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Abstract

In order tor the company to be optimal in marketing its products on the market, it 
needs a set o f marketing equipment in the form o f a marketing mix, Kthe concept of 
marketing mix in the form o f product, price, and distribution as well as pmmotion; is a 
variable used by entrepreneurs so that consumer satisfaction is met and the needs and 
desires o f consumers are served. (Swastha, 2005). Lingga Mas wants existing customers 
to be maintained, the marketing mix concept needs to be maximized. The research aims 
to .iruK/.eiiii'lLicnoj of marketing mis ¡elemec i with '. il i'LieLinii.A 'ample m' 15 people 
using a population technique or saturated sampling. The research instrument was a 
q u estio n s®  with a Likert scale measurement. Data were analyzed by multiple 
regression.There is a significant effect between Marketing Mix and Customer Satisfaction 
with Mineral Water Osmo Proboiinggo because F count 14,068 > 2.61 (table), and sig. 
o.i'im < 1' 6'. Tile etVeel of product '.villi 'uli 'iuclioii o 1 2.25 I > 2.021 il-lahlci and 'ip
i' o.i !.io a i' mean i up in . llie c 6 el of
price and satisfaction is obtained (count 4.840 > 2.021 (ttable) with sig. o f 0.000 <0.05, it 
can be concluded that there is a significant/significant effect. Distribution with 
satisfaction has a significant/convincing effect because t-count is 2.121 > 2.021 with sig. 
0.040 < 0.05. The promotion variable with customer satisfaction has no significant effect 
because tcount < ttable is 1.023 < 2.021 sig. 0.312 > 0.05. The price variable has the 
largest Beta Coefficients value, which is 0.

Keywords:Product, Price. Distribution, Promotion and Customer SatisfactionAbstract
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necessary to determine marketing equipment in the form of a marketing mix. The concept 
of the marketing mix in the form of product, ¡trice, and distribution as well as promotion; 
is a variable used by entrepreneurs so that consumer satisfaction is met and the needs 
and desires of consumers are served. (Private, 2005). Lingga Mas wants existing 
5 ' s i e l l i C C s  :'<• h r  l i u i ! / : ! u ! l : a i .  T i : C  C f t : c q ‘ ! i - f  t h e  l l h a h c : ! i : C  l ie . ' ,  n e e d ' s  :'<• h e  n n i . \ ! ) l i i^ . e d ' .  
This study aims to analyze the effect of the marketing mix (elements) onittstom er 
satisfaction. A sample of 45 people using a population technique or saturated sampling. 
The research instrument is a questionnaire with a Likert scale measurement. Data were
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analyzed by multiple regression. Between Marketing Mix and Mineral Water Customers 
of Osmo Probolinggo there is a significant influence because F count ¡4,068 > 2.61 
(table), while sig. 0.000 < 0.05. The effect of product with satisfaction is I-count 2.254 > 
2.021 (t-table) and sig o f 0.030 < 0.05 (standard), of 0.000 <0.05, it can be said that 
there is a significant/significant effect. Distribution with satisfaction has a 
significantfconvincing effect because t-count is 2.121 > 2.021 with sig. 0.040 < 0.05. The 
promotion variable with customer satisfaction has no significant effect because tcount < 
liable is 1.023 < 2.021 sig. 0.312 > 0.05. The price variable has the largest Beta
C i ' i / ï / e / i ! : !  <■ 18 : : e  i •/.■¡■j i •: i V /> t i e  V a r i a i ' !  C i b a i  : i : i '  e r e , a r a

influence on satisfaction.

K eyw ords: Product, Price, Distribution, Promotion, and Customer Satisfaction

PRELIMINARY
Business competition in the global era in achieving customer satisfaction is very 
tight, thus requiring companies to be able to analyze existing conditions, so that 
companies can compete. Optimizing the company in its marketing requires 
marketing tools in the form of: (1) price, (2) product, (3) distribution and (4) 
promotion (marketing mix concept). Marketing is not just delivering the product, 
but how the product is able to satisfy customers. The target of the marketing mix 
is customer interest in value, price, distribution, product, and promotion, as well 
as maintaining customer satisfaction. The company uses kthe concept of 
marketing (product, price, distribution and promotion) as a variable to fulfill and 
serve the needs and desires of consumers to be satisfied, and decide to buy 
products (Swastha, 2005). SaleBottled Osmo Mineral Water fluctuates up and 
down, m) :i more in depth >Ui 5 i-. needed. Notieel nder the-.e condition'.,  the
author wants to examine the influence of the marketing mix on satisfaction. 
Research to analyze the influence of the Marketing Mix on Customer Satisfaction. 
There are 3 hypotheses to be tested, namely: 1) there is an influence between the 
marketing mix and Air Minur Osmo customer satisfaction, 2) there is an influence 
between product, price, distribution and promotion with Air Minur Osmo 
customer satisfaction, and 3) the price variable that has the strongest influence 
towards customer satisfaction of Air Minur Osmo.
The marketing mix is a tool for the company to achieve its marketing 
objectivescharacteristics of the customer (Kotler, 2007), (Tjiptono, 2006). 
Consumer satisfaction is the result of buyers feeling the performance of a 
company is in accordance with what is expected (Kotler, 2007). The marketing 
mix is the element that the company controls to satisfy 
customer (Zeitaml and Bitner, 2003)

RESEARCH METHODS
This study belongs to the associative causality type, because it aims to 

analyze the causal relationship of two or more variables (Sujarweni, 2018). 
Numerical data will be analyzed with statistics (Sugiyono, 2017). AsThe 
population is Osmo Bottled Drinking Water customers at agents and retailers in



Maron District. Sample using Techniquesaturated sampling based on data from 
each agent and retailer of Osmo Mineral Water in Maron District.

Primary data from Osmo Mineral Water Customers were obtained through 
questionnaires, and secondary data through interviews and documents. Data can 
be analyzed if it meets the requirements of the validity, reliability, and classical 
assumptions. Analysis of the influence betweenvariables using multiple regression 
with the following formula:

Y -  a + pxXx + p2X2 + P iX 3 + P X̂q + e
Information:
Y = Satisfaction Variable
□ = Constant
¡0 2 3 4 = Rcy iL '^ ion  t'oclTiciL'iit Xa luc 

XI = product variable
X2 = price variable
X3 = V ariable distribution
X4 = Promotion variable
e = Error term

2 o L ' l lk 'kn t  o f  D e te rm ina t ion  A n a ly s is  U<2 is |
Analysis of the magnitude of the influence of the independent variable with the 
Coefficient of Determination (R2) and the results are between zero and one value.

Hypothesis testing
1. Testing the effect of product, price, distribution and promotion 

simultaneously on satisfaction using the F test.
2. Testing the effect of product, price, distribution and promotion partially on 

satisfaction using t test.
3. The dominant influence of the variable is by looking at the Standardized 

Coefficients Beta value.

RESEARCH RESULT 
Validity and Reliability Test

The r-count value of the validity test results is greater than the r-table value 
with df = n-2 (45) ts 5 %  of 0.2940, so that it can be concluded that all statements 
are valid .The Croncbach Alpha value from the reliability test results ranged from
0.641 to 0.802, exceeding the standard value of 0.60 because all variables were 
declared reliable.



Classic assumption test 
1. Normality test

Table 1
Normality Test Results

Ono -Sample Kolniogorov Smirnov Tost

Normal Paramolarï '̂ 

Moat 1= «Irwina  DifTorari
Std. Down 
Al>solutta 
Poslttvo

OOOOOOÛ

f>. CaicoislHd fror« data,
«=. Lima Tors Slgnlilcanca Corractlon.
d. This Ic a lower bound of the true signltlcan

Source: Primary data processed. 2021
iT|

Asymp.Sig value, on the Kolmogorov Smirnov test, 0.200 is greater 
than 0.05 so that it can be stated that the data is normally distributed.

2. Multicollinearity Test

Table 2
Multicollinearity Test Results

C o e f f i c ie n t s 3

M od el
U  n s  la n d a  rd I ze d  C o e f f ic ie n ts

S ta n d a rd iz e d
C o e f f ic ie n ts

t S ig
C o llln e a r lty  S ta t is t ic s

B S id .  E rro r B e ta T o le r a n c e V IF
( C o n s ta n t) 1 0 .7 1 8 4 .0 2 3 2 .6 6 4 .011
P ro d u k  (X 1 ) .2 0 9 .0 9 3 ,2 3 9 2 ,2 5 4 ,0 3 0 ,9 2 2 1 ,0 8 5
H a r g a  (X2) .4 8 8 ,101 ,5 5 8 4 ,6 4 0 ,0 0 0 ,781 1 ,281
D is t r ib u s i  (X 3 ) - .1 9 2 ,091 -.2 1 9 -2 ,1 2 1 ,0 4 0 ,9 7 7 1 ,0 2 3
P r o m o s i  (X 4 ) .0 9 3 ,091 ,1 1 3 1 ,0 2 3 ,3 1 2 ,8 5 2 1 ,1 7 4

a . D e p e n d e n t  V a r ia b le :  K e p u a s a n  P e la n g g a n  (V)

Source: Primary data processed , 2021

The value of V1F multicollinearity test results of the four 
independent variables is between 1 to 10, namely product 1.085, price 
1.281, distribution 1.023 and promotion 1.174. So between independent 
variables, free from multicollinearity.

3. Autocorrelation Test
Table 3

Autocorrelation Test Results 
Model Summ ary15

Model R R Square
Adjusted R 

Square
Std Error of 
the Estimate

Durbin-
Watson

1 ,765a ,585 ,543 1,614 1,782
a. Predictors: (Constant), Promosi (X4), Produk (X1), Distribusi (X3), Harga (X2)
b. Dependent Variable: Kepuasan Pelanggan (Y)

Source: Data processing results. 20 2 1



The autocorrelation test of Durbin Watson’s value of 1.782 this 
number is between minus (-)2 and plus (+) 2, so it is concluded that there 
is no autocorrelation.

4. Heteroscedasticity Test
ScattorplDt

Figure 1 Heteroscedasticity T est Results 
Source : Primary data processed, 2021

The scatterplot pattern of the heteroscedasticity test results is 
spread below zero to above the number 0 and no pattern is formed, it is 
concluded that there is no heteroscedasticity.

Multiple Regression Analysis

Table 4
Multiple Regression Analysis Results

C o e f f i c ie n t s “

M od el
U n s t a n d a rd iz e d  C o e f f i c ie n t

S ta n d a rd iz e d
C o e ffic ie n ts

S ig .
C o l  lin e a r ity  S ta t is t ic s

B S id .  E rro r B e ta T o le r a n c e V IF
1 (C o n s ta n t ) 1 0 ,7 1 8 4 ,0 2 3 2 ,6 6 4 ,011

P ro d u k  (X1 > .2 0 9 ,0 9 3 ,2 3 9 2 ,2 5 4 ,0 3 0 .9 2 2 1 .0 8 5
H a rg a  (XZ) ,4 0 3 ,101 ,S 5 ö 4 ,6 4 0 .OOO ,701 1 .2 8 1
D is t r ib u s i  <X3) - ,1 0 2 ,091 -.2 1 0 -2 .121 ,0 4 0 ,9 7 7 1 ,0 2 3
P r o m o s i  (X 4 ) .0 9 3 ,091 ,1 1 3 1 .0 2 3 .3 1 2 .6 5 2 1 ,1 7 4

a  D e p e n d e n t  V a r ia b le :  K e p u a s a n  P e la n g g a n  (Y )

Source: Primary data processed by SPSS 22, 2021

The regression equation based on table 4 is Y= 10,718 -t- 0,209X1 + 0,488X2 + (-
0 . 192.X3 +0,093X4 + 4,023

The meaning of this regression equation is:

1. Constant a = 10,718, meaning that it the four marketing mix variables do not 
exist, then the customer satisfaction value is 10.718.

2. The  colTI 8 lent o f  \  I iP ro Ju c l i  = 0 .209. illu-dmk", that i f  the product element 
increases by one unit, then satisfaction will in0ease by 0.209.

3. The coefficient of X2 (Price) = 0.488, it means that if the price element 
changes by one unit, customer satisfaction changes by 0.488.

4. The coefficient of X3 (Distribution) = -0.192, so if the distribution changes one 
unit, it will be accompanied by a change in satisfaction of 0.192 with a non­
unidirectional change.



5. The coefficient of X4 (Promotion) = 0.093, illustrates that if there is an 
increase in one unit promotion, there will be an increase in satisfaction of 
0.093.

Coefficient of Determination Analysis (R2)

Table 5
The Result of the Coefficient of Determination Analysis (R2)Model Summary13

Model R R Square
Adjusted R 

Square
Std, Error of 
the Estimate

Durbln-
Watson

1 ,765s ,585 ,543 1,614 1,782
a. Predictors: (Constant), Promosi (X4), Produk (X1), Distrlbusi (X3), Harga (X2)

^  :: Vaiia::l(:- K :p      1 K  .Ini iu j ,-: ■ i ;Y :

Source: Primary data processed, 2021

The Adjusted R Square value of 0.543 illustrates that customer satisfaction is 
influenced by marketing elements by 54.3%, and 45.7% is influenced by variables 
outside the research variables.

gypothesis testing

Simultaneous Test (F Test)

Table 6
Simultaneous Test Results ANOVA0

Model
Sum of 
Squares df Mean Square F Sig,

1 Regression 146,596 4 36,649 14,068 ,000b
Residual 104,204 40 2,605
Total 250,800 44

a. Dependent Variable: Kepuasan Pelanggan (Y)
b. Predictors: (Constant), Promosi (X4), Produk (X I), Distribusi (X3), Harga (X2)

Source: Primary data processed, 2021

Simultaneous test value (F test) is 14.068 > 2.61 (F table), with Sig 0.000 
<0.05 so that the working hypothesis is accepted, namely the marketing 
mix/e lenient simultaneously affects customer satisfaction at Osmo Probolinggo 
Mineral Water.



1
Partial Test

Table 7
Partial Test Results

C oeffic ients3

Model

Unstandardized Coefficients
Standardized
Coefficients

t Sig.

Col linearity Statistics

B Std. Error Beta Tolerance VIF

1 (Constant) 10,718 4,023 2,664 ,011
Produk (X1) ,209 ,093 ¿ 3 9 2,254 ,030 ,922 1,085
Harga (X2) .488 .101 ,558 4,840 .000 .781 1.281
D istribusi (X3) -.192 ,091 -¿ 1 9 -2,121 ,040 ,977 1,023
Prom osi (X4) ,093 ,091 ,113 1,023 ,312 ,852 1,174

1 i -.■■■ ■ ■ ' : l' ■ in.: . ■ i ■ ■'
Source: Primary data processed, 2021

lal io v, nil dk = nk I f45 j is r>f f i-, know n to Ik - 2.02 I . So partialX the
influence of the marketing mix on satisfaction can be explained as follows:

I l Product \ ariaNe ( X I )  w ith a \ nine of h y . o f  (ttt.Mt less t lion It.05 mid 11 alue 
of t =: 2.254> 0.021 (tab) then the working hypothesis is accepted, meaning 
that the product has an effect on customer satisfaction with Mineral Water 
Osmo Probolinggo.

2 i  Price \a i iaM v ( X2 )  '.'16 sic. !),!)!)!) is lower than 0.05 and the \aluc o f t  = 
4.840 > 2.021 (table) so that the working hypothesis is accepted, namely that 
the price factor affects customer satisfaction at Osmo Probolinggo Mineral 
Water.

3) Distribution variable (X3), with sig. of 0.040 is smaller than 0.05 with t = - 
2.121 > 2.021 then the working hypothesis is accepted and because the results 
are minus (-) then the distribution partially has an inverse effect on customer 
satisfaction of Mineral Water Osmo Probolinggo.

Therefore, the working hypothesis is rejected and the null hypothesis is 
accepted, so promotion has no effect on customer satisfaction with Mineral 
Water Osmo Probolinggo.

Test Dominant

The r c in l l i  of (lie partial IcO of the largest Hcta ( ’ 9 .'fficicnt^ \a luc \a i iab lc  
are 0.558 (price variable), then the price element (X2) has a dominant effect on 
customer satisfaction, so the work hypothesis is accepted.



DISCUSSION

1. Product Influence on Satisfaction
The influence of product aspects on Osmo Mineral Water customer 

satisfaction shows a significant positive, the better Osmo Mineral Water 
products, customer satisfaction increases. Customers when buying products, 
actually have expectations (expectations) for the products they buy. The thin 
distance between expectations and reality will determine the level of 
satisfaction with the product. Customer expectations are beliefs or estimates 
of the product that he will later receive, while the perceived performance of 
the product is the customer’s impression of the product received. Conformity 
between expectations (expectation) with product performance will lead to 
satisfaction.

This study strengthens the results of research by Rahmatia et al (2020), 
Damayanti (2019)Amilia (2016), Sunarsi (2020)andlsfahila (2018.Product 
variable is very influential and determines the level of customer satisfaction.

2, Price Effect on Satisfaction
Osmo Probolinggo Mineral Water Customer Satisfaction is influenced by 

the price factor, which is quite significant and the results show positive. The 
positive value here indicates that the price and satisfaction have a parallel 
effect. If the price offered by Osmo Mineral Water is cheaper and more 
affordable, the customers will be more satisfied. If the price does not match 
the benefits, the customer will be dissatisfied, and vice versa if the price is 
balanced with the benefits, the customer will be satisfied.

This study supports the results of research by Gulla, et al (2015), and 
Rahmatia et al (2020),Amilia (2016),Damayanti (2019),Sunarsi
(2020),lsfahila (2018), Jayanti (2022).

3, Effect of Distribution on Satisfaction
The effect of distribution on satisfaction is also significant, but has a 

negative value, this illustrates that if the distribution is getting better (shorter) 
it will satisfy customers. Distribution is increasing (Long) causing customer 
satisfaction will decrease. This is influenced by the customer’s assumption 
that if the distribution is longer, it will affect more shipping costs, causing 
high product prices. This study supports the results of research by Rahmatia, 
et al (2020) andAmilia (2016),Damayanti (2019),Sunarsi (2020)

4, Effect of Promotion on Satisfaction
Osmo Probolinggo Mineral Water Customer Satisfaction is not affected by 

the level of promotion carried out by the company. Promotion is a type of 
communication that contains product explanations, to inform, remind, 
peiMiadc and vom it ive  Hirer- o f  a prodi 1 . The promotion-, carried out b\ 
Osmo Mineral Water have not been too intensive so that many consumers 
still do not know detailed information about osmo mineral water products.



The conclusions of this study are indeed different and not in line with the 
research conducted by Rahmatia et al (2020),Amilia (2016)J3amayanti 
■: 2(M ¡.Sum 9 ,i (2!)2!)i _ki\ anti (2!)22) Iw o l im .’ in p iv \ io iK  ivm.':h v Ii 
promotions have a significant effect on customer satisfaction.

CONCLUSION

ghe above discussion can be concludedThe marketing mix (element) 
simultaneously has a significant/important effect on customer satisfaction, and 
partially variables: product, price and distribution have an important influence, 
while promotion with Mineral Water Osmo Probolinggo Customer Satisfaction 
has no significant effect. The variable with the dominant influence on the 
customer satisfaction of Osmo Probolinggo Mineral Water is Price.

LIMITATIONS
This research has limitations where the research object is only Osmo Probolinggo 
Brand Mineral Water customers, who make purchases at agents and retailers in 
Maron District, it is necessary to do a wider research on consumers not only 
customers or agents and retailers with a wider scope.
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