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INTISARI 

 

 
 Penelitian ini dilakukan untuk menganalisis pengaruh retail marketing mix 

terhadap loyalitas konsumen dengan kepuasan konsumen sebagai variabel moderasi 

pada minimarket Alfamart di Yogyakarta. Elemen retail marketing mix yang 

digunakan pada penelitian ini adalah merchandise, pricing, location, retail service, 

promotion, dan store atmosphere.  

 Responden dalam penelitian ini berjumlah 449 orang (dari 500 kuesioner yang 

dibagikan), yang pernah membeli dan menggunakan produk dari minimarket 

Alfamart, serta berbelanja minimal sebanyak 3 (tiga) kali di minimarket Alfamart 

dalam 2 bulan terakhir. Metode analisis data yang digunakan adalah analisis 

persentase, analisis regresi berganda, dan analisis regresi moderasian. 

 Berdasarkan hasil pengujian dan analisis, dapat diperoleh beberapa 

kesimpulan terkait dengan model penelitian. Pertama, hasil penelitian menunjukkan 

bahwa dari enam elemen retail marketing mix yang berpengaruh secara signifikan 

terhadap loyalitas konsumen adalah pricing, retail service, promotion, dan store 

atmosphere. Kedua, interaksi pengaruh merchandise, pricing, location, retail service, 

promotion, dan store atmosphere terhadap loyalitas konsumen dimoderasi oleh 

kepuasan konsumen. 

 

Kata Kunci: retail marketing mix, kepuasan konsumen, loyalitas konsumen, 

minimarket Alfamart 
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ABSTRACT 

 

   

The study was conducted to analyze the effect of retail marketing mix 

customer loyalty with customer satisfaction as a moderating variable on the 

minimarket Alfamart in Yogyakarta. Retail marketing mix elements used in this study 

include merchandise, pricing, location, retail service, promotion and store 

atmosphere.  

Respondents in this research were 449 people (out of 500 questionnaires were 

distributed), who had bought and used products from minimarket Alfamart, and 

shopping at least 3 (three) times in minimarket Alfamart in 2 months. The method of 

data analysis is the percentage analysis, multiple regression analysis, and moderated 

regression analysis. 

Based on the results of testing and analysis, some conclusions can be obtained 

related to the research model. First, the results showed that of the six elements of the 

retail marketing mix significantly influence customer loyalty is the pricing, retail 

service, promotion and store atmosphere. Second, the interaction effect of 

merchandise, pricing, location, retail service, promotion and store atmosphere of 

customer loyalty is moderated by consumer satisfaction. 

 

Keywords: retail marketing mix, customer satisfaction, customer loyalty, minimarket 

Alfamart 
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