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Analysis Of Factors That Influence Consumer 
Loyalty With Customer Satisfaction As 

Intervening Variables In Fruit Products Pepaya 
Calina Ipb 9 In Medan 

 
Eka Wahyuni, Endang Sulistya Rini  

 
Abstract: In an era of global competition, customer loyalty is the key to success for every company. It is difficult for companies to survive in competition 
without having loyal customers. In shaping customer loyalty, there is generally a need for satisfaction in the customer when making transactions with the 
company, having a strategy from the marketing mix and the right quality of service in an effort to create satisfaction that has an impact on customer 
loyalty. This study aims to determine and analyze the factors that influence customer loyalty through satisfaction. The sample in this study amounted to 
70 employees who were responsible for the procurement and quality of Calina IPB 9 Papaya fruit in Hotels, Restaurants and Supermarkets. The 
sampling method used is saturated samples where all members of the population are used as samples. Data analysis method used is descriptive and 
inferential statistical analysis. The results showed that the product partially had a positive but not significant effect on customer satisfaction. Price and 
service quality partially have a positive and significant effect on customer satisfaction. Partial promotion and distribution have a negative but not 
significant effect on customer satisfaction. Product, promotion, distribution and service quality are partially positive but not significant to customer loyalty. 
Prices partially have a positive and significant effect on customer loyalty. Customer satisfaction variables have a positive but not significant effect on 
customer loyalty 
 
Index Terms: Product, Price, Promotion, Distribution, Service Quality, Customer Satisfaction, Customer Loyalty  

———————————————————— 

 

1 INTRODUCTION 

National demand for fruits is expected to experience growth 
along with increased consumption of fruit in the community. 
Increasing public awareness of the importance of maintaining 
health by consuming fruits is a driver of increased fruit 
consumption. The increase in national fruit consumption can 
be seen in the Table of Total National Fruit Consumption Per 
Year based on Central Statistics Bureau data, where fruit 
consumption in 2016 grew by 13.79% compared to 2015 such 
as described into Table 1. 

 
Table 1. Total National Fruit Consumption Per Year 

 

Fruit 
Commodity  

Unit 

Estimated Total 
National Consumption 
(in million) 

Increased/Descreases 

2015 2016 
 

% 

Orange Kg 835.48 928.41 92.93 11.12% 

Mango Kg 80.65 88.04 7.39 9.16% 

Apple Kg 183.69 262.83 79.14 43.08% 

Salak Kg 331.20 436.93 105.73 31.92% 

Banana Kg 1,535.45 1,519.93 (15.52) (1.01)% 

Papaya Kg 572.43 734.45 162.02 28.30% 

Watermelon Kg 460.30 580.12 119.82 26.03% 

Total Kg 3,999.20 4,550.71 551.51 13.79% 

 

 
 
 
 
 

 
 

 

The availability of fruit in the market tends to increase along 
with the increasing demand for fruit by the community, in which 
case each market has a different consumer segment. The right 
market selection by fruit traders must be done to win the 
competition. Accuracy in selecting market segments makes 
fruit traders not compete in all segments but focuses on 
targeted segments so that they can effectively meet consumer 
needs where consumers get the right fruits so that customer 
satisfaction can be fulfilled. Customer dissatisfaction results in 
a negative attitude towards the company, such as complaints, 
reduced likelihood of buying the same product again and 
switching to substitute goods. This is what causes customer 
satisfaction to be a very important factor to be considered by 
traders in marketing their products. Marketing strategies that 
are used to meet consumer needs and desires are often 
referred to as the marketing mix. Marketing mix is a 
combination of variables or activities that are the core of the 
marketing system that can be controlled by the company, 
namely product, price, promotion, place (distribution). The four 
marketing mix variables or what is known as the 4P are 
synergized with each other in influencing consumers' desire to 
buy a product or service offered by the company. Products are 
the first and most important variables in the marketing mix. 
Price as the next variable in the marketing mix is formed 
based on an agreement between the seller and the buyer. In a 
pricing strategy, companies must estimate the demand curve, 
the possibility of quantity to be sold at every possible price, 
variations in costs at different levels of output, as well as 
competitor's offers. The right pricing and pricing strategy will 
make customers make purchases consistently and create 
loyalty. The next variable in the marketing mix is promotion. 
The application of the promotion method is considered to be 
able to boost sales not only in the short term but in the long 
run. Distribution as the fourth variable in the marketing mix is a 
company activity carried out to move products or services from 
product distribution to end consumers. In general, customers 
want the product to be able to quickly and precisely reach their 
hands. In this study the object that becomes the product to be 
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studied is the Calina IPB type of papaya fruit 9. This is based 
on the consideration of affordable prices, the efficacy of 
papaya fruit for health and the advantages of Calina IPB 9 
papaya fruit compared to other types of papaya. Based on the 
results of market research conducted by the IPB research 
group, the superiority of Calina IPB 9 papaya fruit compared to 
other types of papaya fruit was seen from its tiny shape and 
enough for one household consumption, its smooth and bright 
yellow appearance compared to other types of dark green 
papaya skin. thicker fruit flesh has a sweet and crunchy taste, 
the aroma of Calina IPB 9 papaya fruit is fresh and does not 
have the typical aroma of papaya in general and has a long 
shelf life (more than a week). The advantages of the Calina 
IPB 9 papaya make some consumers always provide Calina 
IPB 9 papaya fruit as a daily fruit requirement. Papaya fruit 
consumption in Indonesia shows a positive trend in the last 2 
years. According to data from the Central Statistics Agency, 
total national fruit consumption for papaya commodities in 
2015 was 572.43 million kg while in 2016 the total national 
consumption was 734.45 million kg. Based on these data it 
appears that the total consumption of national papaya fruit in 
2016 compared to 2015 experienced an increase of 28.30%, 
but the increase in consumption of papaya fruit has not been 
reflected in the increase in sales of papina type Calina IPB 9. 
Market share targeted by papaya fruit suppliers Calina IPB 9 is 
4 and 5 star hotels, supermarkets, restaurants and end 
consumers (households) in the city of Medan. Based on sales 
data, there are some hotels' loyalty to Calina IPB 9 papaya 
fruit in meeting the needs of papaya fruit, but there are also 
hotels that do not continue the purchase of Calina IPB papaya 
fruit 9. This can be seen in the following Calina IPB 9 Papaya 
Fruit Sales such as data in Table 2. 
 

Table 2. Sales Data of Calina IPB 9 Papaya Fruit (in Kg) 
 

Mont
h-
Year 

Gra
nd 
Asto
n 

Santik
a 

JW 
Marrio
t 

Adi 
Muli
a 

Grand 
Mercu
re 

Fav
e 

Brasta
gi Mart 

RM 
Garu
da 

Nov 
‘16 

985 1404 490 - - - - - 

Des 
‘16 

119
1 

1057 609 550 - - - - 

Jan 
‘17 

906 836 1323 675 - - - - 

Feb 
‘17 

670 939 1300 535 - - - - 

Mar 
‘17 

909 908 1469 501 - - 3951 - 

Apr 
‘17 

820 474 1013 217 221 - 334 206 

Mei 
‘17 

827 746 1356 - 166 - 569 59 

Jun 
‘17 

858 514 1588 77 235 35 46 44 

Jul 
‘17 

840 732 631 - 597 40 133 177 

Agt 
‘17 

958 837 1193 - 636 270 521 275 

Sep 
‘17 

834 1078 1091 - 742 490 405 196 

Oct  
‘17 

659 813 498 - 381 203 275 121 

Nov 
‘17 

858 493 60 - 121 405 154 230 

Source: Suplier Papaya Fruit Calina IPB 9 

 

Furthermore, based on the sales data above, it can be seen 
that the selling rate of Calina IPB 9 papaya fruit is very volatile 
and there is a tendency to decrease the sales quantity. This 
decrease is evident from the decline in sales in every hotel, 
supermarket and restaurant in October and November 2017 
compared to sales in September 2017. The instability and 
decreasing trend in sales need to be overcome by the 
implementation of marketing strategies through evaluation and 
analysis of all variables in the marketing mix (4P). The price of 
Calina IPB 9 papaya fruit offered in the market is in the range 
of Rp.6,000 to Rp.7,500 per kilogram, while the price of other 
types of papaya ranges from Rp.4,000 to Rp.5,000 per 
kilogram. Promotion and delivery of information about Calina 
IPB 9 papaya fruit which is carried out only through oral 
explanation and sample delivery when offering products to 
consumers. This has an impact on the lack of consumer 
knowledge about the differences in Calina IPB 9 papaya with 
papaya in general. The availability of Calina IPB 9 papaya fruit 
is sometimes not fulfilled due to the distance constraints 
between production distribution and market distribution and 
road conditions constraints. Both of these have an impact on 
the quality of papaya fruit, which during the trip and coupled 
with road conditions that are not entirely good can cause 
damage to papaya fruit. This condition requires the sorting of 
products before the papaya fruit is distributed further to 
consumers. As a result of sorting there will be a reduction in 
the quantity of fruit available. Papaya fruit suppliers cannot 
rule out the quality of service provided to customers. Providing 
quality services to customers is an absolute thing to do if the 
company wants to achieve success. Service quality includes 
five dimensions developed by Parasuraman (2007) which 
consists of tangibles, reliability, responsiveness, assurance 
and empathy. Calina IPB 9 papaya fruit is one of the results of 
cross-breeding experiments between superior varieties of 
papaya fruit. Original Calina papaya seeds are produced by 
BLST (PT Bogor Life Science and Technology) which is the 
seed of IPB's innovation with guaranteed good products and 
the best seed quality. The top quality of the product is very well 
seen from the high interest and demand from consumers 
towards the Calina IPB papaya fruit 9. The thing that makes 
Calina IPB 9 papaya preferable is its sweet taste, thick and 
crispy meat, not smooth, red in color, and does not give off 
aroma typical papaya. The production of Calina IPB 9 papaya 
fruit is highly expected to be the first step in developing good 
quality local fruit products and no less competing with existing 
imported products. 

 

II. LITERATURE REVIEW 

Kotler and Keller (2009) define products as anything that can 
be offered to the market to satisfy a desire or need, including 
physical goods, services, experiences, events, people, places 
of property, organizations, information and ideas. Whereas 
Kotler and Armstrong (2014), products are all things that can 
be offered to the market to attract attention, acquisition, use, or 
consumption that can satisfy wants or needs. Products are key 
elements in market offerings. Thus the product is everything 
that can be offered to consumers so that it can satisfy their 
needs and desires. Indicators for Calina IPB 9 papaya fruit 
products are a) Calina IPB 9 papaya fruit flavor, b) Calina IPB 
9 papaya fruit display, c) Calina IPB 9 papaya fruit packaging, 
and d) Calina IPB papaya fruit labeling 9. Product factor 
hypothesis this research is i) have a significant positive effect 
on customer satisfaction of Calina IPB 9 papaya fruit, ii) have 



INTERNATIONAL JOURNAL OF SCIENTIFIC & TECHNOLOGY RESEARCH VOLUME 8, ISSUE 06, JUNE 2019          ISSN 2277-8616 

329 
IJSTR©2019 
www.ijstr.org 

a significant positive effect on customer loyalty of Calina IPB 9 
papaya fruit, and iii) have a significant positive effect on 
customer loyalty through customer satisfaction of Calina IPB 
papaya fruit 9. According to Hasan (2009), prices are all forms 
of monetary costs sacrificed by consumers to obtain, own, 
utilize a number of combinations of goods and services of a 
product. Determination of the price level is usually carried out 
with a number of considerations and examine the factors that 
influence the pricing decision, including the decision on price 
changes to be acceptable to the target market (Hasan, 2009). 
Price indicator of Calina IPB 9 papaya fruit consists of a) 
Affordability of the price of papaya fruit offered, b) Price 
compatibility with the characteristics of papaya fruit, and c) 
Difference in price of Calina IPB 9 papaya fruit with 
competitors. The price factor hypothesis in this study is 
described as follows i) Significantly positive influence on 
customer satisfaction of Calina IP papaya fruit. b) Do not 
switch to other papaya products even though the price of 
Calina IPB 9 papaya fruit rises , promotion, distribution and 
quality of service as independent or independent variables. 
While the intervening variable is customer satisfaction and the 
dependent or dependent variable is customer loyalty. The 
conceptual framework in this study is as follows: 

 
Conseptual Framework Images 

 

III. RESEARCH METHODS 

This research was conducted in Medan on customers of 
Calina IPB 9 papaya fruit consisting of hotels, restaurants, 
supermarkets and end consumers (households) who have 
purchased Calina IPB 9 papaya fruit more than once. The 
hotels, supermarkets and restaurants are Grand Aston, 
Dyandra Santika, JW Marriott, Adi Mulia, Grand Mercure, 
Fave, Brastagi Supermarkets and Garuda Restaurants. The 
type of research used is descriptive causal with a study 
population of 70 people consisting of hotel staff responsible for 
procurement of goods namely purchasing and kitchen parts, 
inventory managers at supermarkets, super markets and 
restaurants, with the aim of analyzing causal relationships 
between variables studied through testing hypotheses. The 
sampling method carried out in this study is saturated 
samples, where the entire population in the study is sampled. 

The research data used is sourced from primary data, namely 
data obtained by survey directly from data sources through 
interviews and questionnaires given to respondents. Data 
validity testing was done through a comparison between 
correlation scores between data items with a total score of r-
critical value or r-table 0.30 (Sugiyono, 2009), and for reliable 
testing the data was determined using the value of cronbach's 
alpha 0.60 (Sunyoto, 2013) Statistical analysis methods of 
data used in this study include Descriptive Statistical Analysis 
and Inferential Statistical Analysis. 
 

IV. RESULTS AND DISCUSSION 

Testing the validity and reliable data shows the r-count value of 
each variable is greater than the r-table (r-count> 0.30) and 
the value of cronbach's alpha for each variable is greater than 
0.60. Based on the results of these tests it can be said that the 
data used in this study is valid and reliable. The results of 
descriptive statistical analysis of the variable product indicators 
showed that on average 33.9% of respondents gave very 
agreeable values and 57.5% gave the agreed value. This 
shows that in general respondents rated the Calina IPB 9 
papaya product that is marketed has advantages in taste, 
attractive color display, good packaging and informative 
labeling. Analysis of the price variable indicator based on the 
average value shows that respondents who gave very agree 
as much as 31.4% and agreed value as much as 64.3%, so 
that it can be said in general respondents rate the sale price of 
Calina IPB 9 papaya is still affordable by the buyer, according 
with the quality provided and able to compete with the prices 
of other types of papaya. Analysis of the promotional variable 
indicators shows the average value of respondents who gave 
a very agreeable value of 20% and an agreed value of 71%. 
This shows that information about the Calina IPB 9 papaya 
was obtained by respondents through direct promotions from 
sellers and social media which contained complete information 
on the condition of Calina IPB 9 papaya fruit products. 
Analysis of the indicator of the distribution variable shows the 
average value of the respondents who gave very agreeable 
scores amounting to 13.8% and those who gave agreed 
values amounted to 61.4%, so that it can be said that the 
distribution of Calina IPB 9 papaya according to respondents 
is relatively easy to reach, runs smoothly and always available 
as needed. Analysis of variable service quality indicators 
shows respondents who gave a very agreeable value based 
on an average value of 27.4% and who gave an agreed value 
of 66%. This shows that respondents assess the papaya 
delivery service Calina IPB 9 has used adequate 
transportation equipment and meet the delivery time target, 
the seller confirms in detail the ordering of fruit delivered by 
the customer, and the fruit conditions that the customer 
receives are in accordance with the order and customer 
requirements . The results of descriptive statistical analysis of 
the variable customer satisfaction is known that based on the 
average value, respondents who gave very agreeable scores 
amounted to 32.2% and those who agreed agree totaled 
64.7%, so that it can be said that the quality of fruit, fruit 
prices, distribution and service the papaya fruit seller Calina 
IPB 9 has met and fulfilled the respondents' expectations. The 
results of descriptive statistical analysis of the variable 
customer loyalty on Calina IPB 9 papaya fruit showed that on 
average, very loyal respondents amounted to 15% and loyal 
respondents amounted to 60.4%, where in general 
respondents would repurchase Calina IPB papaya fruit 9, will 
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not be affected by the increase in the price of papaya fruit 
Calina IPB 9, will not buy other types of papaya other than 
Calina IPB 9 papaya fruit, and will refer Calina IPB 9 papaya 
fruit to others. The results of inferential statistical analysis of 
the product variable hypothesis show that the product factor 
has a positive and not significant effect on customer 
satisfaction and loyalty and does not significantly influence 
customer loyalty through customer satisfaction, in other words 
the hypothesis can be rejected. Based on the results of the 
analysis, it can be seen that the relationship between the 
factors of Calina IPB 9 papaya fruit products to customer 
satisfaction goes in the same direction, which means that the 
better the Calina IPB 9 papaya fruit products, the more 
satisfied customers will be. This shows that the product factors 
on Calina IPB 9 papaya fruit products affect customer 
satisfaction and loyalty. This research is a proof of theoretical 
studies and empirical studies which state that products have a 
positive effect on customer loyalty. The results of this study are 
in accordance with the results of research conducted by 
Hasnelly and Yusuf (2017), but in previous studies the product 
has a significant effect on customer loyalty, while in this study 
the product has no significant effect on customer loyalty. This 
condition can occur due to the Calina IPB 9 papaya is a 
superior product which is the result of a crossing of several 
varieties of papaya fruit. As a fruit product from the papaya 
crossing, Calina IPB 9 has several quality advantages such as 
sweet taste and attractive color. In addition, as a product sold, 
Calina IPB 9 papaya fruit has been packaged and labeled well 
when marketed. This is in accordance with the respondents' 
assessment on the results of the descriptive statistical analysis 
which dominantly states that the Calina IPB 9 papaya fruit 
product has a sweet taste, attractive color, good packaging 
and informative labeling. Good and trusted product quality will 
make the product always embedded in the customer's mind. 
Customers are willing to pay some money to buy quality 
products (Kotler and Armstrong, 2014). Inferential statistical 
analysis of the hypothesis of the price variable shows that the 
price factor has a significant positive effect on customer 
satisfaction and loyalty which means that the hypothesis is 
accepted, but on the other hand there is a rejected hypothesis 
where the price factor has no significant effect on customer 
loyalty through customer satisfaction. This shows that between 
the price factor and customer satisfaction there is a 
unidirectional relationship which means that price changes will 
have an impact on customer satisfaction. The price has a 
positive and significant effect on customer loyalty, meaning 
that the price is the determining factor of how loyal or not 
customers are. The condition of the rejected hypothesis can 
occur because the Calina IPB 9 papaya fruit has the best 
quality that gives satisfaction to customers and is included in 
superior products. This was also strengthened by the results of 
descriptive statistical analysis which showed that in general 
respondents rated the price of Calina IPB 9 papaya fruit as 
being suitable for quality, still affordable and able to compete. 
Respondents were not affected by the price of Calina IPB 9 
papaya fruit which was more expensive than the price of 
similar products because the quality was more satisfying and 
fulfilled expectations. The higher the price offered reflects the 
better quality of fruit and creates loyal customers. According to 
Tjiptono (2008) the availability of quality products in 
accordance with the quality standards desired by consumers 
and the prices offered in accordance with the benefits of 
making consumers prefer shopping places for products that 

meet the criteria of consumers, feel happy to have purchased 
the product, and recommend it to consumers other. This 
research is a proof of theoretical studies and empirical studies 
which state that prices have a significant effect on customer 
loyalty. Based on the results of this study the price has a 
positive effect, while in the previous research conducted by 
Spiller and August (2016) prices have a negative effect. This 
can occur due to Calina IPB 9 papaya fruit with various 
advantages classified as superior products. Inferential 
statistical analysis of the promotional variable hypothesis 
shows that all hypotheses are rejected where the results of the 
analysis show that the promotion factor has an insignificant 
negative effect on customer satisfaction, has no significant 
positive effect on customer loyalty, and has no significant 
effect on customer loyalty through customer satisfaction. 
Based on the results of the analysis it can be seen that the 
promotion factor in the marketing of Calina IPB 9 papaya fruit 
has an effect but not significant on customer loyalty, but does 
not affect customer satisfaction and does not significantly 
influence customer loyalty through customer satisfaction.  
 

V. CONCLUSION 

1. Price and quality of service partially have a positive and 
significant effect on customer satisfaction. 

2. Products partially have positive but not significant effect on 
customer satisfaction. 

3. Partial promotion and distribution have a negative but not 
significant effect on customer satisfaction. 

4. Prices partially have a positive and significant effect on 
customer loyalty. 

5. Product, promotion, distribution and quality of service 
partially have a positive but not significant effect on 
customer loyalty. 

6. Customer satisfaction as an intervening variable has a 
positive but not significant effect on customer loyalty. 
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