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ABSTRACT  
East Java Province is the largest soybean barns in Indonesia with contribution 42% of national soybean production. One largest contributor 
is Jember Regency, precisely PT Mitratani Dua Tujuh. Higher demand of edamame product both local and export markets motivate 
companies to develop them to supply best products to consumers. This study purpose is to determine the effect of Marketing Mix (Products, 
Price, Place/Distribution and Promotion) on customers satisfaction of edamame product of PT Mitratani Dua Tujuh Jember-Indonesia. 
Multiple regression analysis is used to determine the effect of Product, Price, Distribution and Promotion on satisfaction of customers who 
buy edamame products in Jember, either partially or simultaneously. The research results showed that: Marketing Mix composed of 
Products (X1), Price (X2), Distribution (X3) and Promotion (X4) simultaneously have a significant effect on customers satisfaction to 
edamame products of PT Mitratani Dua Tujuh Jember (Y). This can be evidenced from the calculation of Fcount 17.207 and Adjusted R = 
0.760. It means that 76% of customers satisfaction is affected by Marketing Mix consist of Product, Price, Distribution and Promotion. 
Marketing Mix composed of Products (X1), Price (X2), Distribution (X3) and Promotion (X4) partially also have significant effect on 
customer satisfaction of edamame products of PT Mitratani Dua Tujuh Jember-Indonesia (Y). 
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INTRODUCTION 

 
East Java Province is the largest soybean barns in Indonesia, which accounts for about 42% of national 

soybean production. Soybean production in East Java in 2013 IS 329,461 tones or 42.23% of national soybean 
production of 779,992 tones, while in 2014 the soybean production in East Java is estimated at 326,154 tones, or 
36.37% of national soybean that estimated at 896,602 tones. 

Jember is an agricultural and plantation center. Soybean is the main commodities that compete with corn 
production. Edamame soybeans have grown in Jember. It needs attention in long term to make edamame 
become one main sources of national income. As a result, many farmers in Jember began to plant edamame. 

Edamame is well known Japanese a soybean in Indonesia. The form, seeds and pods were larger than usual. 
Edamame in Indonesia is a flagship product, especially in Jember area. Edamame can grow better at hot 
atmosphere and relatively high rainfall. Edamame is suitable to be planted in Indonesia with tropical climate. 
Production data of PT Mitratani Dua Tujuh for edamame products can be seen in figure 1 below. 
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Fig. 1: Local Sales and Export of Edamame Products of PT Mitratani Dua Tujuh Jember-Indonesia  
 
Edamame soybean generally is processed into a snack, but it can also be used as vegetable material. PT 

Mitratani Dua Tujuh makes innovations by processing the frozen edamame be ready to eat. Frozen edamame 
main markets are domestic market, Japan and America. Fresh frozen edamame demand is very big, but 
Indonesia has not been able to meet all the demands of foreign market. Because the main constraint is the 
limited supply of seed edamame. 

The local markets served are Denpasar, Jember, Surabaya, Bandung and Jakarta. Local market demand has 
increased in last five years, but it need market expansion into other areas because main competitors of local 
soybeans are no strange to Indonesian. Higher local demand cannot be separated from the role of customers 
themselves. Customer satisfaction the consumer and positive perception of product would even become a key 
for edamame to increase the demand for local market.  Customer satisfaction is something quite unique to be 
expected. We will discuss it through the eyes of marketing management in form of a company with marketing 
attributes approach in marketing mix modeling of Philip Kotler. The marketing mix consists of product, 
promotion, price and place. It is to see the perceived customers about the quality of products or services and 
quality of products or services such as what is desired by the customer [7]. 

Satisfaction is happy or disappointed that result from comparing the perceived performance of a product 
with expectations [7]. The same understanding also delivered by Swastha [14] that satisfaction is individual 
desires to direct impulse on purpose to obtain satisfaction. In this case we need to know that a desire to be 
created or encouraged before fulfilling the motive. Sources to encourage the creation of a desire may be 
different from oneself or environment. Marketing mix is a tool that  can be used to manage this condition. A 
primary issue in this study was to determine the effect of marketing mix variables (product, price, 
place/distribution, and promotion) on customer satisfaction of Edamame products of  PT Mitratani Dua Tujuh 
Jember-Indonesia. 

 
The Research Scope: 

This study analyzes and examines the effect of marketing mix (Product, Price, Place/Distribution and 
Promotion) on customer satisfaction. 

 
Literature Review: 
Customer Satisfaction: 

Satisfaction is happy or disappointed that result from comparing the performance of a product with 
expectations [7]. The same understanding also delivered by Swastha [14] that satisfaction is individual desires to 
direct impulse on purpose to obtain satisfaction. In this case we need to know that a desire to be created or 
encouraged before fulfilling the motive. Sources to encourage the creation of a desire may be different from 
oneself or environment. 

Customer satisfaction will provide several benefits below [17]: 
1. The relationship between the company and its customers becomes harmonious. 
2. Providing a good basis for repeat purchases. 
3. Encouraging the creation of customer loyalty. 
4. Establishing a recommendation by word of mouth that profitable to company. 
5. The company's reputation to be good in customer’s eyes. 
6. Profits increase. 
Indicators to measure the Customer satisfaction are below [17].  
1. Overall Customers satisfaction  

Local selling (tons)  Export selling (tons)  
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2. Dimensions of Customers satisfaction 
3. Confirmation of hope 
4. Interests of repeat purchase 
 

Marketing Mix: 
Customer satisfaction is something quite unique to be expected. We will discuss it through the eyes of 

marketing management in form of a company with marketing attributes approach in marketing mix modeling of 
Philip Kotler. The marketing mix consists of product, promotion, price and place/distribution. It is to see the 
perceived customers about the quality of products or services and quality of products or services such as what is 
desired by the customer [7]. 

The quality of products or services well in creating customer satisfaction provides a variety of benefits, 
including providing a solid foundation so that creation of consumer loyalty, which in turn referred to as 
customer loyalty. Satisfaction in a company will deter customers from being affected from another company 
(retention). In addition, high satisfaction also becomes a driving force to carry out faithfully and to encourage 
others to use the goods / services. 

Marketing communications requires an approach that is easy and flexible. It is all contained in concept of 
marketing mix. The marketing mix is a product strategy, promotion, and pricing that is unique and designed to 
generate an exchange of favors with the intended market. Marketing communications have several elements that 
combined are embodied in integrated marketing communications mix, marketing mix. Marketing mix elements 
are product, price, place/distribution and promotion 

Product is something that can provide benefits, meet the needs of consumers, and could satisfy consumers. 
Indeed, customers do not buy goods or services, but buy the benefits of something that is offered. It shows a 
number of benefits gained by consumers, either goods or services or any combination thereof. 

Price is an important thing. The company will do this with full consideration because pricing can affect the 
total income and expenses. Price is a determining factor for the positioning and should be decided in accordance 
with the target market, a wide mix of products and services, and competition. 

Place or a strategic location for distribution would be one advantage for the company because it is easily 
affordable by the consumers, but it also makes the cost of a rental or investment is becoming increasingly 
expensive. The high cost of these locations can be offset by reducing marketing costs, otherwise less strategic 
locations will require more expensive marketing costs to attract consumers to visit. The decoration and design is 
often the main attraction for the target consumer. The condition of building is also a requirement that provides 
comfort. 

Promotion is an activity and materials in their applications using the technique, under the control of seller / 
producer, who can communicate persuasively interesting information about the products offered by the seller / 
manufacturer, either directly or through the parties can influence the purchase. The purpose of promotional 
activities, among others are  [7]: 

• Identify and attract new customers 
• Communicate new product 
• Increase the number of consumers for products that have been widely recognized 
• Informing consumers about product quality improvement 
• Inviting consumers to come to the point of sale products 
• Motivating consumers to choose or buy a product. 
Implementation of right marketing mix is expected to increase customer satisfaction. 
 

Research Framework: 
Based on the research purpose, the research framework can be shown below.  
 

 
 

Fig. 2: Research Framework 
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Research Hypothesis: 
Based on the research framework, the research hypotheses can be shown below.  
H1: Product, Price, Distribution and Promotion simultaneously has significant and positive effect on 

customer satisfaction 
H2: Product, Price, Distribution and Promotion partially has significant and positive effect on Customers 

satisfaction 
 

Research Methods: 
The research location is determined purposively at PT Mitratani Dua Tujuh Jember as a producer of 

edamame in Jember. This study is a combination of exploratory and confirmatory studies. Explorative research 
is conducted to obtain in-depth information related to indicators used to measure Product, Price, Distribution 
and Promotion. 

Secondary data collection is done by direct interviews with management of PT Mitratani Dua Tujuh 
Jember. Primary data is collected from management of PT Mitratani Dua Tujuh Jember and customer using are 
valid and reliable questionnaires. The analysis used to test the hypothesis in this study is multiple linear 
regressions. 

 
RESULTS AND DISCUSSION 

 
Respondents of this study are customers who have purchased the edamame product of PT Mitratani Dua 

Tujuh Jember. Questionnaire is used as a tool to get primary data of the respondents as the object of this study. 
The descriptive statistic show that level of customer respondents age of edamame products of PT Mitratani Dua 
Tujuh Jember the most are 31 to 40 years with amount of 45 respondents (45%), education of most respondents 
are junior high school with amount of 42 respondents (42%), the most respondent are women with amount of 78 
respondents (78%) and most respondents job are Government Employee and Soldier with amount of 55 
respondents (55). 

Before performing multiple regression analysis, it must be ascertained research instruments are valid and 
reliable and meets the classical assumptions. The test results showed that alpha value is between 0.6324 to 
0.9081. This means that all the data are valid. Reliability testing showed Cronbach values between 0.7397 to 
0.8885> 0.6. This means that all the data is reliable. 

Multicollinearity  tolerance limit is up to 0.8. The test results indicate that multicollinearity between 
variables between 0.192 to 0.591. This proves that there is no multicollinearity between variables. 
Autocorrelation can be known from the value of Durbin-Watson Test which is then compared to value dU and 
dL (table d of Durbin-Watson). With value of significance level (a) by 5% and value of data obtained D0,05 
100; U = 1.36 and D0,05; L = 1.08, while the value was 2.644. Since D (2,644)> D0,05; U (1.36) then there is 
no autocorrelation in multiple linear regression model. Heteroskedasticity can see from the significant value of 
independent variable for residual. The significance value is less than the limit level of fault tolerance (p <0.05) 
of symptoms heteroskedastis; and vice versa. The test results demonstrate the significance of four independent 
variables more than 0.05, this means that there is no heteroskedastisity on four variables. 
 
Multiple Linear Regression Analysis: 

Multiple linear regression statistic analysis is used to analyze the effect of marketing mix variables consist 
of Product, Price, Distribution and Promotion on customer satisfaction of edamame products of PT Mitratani 
Dua Tujuh Jember. SPSS for Windows version 20 is used to facilitate statistic analysis calculation (Forum, 
1999: 25). The variables analyzed are four components which then become variable. These variables are Product 
(X1), Price (X2), Distribution (X3), and Promotion (X4). The results of multiple linear regression calculation 
can be seen in Table 1 below. 

  
Table 1: Regression Calculation Results Affect of Marketing Mix Variables on Customer Satisfaction of Edamame Product of PT Mitratani 

Dua Tujuh Jember 

Independent Variables  
Regression 
Coefficient 

Standard Error 
T 
dk = 100 

T sig. (prob) Beta 

X1 = Product 
X2 = Price 
X3 = Place/Distribution  
X4 = Promotion  

0.346 
0.280 
0.188 
0.175 

0.066 
0.062 
0.059 
0.062 

5.698 
4.908 
3.499 
3.210 

0.000 
0.001 
0.007 
0.009 

0.368 
0.279 
0.172 
0.138 

Constant 
Adj. R squared (R²) 

: 2.269 
: 0.760 

Multiple R2 
F Ratio 

: 0.888 
: 17.207 

  

 
Table 1 shows that the coefficients of independent variables and constants that can be composed of a 

multiple linear regression equation for the effect of marketing mix (Product Price, Place/distribution and 
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Promotion) on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh Jember, as shown in 
formulation below.  

Y = 2.269 + 0.346 X1 + 0.280 X2 + 0.188 X3 + 0.175 X4 + ei 
Multiple linear regression equation for marketing mix shows positive regression coefficient. This suggests 

that any increase/decrease in value of X will cause an increase/decrease in Y value. In other words, there is 
change in direction between the variables X and Y. In addition, above equation also show positive values b0 of 
2.269. It shows that marketing mix variables that consist of Product, Price, Place/Distribution and Promotion are 
positive. 

The regression coefficient of X1 is 0.346. It shows the significant effect of Products on Customers 
satisfaction to edamame products of PT Mitratani Dua Tujuh Jember. A positive sign shows the direction of 
relationship of Products to Customers satisfaction is positive. It means that every increase in value of Product by 
one will increase the Customers satisfaction by 0.346, with assuming X2, X3 and X4 are constant. 

The regression coefficient of X2 is 0.280. It shows the significant effect of Price on Customers satisfaction 
to edamame products of PT Mitratani Dua Tujuh Jember. A positive sign shows the direction of relationship of 
Price to Customers satisfaction is positive. It means that a decrease in Price by one will increase customer 
satisfaction of edamame products by 0.280 with assuming X1, X3 and X4 are constant. 

Regression coefficient of X3 is 0.188. It shows the significant effect of distribution on Customers 
satisfaction to edamame products of PT Mitratani Dua Tujuh Jember. A positive sign shows the direction of 
relationships to Customers satisfaction is positive. It means that an increase in distribution by one will raise the 
customer satisfaction rose by 0.188, with assuming X1, X2 and X4 are constant. 

Regression coefficient of X4 is 0.175. It shows the significant effect of Promotions on Customers 
satisfaction to edamame products of PT Mitratani Dua Tujuh Jember. A positive sign indicates the direction 
relations of Promotional activities on Customers satisfaction are positive. It means that an increase in 
Promotional activity by one will raise the customer satisfaction by 0.175 with assuming X1, X2 and X3 are 
constant.’ 

 
Hypothesis Proving: 

The first hypothesis states that Product, Price, Distribution and Promotion simultaneously has significant 
and positive effect on customer satisfaction of  edamame products of PT Mitratani Dua Tujuh Jember. First 
hypothesis is proved by F test analysis (simultaneous test). This analysis technique is done by comparing the 
value of Fcount with F table at 95% confidence level or α = 0.05. If Fcount is greater than F table, it means that 
independent variables simultaneously have significant and positive effect on dependent variable, and vice versa. 

Multiple linear regression calculations in Table 1 shows that Fcount is equal 17.207 while Ftable of 2.45. Fcount 
is than Ftable (17.207> 2.45). In addition, this test can also be seen by comparing the value of Fsig (probability) 
of 0,000 that lower than 5% (p <0.05). It means that Product, Price, Distribution and Promotion simultaneously 
has significant and positive effect on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh 
Jember. 

The effect magnitude of independent variables on dependent variable can be seen from the coefficient of 
multiple determinations (R²). The coefficient of multiple determinations (R²) can be seen from the value of 
Adjusted R2. Table 1 shows that coefficient of multiple determination is 0.760 (R² = 76%). It shows that 76% of 
variable Y is simultaneously affected by variable X, while the other 24% (100% -76%) is affected by other 
variables outside the model. 

The second hypothesis will next be seen how the affect of each individual independent variable on 
dependent variable (t test). Testing is done by comparing the tcount each independent variable with its ttable. Value 
of ttable for marketing mix is 1,658 at 95% confidence level. If tcount greater than the ttable, the independent 
variables partially have a significant effect on dependent variable. The test results of independent variables on 
dependent variable are explained below.  

1. The tcount value of Product (X1) of 5.698 is greater than ttable  of 1.658 (5.698> 1.658). TSIG value 
(probability) of Product (X1) of 0.000 is smaller than 0.05. It means that Product (X1) partially has significant 
and positive effect on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh Jember.  

2. The tcount value of Price (X2) of 4.908 is greater than ttable  of 1.658 (4.908> 1.658). TSIG value 
(probability) of Price (X2) of 0.001 is smaller than 0.05. It means that Price (X2) partially has significant and 
positive effect on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh Jember. 

3. The tcount value of Distribution (X3) of 3.499 is greater than ttable  of 1.658 (3.499> 1.658). TSIG value 
(probability) of Distribution (X3) of 0.007 is smaller than 0.05. It means that Distribution (X3) partially has 
significant and positive effect on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh 
Jember. 

4. The tcount value of Promotion (X4) of 3.210 is greater than ttable  of 1.658 (3.210> 1.658). TSIG value 
(probability) of Promotion (X3) of 0.009 is smaller than 0.05. It means that Promotion (X4) partially has 
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significant and positive effect on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh 
Jember. 

Calculation results above found that partially all independent variables (X1, X2, X3 and X4) has a 
significant and positive effect on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh 
Jember. Beta value of Product (X1) is 0.368. It partially has greatest affect on Customers satisfaction to 
edamame products of PT Mitratani Dua Tujuh Jember compared beta values of pricing, distribution and 
Promotion. 

Tcount or beta Product variable is greater than the beta value pricing, distribution and Promotion. It means 
customers in consuming product is most affected by Price considerations. There are wide variation in Prices 
between customer interests and products. As a result, the customer Price sensitivity is often used as a base to 
affect the market by manufacturer, but the Prices role is often considered too excessive. Customers consume a 
product does not always look for lowest Price. Customers even inclined to compare Prices with best quality they 
want. 

 
Discussion: 

There are four components that of marketing mix, they are Product (X1), Price (X2), Distribution (X3) and 
Promotion (X4). The test results showed Product, Price, Distribution and Promotion simultaneously have a 
significant effect on Customers satisfaction to edamame products of PT Mitratani Dua Tujuh Jember. The proof 
can be seen from the contribution (R²) of these variables on Customers satisfaction which is equal to 0.760. 
These values indicate that Customers satisfaction to edamame products of PT Mitratani Dua Tujuh Jember is 
76% affected simultaneously by Product, Price, Distribution and Promotion. The hypothesis that Price, 
Distribution and Promotion simultaneously have positive and significant effect on customer satisfaction 
Products edamame PT Mitratani Dua Tujuh Jember is proven. 

Test results showed that Products has dominant effect on Customers satisfaction to edamame products of 
PT Mitratani Dua Tujuh Jember. The beta value of Products is 0.368. It is the largest than other variables. The 
calculations show that, Products partially has the greatest affect on Customers satisfaction to edamame products 
of PT Mitratani Dua Tujuh Jember is proven. 

Further discussion the partial effect of Price, Distribution and Promotion on Customers satisfaction to 
edamame products of PT Mitratani Dua Tujuh Jember can be seen below.  

 
Effect of Product on Customer Satisfaction: 

The magnitude effect of Product (X1) on customer satisfaction (Y) can be seen from the partial correlation 
coefficient and regression coefficient. Partial correlation coefficient (r) and regression coefficient of Product 
(X1) on customer satisfaction respectively are 67.1% and 0.346. This shows that the change value of Product by 
1 unit, it will cause a change in direction the direction of customer satisfaction by 67.1% or by 0.346 units, with 
assumption the other independent variables in this study are constant. 

Theoretically, coefficient values with positive signs indicate that a Product of edamame relates to customer 
satisfaction. Product of edamame with good quality, precise brand as differentiation against competitors, new 
release, packaging that can protect edamame product from damage and good flavors preferred by consumers can 
increase customers satisfaction to edamame products of PT Mitratani Dua Tujuh Jember, assuming other 
variables held constant (ceteris paribus). 

 
Effect of Price on Customer Satisfaction: 

Price affects on customer satisfaction. Prices effect can be seen from the partial correlation coefficient and 
regression coefficient. The correlation coefficient and partial regression coefficient respectively are 58.6% and 
0.280. These illustrate that when the change to value of Price (X2) will change the direction of customer 
satisfaction by 58,6% or by 0.280 units. Both of these descriptions can occur with assumption that other 
variables in this study are considered fixed. 

The positive coefficient of partial correlation and regression for Price (X2) also indicates that Price of 
edamame are considered by customers to buy edamame and the second is price discount is considered by 
customers to buy edamame products of PT Mitratani Dua Tujuh Jember. 

 
Effect of Distribution on Customer Satisfaction: 

The distribution affects on Customers satisfaction. It can be seen from the partial correlation coefficient and 
regression coefficient. The correlation coefficient and partial regression coefficient respectively are 35.2% and 
0.188. These illustrate that the changes to value of distribution (X3) will a change in direction of customer 
satisfaction by 35,2% or by 0.188 units. Both of these descriptions can occur with assumption that other 
variables in this study are constant. 
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The positive coefficient of partial correlation and regression for distribution (X3) also indicates that 
customers easily obtain edamame product to be purchased, store/seller places edamame products easy to reach 
and product edamame are always available to every customer. 

 
Effect of Promotion on Customer Satisfaction: 

Promotion affects on Customers satisfaction. The affect of Promotion can be seen from the partial 
correlation coefficient and regression coefficient. The correlation coefficient and partial regression coefficient 
respectively are 32.3% and 0.175. These illustrate that the value change of Promotion (X4) can change in 
direction of customer satisfaction by 32.3% or by 0.175 units. Both of these descriptions can occur with 
assumption that other variables in this study are constant. 

The positive correlation of partial coefficient and regression Promotion (X4) also indicates that customers 
consider promotion in buying products edamame, the second consideration is salesman or seller of edamame 
come to customers and their exhibitions are followed by edamame products of PT Mitratani Dua Tujuh Jember 

 
Conclusions And Suggestions: 
Conclusion: 

1. Marketing Mix that consist of Product (X1), Price (X2), Place/Distribution (X3) and Promotion (X4) 
simultaneously has a significant and positive effect on Customers satisfaction to edamame products of PT 
Mitratani Dua Tujuh Jember (Y). This can be proved by the calculation Fcount 17.207 and Adjusted R = 0.760. It 
means 76% of Customers satisfaction is affected by marketing mix that consist of Product, Price, Distribution 
and Promotion. 

2. Marketing Mix that consist of Products (X1), Price (X2), Distribution (X3) and Promotion (X4) 
partially has significant and positive effect on Customers satisfaction to edamame products of PT Mitratani Dua 
Tujuh Jember (Y). 

 
Suggestion: 

Future researches need more detailed studies by adding or developing indicators as a measure of Marketing 
Mix variables in order to get more detail and comprehensive results. 

 
REFERENCES 

 
[1] Aaker, David A., 1997. Ekuitas Merek. Edisi Indonesia. Jakarta: Mitra Utama. 
[2] Dharmmesta, B.S., 1999. LoyalitasPelanggan: Sebuah Kajian Konseptual Sebagai Panduan Bagi Peneliti. 

Jurnal Ekonomi dan Bisnis Indonesia. 14(3): 73-88. 
[3] Gounaris and Stathakopoulos, 2004. Antecedents and consequences of brand loyalty: An empirical 

study.Journal of Brand Management, 11(4): 283-306. 
[4] Jain, Subhash C., 2000. Marketing Planning & Strategy 6th ed. South-Western College Pub. 
[5] Jan, Muhammad Tahir., Kalthom Abdullah and Ali Shafiq, 2013. The Impact of Customer Satisfaction on 

Word-of-Mouth: Conventional Banks of Malaysia Investigated. International Journal of Information 
Technology & Computer Science (IJITCS). 10(3): 13-23. 

[6] Kitapcia, Olgun., Ceylan Akdoganb and İbrahim Taylan Dortyo, 2014. The Impact of Service Quality 
Dimensions on Patient Satisfaction, Repurchase Intentions and Word-of-Mouth Communication in the 
Public Healthcare Industry. Procedia - Social and Behavioral Sciences. pp: 161-169. 

[7] Kotler, Philip and Kevin Lane Keller, 2012. Marketing management.14th ed. Pearson Education, Inc: New 
Jersey. 

[8] Liao, Y.C., Y.R. Chung, R. Hung, Widowati, 2011. The Impacts of Brand Trust, Customer Satisfaction, and 
Brand Loyalty on Word-of-Mouth.  

[9] Luis, F. Carlos and G. Miguel, 2008. The role of satisfaction and website usability in developing customer 
loyalty and positive word-of-mouth in the e-banking services. The International Journal of Bank 
Marketing, 26(6): 399-417. 

[10] Murray, K., 1991. A test of services marketing theory: consumer information acquisition activities. Journal 
of Marketing, 55: 10-25. 

[11] Satyadharma, Arsi Artisti, 2014. Pengaruh Kepuasan Pelanggan Terhadap KepercayaanMerek, Loyalitas 
Merek Dan Ekuitas Merek Mi InstanIndomie Di Surabaya. Jurnal Ilmiah Mahasiswa Universitas Surabaya. 
3(1): 1-19. 

[12] Sernovitz, A., 2006. Word Of Mouth Marketing: How Smart Companies Get People Talking. Chicago (US): 
Kaplan Publishing. 

[13] Sumardy, Silviana M., M. Melone, 2011. Rest in Peace Advertising (1729-2010) Killed by The Power Of 
Word Of Mouth Marketing. Jakarta (ID): PT. Gramedia Pustaka Utama. 

[14] Swastha, Basu, 2000. Azas-azas Marketing. Liberty. Yogyakarta. 



139                                                                        Retno Sari Mahanani, 2016 
Advances in Environmental Biology, 10(8) August 2016, Pages: 132-139 

[15] Sweeney and Swait, 2008. The effects of brand credibility on customer loyalty. Journal of Retailing and 
Consumer Services, 15: 179-193. 

[16] Taghizadeh, Houshang., Mohammad Javad Taghipourian and Amir Khazaei, 2013. The Effect of Customer 
Satisfaction on Word of Mouth Communication. Research Journal of Applied Sciences, Engineering and 
Technology, 5(8): 2569-2575. 

[17] Tjiptono, Fandy, 2006. Manajemen Jasa. Edisi Kedua. Yogyakarta : Andi. Offset. 
[18] Yang, Xuecheng., Xiaohang Zhang, Jun Wu, and Jianbo Xu. 2008. Impact of Marketing Efforts and 

Customer Satisfaction on Word-of-mouth Study Based on Mobile Phone Users in China. Journal of Chinese 
Marketing, 1: 41-46. 

 
 


