marketing. Journal of Business
Research, 67:324- 331.

Dharmmesta, 2007: Buran pemasaran: produk. struktur harga, kegiatan Promosi
dan sistem distribusi. Surabaya

Font & MecCabe, S. (2017). Sustainability and marketing in tourism: its contexts,
paradoxes, approaches, challenges and potential. Journal of Sustainable
Tourism. 25(7):869-883

George, R. (2014). Marketing for tourism in South Africa. 5 th ed. Cape Town:
Oxford University Press.

Prihatminningtyas, Budi. Lasr1, Novita Dewi, 2016 Pemberdayaan pedagang pasar
Tradisional Bilimbing Berbasis partisipatif dalam perlindungan sosial, Jurnal
Care. Vol. 4, No. 3, Nopember 2016, ISSN 2089-4503 Hal 97-104 .

Prihatminingtyas. Budi 2016 Discourse of Gadang Traditonal Market Sellers of
Business and Management, Vol .8, No. 33, Nopember 2016, ISSN 2222-1905
(Paper) ISSN 2222-2839 (Online), page 1-5.

Prihatminingtyas, Budi 2017 Traditional Maeket Trades and Logal Institutions In
Malang city. European Jurnal of Business and Management. Vol. 9, No. 30,
20117, 15SN 2222-1905 (Paper) ISSN 2222-2839 (Online), page 1-4

Susanto, RY, Prihatminingtyas, B 2015 Business Development of Iwak Peyvek
Business Group. Furopean joumal of business and Managent. ISSN 2222-
1905 (Paper) ISSN 2222-28 (Online) www. liste.

Sugivono. 2009. Metode Penelitian Pendidikan: Pendekatan Kuantitatif, Kualitatif,
dan R&D. Bandung: Alfabeta

Commented [S51]: Pustakanya 50% tulisan sendiri. Mohon
ditambah pustaka Bahasa Inggris 3-5 minimal yang
bereputasi (Scopus misalnya)




Analysis of marketing mix on customer satisfaction in
traditional market

ORIGINALITY REPORT

1 7 % 7 % 8 %

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS

104%

STUDENT PAPERS

PRIMARY SOURCES

.

docplayer.net

Internet Source

3%

E)

Submitted to North West University

Student Paper

3%

e

Submitted to School of Business and

Management ITB
Student Paper

1o

=

Submitted to Coventry University

Student Paper

1o

£l

Submitted to Udayana University

Student Paper

1o

Submitted to UC, Boulder

Student Paper

1o

=0

Muhammad Nusran, Muhammad Basri,
Lamatinulu Ahmad, Andi Yusvan Paris.

1o

"Analysis Of Marketing Mix On The Decision Of
The Purchasing Of Toyota Kijang Innova Car
Using Method Of Structural Equation Modeling



(SEM)", IOP Conference Series: Earth and
Environmental Science, 2018

Publication

Amalia Nuril Hidayati. "PENGARUH
FAKTORMARKETING MIX DAN FAKTOR
SYARIAH TERHADAP KEPUTUSAN MENJADI
NASABAH LEMBAGA KEUANGAN MIKRO
SYARIAH", Perisai : Islamic Banking and
Finance Journal, 2016

Publication

1o

Bailey Ashton Adie, C. Michael Hall, Girish
Prayag. "World Heritage as a placebo brand: a
comparative analysis of three sites and
marketing implications", Journal of Sustainable
Tourism, 2017

Publication

1o

RN
o

dergipark.ulakbim.gov.tr

Internet Source

1o

—_—
—

Submitted to Universitas Kristen Satya Wacana
Student Paper

1o

-
N

Submitted to Napier University

Student Paper

1o

N
w

repository.uinjkt.ac.id

Internet Source

1o

—
o

nrb.org.np

Internet Source

<1%




Submitted to Heriot-Watt Universit

Student Paper y <1 %
www.fupress.net

Internet Source < 1 %
scholarworks.waldenu.edu

Internet Source < 1 %

Maja Seric, Irene Gil-Saura, Purdana Ozreti¢- <1 o
Dosen. "Insights on integrated marketing °
communications: implementation and impact in
hotel companies”, International Journal of
Contemporary Hospitality Management, 2015
Publication
almos.ugm.ac.id

Internet Sour?e < 1 %

Exclude quotes Off Exclude matches Off

Exclude bibliography  On



	Analysis of marketing mix on customer satisfaction in traditional market
	by Budi Prihatminingtyas

	Analysis of marketing mix on customer satisfaction in traditional market
	ORIGINALITY REPORT
	PRIMARY SOURCES


