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ABSTRACT: The purpose of this study was to analyze the effect of the marketing mix, quality of service and 

consumer behavior towards customer satisfaction and loyalty cement. This research was conducted in South 

Sulawesi province with a population of 1,618 people and carried out with the formula slovin 5%, the total 

sample of 323 respondents. The study's hypotheses were tested using a model of Structural Equation Model 

(AMOS ver. 18). The study found that direct marketing mix positive and significant impact on customer 

satisfaction cement; service quality and significant positive effect on customer satisfaction cement; consumer 

behavior and significant positive effect on customer satisfaction. Marketing mix has a positive and significant 

impact on customer loyalty cement; service quality and no significant positive effect on customer loyalty 

cement; consumer behavior and no significant positive effect on customer loyalty cement. Satisfaction has a 

positive and significant effect on customer loyalty cement.  Marketing mix has a negative and significant effect 

on loyalty through customer satisfaction. Service qualities have a negative and insignificant effect on loyalty 

through customer satisfaction. Consumer behaviors have a negative and insignificant effect on loyalty through 

customer satisfaction.   
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I. INTRODUCTION  
The development and progress of a region such as a province has always been characterized by the 

rapid development of infrastructure such as the construction of concrete roads, multi-storey buildings (hotels, 

shopping centers and office buildings), residential and public facilities owned by a province. The constructions 

activities cannot be separated from the use of materials one of which is cement with different types of cement 

brands are available in one province. As in South Sulawesi Province, there are four dominant species marketed, 

among others Tonasa, Bosowa, Indocement and Holcim cement.  

The cement industry is a strategic industry that developed rapidly in the country. In line with the 

improvement in economic growth and welfare of the people, the potential need for cement continues to increase 

between 8-10 percent. A huge market potential and levels of increasingly sharp competition demands the 

precision management company to develop the concept of the marketing mix, quality of service, consumer 

behavior, customer satisfaction and loyalty (Soetjipto, 2013: 1).  The fifth case mentioned above becomes the 

newest thing as a novelty that needs to be examined from the aspect of the phenomenon, reality, data and gaps in 

this regard to observe and be observed in relation to the implementation of the management helm (top leader) 

played in determining the direction the company's policy continues to grow and compete with competitors 

operating in the same field. The company faces competition certainly finds various problems and obstacles that 

must be faced and resolved.  

Problems that became a phenomenon related to the marketing mix, quality of service and consumer 

behavior that directly or indirectly affect customer satisfaction and loyalty. For distributors and sub-distributors 

of cement in South Sulawesi Province in addressing this to resolve conflict issues relating to corporate synergy 

as a distribution channel to improve distribution of cement to the entire region of South Sulawesi, to provide 

reinforcement for implementing the marketing mix, improve service quality and attention consumer behavior to 

achieve customer satisfaction and loyalty in the use of cement products.  

The problem faced by the cement company in South Sulawesi seen from the declining level of customer 

loyalty to each brand of cement due to customer dissatisfaction over the cement used for the application of the 

marketing mix, the quality of services provided and the lack of attention on consumer behavior into problems 
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frequently complained the parties involved in the marketing of cement.  The phenomenon that shows the level 

of customer loyalty decline, this cannot be separated from the reality that is found on the ground that the 

indication of customer loyalty decline due to reduced levels of repeat purchases(repeat purchase)of distributors 

as customers, less recommend to sub-distributors to continue to purchase and often leave negative responses 

cement products are bought, so that there is the tendency for less loyal distributors make purchases that lead to 

decreased customer loyalty.  

Understanding customer loyalty is low, and then it needs to be improved by applying the theory of 

assuming fidelity of Norman (2005: 87) states that customer loyalty is an attitude that please and always use 

your products and services over and over and do not use other services. On this basis, the management of 

marketing in this case the company should be able to consider the orientation of customer loyalty. The next fact 

is found in general the distributors as customers often complain of cement products bought from the cement 

company. Complaints and dissatisfaction is often not getting the channel or container to listen to the voice of the 

customer. The distributors and sub-distributors are also aware that the lack of awareness of the company in the 

management system of complaints and suggestions cause cannot determine the level of customer satisfaction, 

but it rarely did a survey on customer satisfaction in fact, the company has limited to ghost shopping for the 

detection sensitivity of the products used customer. And the management company also rarely makes contact 

with old customers or distributors as a form of attention. As a result of the lack of consideration and attention to 

the many distributors as customers are less satisfied.  

Upon consideration of customer dissatisfaction, then the cement company should consider the theory of 

satisfaction assessment (Kotler, 2013: 17) that customer satisfaction can be known through the system of 

complaints and suggestions, satisfaction surveys, activities ghost shopping Contact and old customers. This into 

consideration to assess customer satisfaction with the products and services offered by the company. The 

following data is showing always been a problem in the last five years in marketing activities of cement, 

showing a decrease in the level of purchasing cement from the distributor caused many stocks cement provided 

have not been channeled to the developer, projects and communities in need of cement which makes the 

satisfaction and loyalty of distributors as customers also declined. More specifically data from Cement 

Distributors Association of South Sulawesi province: 

 

Table 1 Percentage Rate Cement Purchase of Distributors in South Sulawesi 

Year 
Percentage of Purchase level (%) 

Satisfaction Loyalty 
Tonasa Bosowa Indocement Holcim 

2011 60.7 74.6 55.8 54.9 65.8 60.8 

2012 72.9 68.4 52.7 53.7 63.4 59.7 

2013 65.7 63.7 61.2 52.8 68.5 57.3 

2014 63.8 67.2 58.4 55.4 64.7 56.8 

2015 62.9 63.8 55.6 53.8 52.9 55.4 

Source: Association of Cement Distributors in South Sulawesi Province (2016) 

 
According to the table above, are known to Tonasa cement purchase rate within five years of the tendency of 

decreasing trend purchase rate of 72.9% to 62.9%, Bosowa cement shows the percentage of the purchase rate downward 

trend that is 74.6% to 63.8%. Indocement also shows the percentage of the purchase rate trend decreased from 61.2% to 

55.6%, and the Holcim cement a downward trend from 55.4% to 53.8%. Consequently have an impact on satisfaction and 

loyalty of distributors as customers in the last five years decreased. Visible customer satisfaction showed a downward trend 

from the year 2011 of 63.4% through 2015 amounted to 52.9%, except in 2013 increased by 68.5%. While customer loyalty 

shows the percentage decline began in 2011 amounted to 60.8% till 2015 to 55.4%. The occurrence of the downward trend 

in the level of customer satisfaction and loyalty in this case the distributor, because the application of the marketing mix is 

not maximized, the quality of service that has not been aligned to the customers and the low level of attention of the 

consumer behavior that need policy stability of the market. This is the beginning of a phenomenon that needs to be observed 

and observable, so it becomes important input for the cement company to make a breakthrough marketing policies.  

Past studies that analyze customer satisfaction and loyalty, providing evidence that the satisfaction positive and 

significant impact on customer loyalty (Marshall, 2011); satisfaction and significant negative effect on customer loyalty 

(Rahim Mosahab, 2010); satisfaction has a positive and significant effect on loyalty (Mohammad, 2015); satisfaction has a 

positive and significant effect on loyalty (Ishaq et al., 2016); satisfaction has a positive and significant effect on loyalty 

(Hayan and Samaan, 2015; Basir, 2016).  Low satisfaction and customer loyalty perceived by the company, based on the 

consideration of the field of study of human resources stated that the effect of the marketing mix, quality of service and 

consumer behavior into problems or obstacles often complained of by the distributor as cement customers. The fact that is 

often found and perceived by the customer distributor of cement is the problem of the marketing mix, in which the cement 

company was unable to provide sufficient stock of cement products, cement is often depleted in the market, and this fueled a 

steady increase in prices could rise at any time in the quarter, rarely do the promotion of innovative, so the brand image 
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caused less memorable, and distribution of cement is uneven among distributors and sub-distributors, thereby providing the 

opportunity to speculation that impact satisfaction and customer satisfaction.  

Based on data from the company it is important to apply the marketing mix can be done by using the concept of 

4Ps, namely product, price, promotion and place. This concept becomes important to be applied to realize the satisfaction 

and loyalty of customers to buy the products offered (Kotler, 2008: 211).  The practice of the relevance of the marketing mix 

to customer satisfaction and customer loyalty, shown in a study conducted Marshal (2011) that the marketing mix and no 

significant negative effect on customer satisfaction and loyalty; marketing mix of positive and significant impact on 

customer satisfaction and loyalty (Mohammad, 2015); marketing mix of positive and significant impact on loyalty (BK 

Suthar, 2014).   

Services quality provided by the company to customers showed a gap, that the company in providing the service 

has a low responsiveness to the demands and desires of customers in product purchasing activities. The cement company 

showed its reliability in providing services major and superior, low caring attitude to provide services quickly and 

accurately, the lack of physical evidence of the means in making a purchase, so customers usually provide transport to take a 

cement factory, and the company does not provide a guarantee certainty of service time and guarantee compensation for 

damage to the product received by customers. This indicates that the quality of services provided by the company were 

lower results in low customer satisfaction and loyalty, for it required the creation of high quality service so that customers 

have a high loyalty and for it to be done through the implementation of SERVQUAL to realize a high service quality through 

responsiveness, reliability, empathy, tangible and Assurances that if implemented properly will give you satisfaction and 

customer loyalty is high (Parasuraman, 2004: 96).  

The effect of service quality on customer satisfaction and customer loyalty demonstrated in studies conducted 

Marshal (2011) that the service quality have a negative and no significant effect on customer satisfaction and loyalty; 

services quality has a positive and  significant effect on satisfaction and customer loyalty (Jirawat, 2009); services quality 

has a positive and  significant effect on satisfaction and loyalty (Rahim, 2010); there is a weak correlation between the 

implementation of service quality on satisfaction (Niveen, 2013); service quality has a negative and no significant effect on 

satisfaction and loyalty (Sabbir, 2012); service quality has a positive and significant effect on customer satisfaction (Krishna, 

2010).  

Antecedents of other variables in the analysis of customer satisfaction and loyalty, that customer as consumers 

behave in making purchasing decisions based on environmental needs, in which the company does not consider and pay 

attention to aspects of the segment, the economic conditions and the environmental situation in the offering of products to 

customers, the company did not address the purchase decision desired by the customer according to the information and 

evaluation of the product to be purchased, the company pays little attention to feedback in making a purchase is made the 

customer and the companies often do not give a response to the reaction product purchases were deemed too high or 

expensive. The low attention to consumer behavior makes cement customers often feel dissatisfied and disloyal be on the 

company's products are offered.  

Consumer behavior in purchasing the product is an important part in the marketing, Kotler (2008: 95) explains that 

consumer behavior is important in describing how individual consumers make informed decisions to purchase products. 

Includes consumer behavior, purchasing decisions, feedback and response, which determines satisfaction and customer 

loyalty. Empirical evidence shows that consumer behavior has a positive and significant on satisfaction and customer loyalty 

(Jirawat, 2009); consumer behavior have a negative and no significant effect on satisfaction and loyalty (Sabbir, 2012); 

consumer behavior has a  positive and significant on satisfaction (Krishna, 2010); consumer behavior has a positive and 

significant on loyalty (BK Suthar, 2014). The difference of this study with previous studies lies in the phenomenon that is 

disclosed, the fact that the case that variables in analysts showed decreased so that there is a conflict between the theory and 

the support from previous research.  

 
II. LITERATURE REVIEW 

2.1 Marketing Mix   

The marketing mix used in this study to develop the concept of the marketing mix, marketing the right 

product that can be done by applying the concept of 4Ps, namely product, price, promotion and place. This 

concept becomes important to be applied to realize the satisfaction and loyalty of customers to buy the products 

offered (Kotler, 2008: 211). The empirical evidence shows that the marketing mix have a negative and no 

significant effect on satisfaction and customer loyalty (Marshall, 2011). Marketing mix has a positive and 

significant on satisfaction and customer loyalty (Mohammad, 2015). Marketing mix has a positive and 

significant effect on loyalty (BK Suthar, 2014), thus proposed the following hypotheses: 

H1a Marketing mix has a positive and significant effect on customer satisfaction. 

H1b Marketing mix has a positive a positive and significant effect on customer loyalty. 

 

2.2 Service quality  

Service quality used in the study refers to the dimensions of service quality theory, that there are five 

dimensions to realize the quality of service. The dimensions are responsiveness, reliability, empathy, tangible 

and assurance. The fourth dimension of service quality when applied properly will provide increased customer 

satisfaction and loyalty (Parasuraman, 2004: 96). Empirical evidence shows that the quality of services and no 

significant negative effect on customer satisfaction and loyalty (Marshall, 2011). Service quality is positive and 

significant effect on satisfaction and customer loyalty (Jirawat, 2009). Service quality is a positive and 

significant effect on satisfaction and customer loyalty (Rahim, 2010). There is a weak correlation between the 
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implementation of service quality on satisfaction (Niveen, 2013). Service quality is negative and no significant 

effect on satisfaction and loyalty (Sabbir, 2012). Service quality has a positive and significant on satisfaction 

(Krishna, 2010), thus proposed the following hypotheses:   

H2a Service quality has a positive and significant effect on customer satisfaction.  

H2b Service quality has a positive and significant effect on customer loyalty. 

 

2.3 Consumer Behavior  

The measurement of consumer behavioral variables in this study refers to the theoretical model of 

consumer behavior, that consumer behavior is important in describing how individual consumers make 

informed decisions to purchase products. The empirical evidence shows that consumer behavior has a positive 

and significant effect on satisfaction and customer loyalty (Jirawat, 2009). Consumer behavior has a negative 

and insignificant effect on satisfaction and loyalty (Sabbir, 2012). Consumer behavior has positive and 

significant effect on satisfaction (Krishna, 2010). Consumer behavior has a positive and significant effect on 

loyalty (BK Suthar, 2014), thus proposed the following hypotheses:   

H3a Consumer behavior has a positive and significant effect on customer satisfaction. 

H3b Consumer behavior has a positive and significant effect on customer loyalty. 

 

2.4 Customer Satisfaction   

Measurement of customer satisfaction variable refers to the assessment of customer satisfaction, 

customer satisfaction can be known through the system of complaints and suggestions, satisfaction surveys, 

activities ghost shopping Contact and old customers (Kotler, 2013: 17). Past studies showing that the 

satisfaction is directly positive and significant on loyalty (Hayan and Samaan, 2015; Basir, 2016), so the 

proposed hypothesis is as follows: 

H3 Satisfaction has a positive and significant effect on customer loyalty 

 

2.5 Customer Loyalty 

Customer loyalty is built based on the assumption of loyalty, that assess customer loyal or disloyal 

views of allegiance to buy back on a regular basis, always recommend the experience to others reference for 

services received and showed a positive response to the services offered (Norman, 2005: 36). Empirical 

evidence shows that satisfaction has a positive and significant on customer loyalty (Marshall, 2011). Satisfaction 

has a negative and significant effect on customer loyalty (Rahim Mosahab, 2010). Satisfaction has a positive 

and significant effect on loyalty (Ishaq et al., 2016), thus proposed the following hypotheses: 

H4a Marketing mix has a positive and significant effect on loyalty as a mediated customer satisfaction. 

H4b Services quality has a positive and significant effect on loyalty as a mediated customer satisfaction. 

H4c Consumer behavior has a positive and significant effect on loyalty as a mediated customer satisfaction. 

III. METHOD   
This study is an exploratory study that seeks to find relationships that are relatively new and 

explanatory research that is done by way of explaining the symptoms caused by an object of research. There are 

1,689 customers as the population in this study. Furthermore, the selected sample size determination using the 

formula Slovin. So the sample in this study was 323 customers.  Data analysis techniques used in explaining the 

phenomenon in this study is a descriptive statistical analysis techniques and analysis of Structural Equation 

Modeling (SEM). 

 
IV. DISCUSSION AND ANALYSIS   

 Based on the method of determining the value in the model, the first model testing variables are 

grouped into exogenous variables and endogenous variables. Exogenous variables are a variable whose value is 

determined outside the model. While endogenous variable is a variable whose value is determined by an 

equation or model-established relationships. Included in the group of exogenous variables is the measurement of 

the marketing mix, quality of service and consumer behavior, while those classified as an endogenous variable 

is customer satisfaction and loyalty.  The evaluation results indicate the model for the early stages of a model 

that is still simple, yet indicators showing the relationship of each variable and produced eight criteria of 

goodness of fit indices were marginally. The results of the evaluation model of early stage shows of the eight 

criteria of goodness of fit indices with cut-off values generated is still marginal, the modification of advanced 

model, in order to obtain images the relationship between variables, indicator variables, indicators with 

indicators and error item of each indicator,   Model SEM final stage shows the relationship indicators of each 

variable and produced eight criteria of goodness of fit indices were seen already met the appropriate criteria for 

a cut-off value, so that the model can be said to have been in accordance with the criteria of goodness of fit 

indices  to meet test assumptions structural equation modeling. Model testing results are presented in Table 2 

following the criteria presented models as well as critical values that have compatibility data.    
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Table 2 Evaluation criteria of Goodness of Fit Indices Overall Model 
Goodness of  fit 

index 
Cut-off Value Early Stage Annotation Final Stage Annotation 

Chi Square small 752.601 Marginal 180.699 Good 

Probability ≥ 0.05 0.000 Marginal 0.070 Good 

CMIN/DF ≤ 2.00 3.782 Marginal 1.173 Good 

RMSEA ≤ 0.08 0.087 Marginal 0.022 Good 

GFI ≥ 0.90 0.839 Marginal 0.957 Good 

AGFI ≥ 0.90 0.796 Marginal 0.929 Good 

TLI ≥ 0.94 0.624 Marginal 0.977 Good 

CFI ≥ 0.94 0.676 Marginal 0.984 Good 

Source: Arbuckle (1997); Hair (2006) 

 

The evaluation results indicate the model for the early stages of the eight criteria of goodness of fit 

indices none meet the criteria for a cut-off value, which be modified according to the instructions of the model 

modification indices, as previously described. After the modification of the model, then the final stage shows 

throughout the criterion of goodness of fit indices have met the criteria or according to criteria of the cut-off 

value, so that the model can be said to have been in accordance with the criteria of goodness of fit indices  for 

analysis.  Based on the empirical model proposed in this study can be tested against the hypothesis put forward 

by testing the path coefficients in structural equation modeling. Table 2 is testing the hypothesis by looking at 

the p-value, if the p-value = < 0, 05 then the relationship between variables is significant. It also describes the 

direct effect its means that there are positive directly affect between the variables, the indirect effect means that 

there are positive indirectly effect between variables and the total effect is the accumulation of direct and 

indirectly affect.  

Based on Table 3, hypothesis testing to see the direct effect, the obtained results show that marketing 

mix directly has a positive and significant on customer satisfaction, marketing mix has a positive and significant 

on customer loyalty, and marketing mix has a negative and significant on customer satisfaction and customer 

loyalty.  Table 3 also shows results show that service quality is directly positive and significant on customer 

satisfaction, service quality has a positive and insignificant effect on customer loyalty, and service quality 

indirectly have a negative and insignificant effect on customer satisfaction and customer loyalty. From the 

whole of the model, there are four path provide a direct positive and significant effect, one-path has a negative 

and significant direct effect. The test results are presented in the following table:   

 

Table 3 Hypothesis testing of direct effect 

Hypothesis 

number 
Exogenous variables Endogenous variables 

Standardized 

Direct effect Total effect C.R p-value Annotation 

1. Marketing mix (X1) 
Customer satisfaction 

(Y) 
0.218 0.218 2.015 0.044 (+) significant 

2. Service quality (X2) 
Customer satisfaction 

(Y) 
0.312 0.312 2.096 0.036 (+) significant 

3. Consumer behavior (X3) 
Customer satisfaction 

(Y) 
0.214 0.214 1.973 0.048 (+) significant 

4. Marketing mix (X1) Customer loyalty (Z) 0.908 0.908 4.173 0.000 (+) significant 

5. Service quality (X2) Customer loyalty (Z) 0.107 0.107 0.362 0.717 (+) insignificant 

6. Consumer behavior (X3) Customer loyalty (Z) 0.063 0.063 0.363 0.717 (+) insignificant 

7. 
Customer satisfaction 

(Y) 
Customer loyalty (Z) 0.449 0.449 2.775 0.006 (+) significant 

Source: data processing (2017) 

The interpretation of Table 3 for the direct effect can be explained as follows: (H1) marketing mix 

direct positive effect for 0,218 and p-value = 0,044 significantly on customer satisfaction; (H2) service quality 

directly positive effect for 0,312 and p-value = 0,036 significantly on customer satisfaction; (H3) consumer 

behavior directly positive effect for 0,214 and p-value = 0,048 significantly on customer satisfaction; (H4) 

marketing mix directly affect positive and significant at 0.908 and p-value = 0.000 on customer loyalty; (H5) 

service quality directly positive effect for 0,107 and p-value = 0,717 are not significant on f customer loyalty; 

(H6) consumer behavior directly positive effect for 0,063 and p-value = 0,717 are not significant on customer 

loyalty; and (H7) customer satisfaction is directly positive effect for 0,449 and p-value = 0,006 significantly  on 

customer loyalty. For the results of hypothesis testing indirect effect can be demonstrated in the following table:  
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Table 4 Hypothesis testing of indirect effect 

Hypothesis 

number 
Exogenous variables 

Intervening 

variables 
Endogenous variables 

Standardized 

Indirect 

Effect 
p-value Annotation 

8. Marketing mix (X1) 
Customer 

satisfaction (Y) 
Customer loyalty (Z) -0,098 0,000 (-) significant 

9. Service quality (X2) 
Customer 

satisfaction (Y) 
Customer loyalty (Z) -0,140 0,717 (-) insignificant 

10. 
Consumer behavior 

(X3) 

Customer 

satisfaction (Y) 
Customer loyalty (Z) -0,096 0,717 (-) insignificant 

Source: data processing (2017) 

 

From the whole of the model there is one lane indirect effect negative and significant, two-path direct 

positive influence and insignificant, as well as two path indirect effect is negative and significant. The 

interpretation of Table 4 for the indirect effect can be explained as follows: (H8) marketing mix indirectly 

through customer satisfaction the negative and significant effect on at -0098 and p-value =0,000 on customer 

loyalty; (H9) service quality indirectly through of customer satisfaction the negative and insignificant effect at -

0140 and p-value = 0,717 on customer loyalty; and (H10) consumer behavior indirectly through the negative 

effect of customer satisfaction at -0,096 and p-value =0,717  were not significant  on customer loyalty. 

 
V. CONCLUSION   

Based on the research that has been described, it is concluded: (1) marketing mix has a positive and 

significant on customer satisfaction; (2) service quality has a positive significant effect on customer satisfaction; 

(3) consumer behavior has a positive and significant effect on customer satisfaction; (4) marketing mix has a 

positive and significant effect on customer loyalty; (5) service quality have a positive and insignificant effect on 

customer loyalty; (6) consumer behavior has a positive and insignificant effect on customer loyalty; (7) 

Customer satisfaction has a positive and significant effect on customer loyalty; (8) marketing mix indirectly 

negative and  significant effect on loyalty through customer satisfaction; (9) service quality indirectly negative 

and insignificant effect on loyalty through customer satisfaction cement; and (10) consumer behavior indirectly 

negative and insignificant effect on loyalty through customer satisfaction. 
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