
   
International Journal of Management and Business Intelligence (IJBMI) 
Vol. 3 No. 3 2025: 245-258 
 
 

245 
( 

DOI: https://doi.org/10.59890/ijmbi.v3i3.95  
ISSN-E: 3025-5589 
https://dmimultitechpublisher.my.id/index.php/ijmbi  

The Effect of Marketing Mix and Service Quality on Customer 
Satisfaction at Care and Clean Laundry 

 
Silvani Dhea Safira1, Silvia Paramita2, Nina Triolita3* 
NSC Surabaya Polytechnic 

Corresponding Author: Nina Triolita ninatriolita07@gmail.com  
 

A R T I C L E I N F O A B S T R A C T 

Keywords: Marketing Mix, 
Service Quality, Customer 
Satisfaction 
 
Received : 20, April  
Revised  : 21, May 
Accepted: 30, June 

 
©2025Safira, Paramita, Triolita: This 
is an open-access article distributed 
under the terms of the Creative 
Commons Atribusi 4.0 
Internasional. 

 

The purpose of this study is to examine how 
customer satisfaction in the Care and Clean 
laundry industry is impacted by the marketing 
mix and service quality.  Customer happiness is 
essential to preserving loyalty and enhancing 
corporate sustainability in the cutthroat service 
sector.  Thirty respondents who are current 
clients were given questionnaires as part of the 
study's quantitative methodology.  Multiple 
linear regression tests, t-tests, F-tests, and 
coefficients of determination and correlation 
were used to analyze the data with SPSS 25. 
According to the findings, customer happiness 
was significantly impacted by the marketing 
mix (83.6%), and service quality was 
significantly impacted by the marketing mix 
(77.6%).  Both variables together had an 84% 
impact on customer satisfaction; other factors 
impacted the remaining percentage.  It is clear 
that improving both the marketing mix and the 
quality of the services will greatly raise 
consumer satisfaction. 
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INTRODUCTION 
Customer happiness is one of the primary determinants of a company's 

success in an era of fiercer corporate rivalry service company, including in the 
laundry industry. Laundry companies are not only required to provide clean 
and neat laundry results, but must also be able to meet customer expectations in 
terms of service, competitive prices, and convenience in the ordering and 
retrieval process.  

All companies in the field of goods or services are certainly aware of 
customer satisfaction, customer satisfaction must be achieved in order for 
customers to return to using the company's products or services which is 
commonly referred to as customer loyalty. Customers also expect good service 
from the products they buy or the services used, both in terms of promotion, 
price and comfortable place.  

Customer impressions of the level of service obtained in relation to their 
expectations are reflected in customer satisfaction.  Customer satisfaction 
increases the likelihood that they would use the service again and maybe refer 
others to it.  Consequently, washing businesses must comprehend the elements 
that affect client contentment in order to formulate the right strategy to improve 
service quality sustainably. 

The research of Imaa, Umar and Kango (2024) " The purpose of "Analysis 
of Marketing Mix and Service Quality on Consumer Satisfaction at Wed Cafe 
Banggai" is to ascertain how they affect customer satisfaction at Wed Cafe 
Banggai.  The approach is quantitative in nature.  Purposive sampling is the 
method employed, and there were 81 responders in all.   

Customers of Wed Cafe Banggai were given questionnaires to complete as 
part of this study's quantitative methodology.  Multiple linear regression is the 
analysis test that was employed in this investigation.  The study's findings 
suggest that customer happiness at Wed Cafe Banggai is influenced to some 
extent by the marketing mix and service quality.  Furthermore, a simultaneous 
positive association analysis between the independent and dependent variables 
was also achieved. 

Nurlaela and Sijabat's (2023) research "The Effect of Marketing Mix and 
Service Quality on Consumer Satisfaction at J.CO Donuts and Coffee Artos 
Magelang" seeks to ascertain how customer happiness at J.CO Donuts and 
Coffee Artos Magelang is impacted by the marketing mix and service quality.  
Random sampling was employed in this study to choose participants from 
among all customers of the J.CO Donuts & Coffee location in Artos Mall 
Magelang.   

The Cochran formula was used to get the sample size, which was rounded 
to 96 samples.  Using a quantitative method and a descriptive statistical 
research design, the study employed numerous linear regression analysis tests 
and questionnaires to collect data.  This study comes to the conclusion that 
service quality and the marketing mix have an impact on consumer satisfaction 
at J.CO Donuts & Coffee, Artos Mall Magelang branch. 

Kambey and Sepang's research (2018) "Analysis of the Influence of Service 
Quality, Marketing Mix and Brand Image on Consumer Satisfaction at (PT. 
Hasjrat Abadi Yamaha Samratulangi Manado)" aims to see the influence of 
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impact of brand image, marketing mix, and service quality on customer 
satisfaction.  Associative research methodology is employed, and 99 
respondents were selected by chance sampling.   

The multiple linear regression analysis approach is used to test 
hypotheses.  According to the study's findings, customer satisfaction is 
influenced by service quality, marketing mix, and brand image all at the same 
time. However, only a portion of these factors significantly affect customer 
satisfaction, whereas marketing mix and brand image variables do not. 

The purpose of this study is to examine how customer happiness in a 
laundry business is impacted by the marketing mix and service quality.  
Businesses may create more focused plans to enhance service quality and create 
enduring connections with clients by knowing how these variables relate to one 
another. 
 
LITERATURE REVIEW 
Marketing 

Marketing is an activity carried out by several parties concerned and aims 
to satisfy clients' wants and needs in order to benefit both parties.  The goal of 
marketing, according to Eva Sundari and Imam Hanafi's book Marketing 
Management (2023), is to draw in new clients by developing a product that 
meets consumer needs, making a promise of superior value, establishing 
competitive prices, making products easy to distribute, advertising successfully, 
and keeping hold of current clients while upholding the customer satisfaction 
principle. 

Eva Sundari and Imam Hanafi in their book entitled Marketing 
Management (2023) also explain the basic thinking of marketing starting with 
the existence of needs, wants, and demands, products (goods and services), 
value, costs, satisfaction, transactions, relationships and networks, marketers 
and potential buyers. In addition to delivering goods and services to clients, 
marketing now focuses on how these goods and services may satisfy customers 
while making a profit.   

The objective of marketing, according to Eva (2022), is to draw in new 
clients by offering better value, establishing competitive prices, facilitating 
product distribution, advertising successfully, and keeping hold of current 
clients while upholding the customer happiness concept. 
Marketing Mix 

In the journal Analysis of The Impact of the Marketing Mix (4p) on 
Hardcore Gym Purchase Decisions According to H. J. Kaniu, S. Moniharapon, 
and S. Loindong (2023), the marketing mix is defined as a collection of four 
marketing tools (product, pricing, place, and promotion) that businesses utilize 
to accomplish their marketing objectives in accordance with their target market 
(Philip Kotler 2019).  The 4Ps (Product, Place, Price, and Promotion) are the 
elements that affect the marketing mix.  The marketing mix is defined as "a 
series of marketing tools (marketing mix) used by companies to achieve their 
goals in the target market" by Kotler and Armstrong (2019). 
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• Product 

A product is anything that may be made available to the public for 
consideration, acquisition, usage, or consumption in order to fulfill a need 
or desire. 

• Price 
Price is the amount charged for a particular product. Companies set prices 
in different ways. In small businesses, prices are often determined by 
senior management. 

• Promotion 
The purpose of promotion is to convince consumers to purchase a product 
by highlighting its benefits.  One of the elements that affects a marketing 
program's success is promotion. 

• Place 
Location refers to various business practices aimed at making the product 
being produced or sold affordable and available to the target market, 
which in this case involves how the product or service is delivered to 
consumers and the strategic placement of the location. 

Quality of Service 
Service quality is the most important thing to know that the service 

provided has met customer desires based on service quality indicators so that 
customers can provide feedback to the company. In the journal Analysis of 
Service Quality at CV. Singoyudho Nusantara by Apriliana and Sukaris (2022), 
Indrasari (2019) explains that service quality or client service may be divided 
into two categories: high-quality and low-quality service.   

This service quality is flexible and subject to change rather than being 
fixed or unchangeable.  Naturally, this transformation takes the shape of raising 
the standard of service to an even higher level.  A number of tools are required 
to assist the process of improving service quality, including customer surveys 
and observations, which include input, views, and feedback about the services 
rendered. 

There are several indicators according to Tjiptono (2014) The following 
aspects of service quality can be used to gauge a service's level of quality: 

1) Physical evidence: the way that actual buildings, machinery, staff, and 
correspondence items seem;  

2) Reliability: the capacity to deliver services precisely and consistently as 
promised;  

3) Reactivity: The readiness to assist clients and provide services in a 
suitable manner;  

4) Competence: mastery of the abilities and know-how required to deliver 
the services that clients require;  

5) Courtesy: Frontline employees' politeness, respect, attentiveness, and 
friendliness; 

6) Credibility: Honest and trustworthy nature;  
7) Security: Devoid of risk, danger, or uncertainty;  
8) Access: Contact and meeting convenience;  
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9) Communication: giving them information in a language they can 
comprehend and paying attention to their concerns and 
recommendations at all times;  

10) Customer comprehension: Making an effort to comprehend clients and 
their requirements. 

Customer Satisfaction 
Consumer satisfaction refers to how happy or dissatisfied customers are 

with a product or service after using it.  In their book Marketing Management 
(2023), Eva Sundari and Imam Hanafi clarify that customer satisfaction is a key 
performance indicator that gauges how well a business's goods or services 
satisfy customers directly affects customer loyalty and word of mouth 
marketing. 

Eva Sundari and Imam Hanafi in their book entitled Marketing 
Management (2023) also explain that customer quality is related to quality, 
which currently has the term A program called Total Quality Management 
(TQM) was developed to continually raise the caliber of goods, services, and 
marketing procedures. Among the promises made by Total Quality 
Management (TQM) are:  

1. Pay attention to your clients  
2. Be extremely quality-obsessed  
3. Apply science to problem-solving and decision-making  
4. Be dedicated over the long run  
5. Constantly enhance procedures 
6. Organize education and training for employees 

Based on the problems, research gaps and theoretical basis, the following 
hypothesis is formulated: 

H1: Marketing mix has a significant influence on Customer Satisfaction 
H2: Service Quality has a significant influence on Customer Satisfaction 
 

METHODOLOGY 
 The researcher employed a quantitative technique in this investigation.  
Sinambela (2020) defines quantitative research as a kind of study that processes 
data using numbers to provide organized information.  To gather quantitative 
data in this study, the researcher used Google Form to distribute questionnaires 
online to 30 Care and Clean Laundry customers who were willing to participate 
as respondents. 
 In this study, there are two types of variables: dependent variables 
symbolized by the letter "Y" and independent variables symbolized by the letter 
"X". Where the dependent variable is customer satisfaction (Y), while the 
independent variables consist of the marketing mix (X1), and service quality 
(X2). Researchers use a Likert scale (ranging from 1 to 5) in the questionnaire to 
collect the data needed during the analysis process. Where the goal is to 
determine the influence between independent variables on dependent variables 
both partially and simultaneously which are processed using SPSS 25. 
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RESULT AND DISCUSSION 
Demographic Profile 

An overview of the respondents' personal traits is shown in Table 1.  
According to the findings, 53% of respondents were women and 47% of 
respondents were men.  Young individuals under the age of 25 made up 47% of 
the responses.  Employees made up the bulk of responders.  47% of people 
utilize laundry services.  Additional details are included in Table 1 below: 

Table 1. Demographic Table 

                     
 
Descriptive Analysis 

In this test, it is used to determine the minimum and maximum scores, 
mean scores and standard deviations of each variable. The results are as 
follows: 

Table 2. Results of Descriptive Statistics Analysis 
Descriptive Statistics 

 N Minimum Maximum Mean 
Std. 

Deviation 

BAURAN 
PEMASARAN (X1) 

30 27.00 40.00 34.7667 4.49278 

KUALITAS 
PELAYANAN (X2) 

30 25.00 40.00 34.5333 4.73966 

KEPUASAN 
PELANGGAN (Y) 

30 27.00 40.00 35.2333 4.31264 

Valid N (listwise) 30     

  
Marketing mix achieved a mean score of 3.47 with a standard deviation of 

4.492, with a minimum score of 27 and a maximum score of 40.  
 With a mean score of 3.45 and a standard deviation of 4.739, service 

quality received a minimum score of 25 and a maximum score of 40. 
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Customer satisfaction achieved a mean score of 3.52 with a standard 
deviation of 4.312, with a minimum score of 27 and a maximum score of 40. 

 Verification Analysis 
 The goal of this study is to ascertain how independent factors affect 

dependent variables.  The following are the test results: 

• Multiple Linear Regression 
 The purpose of this regression test is to ascertain if changes in the 

independent variable will result in changes in the dependent variable.  The 
following are the test results: 

Table 3. Multiple Linear Regression Test Results 
 

The regression equation Y = 4.709 + 0.704X1 + 0.176X2 is derived from the 
test data in the preceding table.  This equation provides the following 
explanation: 

1) The constant of 4.709 indicates that there is a customer satisfaction value of 
4.709 points in the absence of the marketing mix and service quality. 

2) The marketing mix regression coefficient is 0.704; this value is positive, 
indicating that customer satisfaction will rise by 0.704 points for each 
increase in the marketing mix. 

3) The service quality regression coefficient is 0.176; this value is positive, 
indicating that customer satisfaction will rise by 0.176 points for each unit 
increase in service quality.Analysis of Determination Coefficient 

The determination coefficient the goal of the analysis is to ascertain the 
proportion of the independent variable's partial and simultaneous effect on 
the dependent variable.  The following are the test results: 

Table 4. Results of the Marketing Mix Determination Coefficient Test on 
Customer Satisfaction. 

 

A determination value of 0.836 was derived based on the test findings, 
indicating that the marketing mix contributes 83.6% to customer satisfaction. 

Table 5. Test Results of the Determination Coefficient of Service Quality on 
Customer Satisfaction. 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 4.709 2.590  1.819 .080 

BAURAN 
PEMASARAN (X1) 

.704 .214 .733 3.280 .003 

KUALITAS 
PELAYANAN (X2) 

.176 .203 .193 .864 .395 

a. Dependent Variable: KEPUASAN PELANGGAN (Y) 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .914a .836 .830 1.77961 

a. Predictors: (Constant), BAURAN PEMASARAN (X1) 
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The test findings yielded a determination value of 0.776, indicating that 

77.6% of the effect of service quality on customer satisfaction. 
Table 6. Results of Testing the Determination Coefficient of Marketing 

Mix and Service Quality on Customer Satisfaction. 

 
The test findings yielded a determination value of 0.840, indicating that 

the marketing mix and service quality jointly contribute 84.0% to consumer 
happiness, with other factors influencing the remaining 16%. 

• Hypothesis Testing 
- Hypothesis Test (t-Test) 

To ascertain which partial hypothesis is accepted, hypothesis 
testing using the t-test is employed.  The first hypothesis is that 
consumer satisfaction is significantly impacted by the marketing mix. 

Table 7. Results of Marketing Mix Hypothesis Testing on Customer Satisfaction. 

 
The first hypothesis put out is that there is a substantial relationship 

between the marketing mix and customer happiness since the computed t 
value, which is based on the test results in the above table, is > t table, or (11.929 
> 2.052). 

Table 8. The T Table Results were Obtained from 

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .881a .776 .768 2.07603 

a. Predictors: (Constant), KUALITAS PELAYANAN (X2) 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .917a .840 .828 1.78774 

a. Predictors: (Constant), KUALITAS PELAYANAN (X2), BAURAN PEMASARAN 
(X1) 

Coefficientsa 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. B Std. Error Beta 

1 (Constant) 4.727 2.578  1.834 .077 

BAURAN 
PEMASARAN (X1) 

.877 .074 .914 11.929 .000 

a. Dependent Variable: KEPUASAN PELANGGAN (Y) 
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Table 9. Results of Hypothesis Testing of Service Quality on Customer 
Satisfaction 

 
The second hypothesis put out is that there is a substantial relationship 

between service quality and customer satisfaction, as indicated by the 
computed t value, which is > t table or 9.856 > 2.052, based on the test findings 
in the above table. 
 

Table 10. The T Table Results were Obtained from 

 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 7.549 2.834  2.663 .013 

KUALITAS 
PELAYANAN (X2) 

.802 .081 .881 9.856 .000 

a. Dependent Variable: KEPUASAN PELANGGAN (Y) 
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- Simultaneous Hypothesis Test (F Test) 
Which of the three simultaneous hypotheses—that the marketing mix 

has a major impact on service quality—is accepted is determined by 
hypothesis testing using the F test customer satisfaction? 

Table 11. Results of Hypothesis Testing of Marketing Mix and Service Quality 
on Customer Satisfaction. 

 
The final hypothesis put forward is that the marketing mix and service 

quality have a major impact on customer happiness. This is supported by the 
table, or 70.881 > 3.340. The results of the F table are obtained from:test results 
in the above table, which showed that the computed F value was > 
 
 
 
 
 
 
 
 
 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 453.075 2 226.537 70.881 .000b 

Residual 86.292 27 3.196   

Total 539.367 29    

a. Dependent Variable: KEPUASAN PELANGGAN (Y) 

b. Predictors: (Constant), PELAYANAN (X2), BAURAN PEMASARAN (X1) 
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Table 12. The results of the F table are obtained from 

 
 

• Analysis of Determination Coefficient 
The goal of the correlation coefficient study is to ascertain how strongly the 

independent and dependent variables are related, both partially and 
concurrently.  The following are the test results: 

Table 13. Results of the Marketing Mix Correlation Coefficient Test on 
Customer Satisfaction 

Correlations 

 

BAURAN 
PEMASARAN 
(X1) 

KEPUASAN 
PELANGGAN (Y) 

BAURAN 
PEMASARAN 
(X1) 

Pearson 
Correlation 

1 .914** 

Sig. (2-tailed)  .000 

N 30 30 

KEPUASAN 
PELANGGAN (Y) 

Pearson 
Correlation 

.914** 1 

Sig. (2-tailed) .000  
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N 30 30 

**. Correlation is significant at the 0.01 level (2-tailed). 

 
Based on the test results, a correlation value of 0.914 was obtained, 

meaning that the marketing mix has a very strong relationship with customer 
satisfaction. 
Table 14. Results of the Test of the Correlation Coefficient of Service Quality to 

Customer Satisfaction. 

 
A correlation score of 0.881 was found based on the test findings, 

indicating a very high association between customer quality and to customer 
satisfaction. 

Table 15. Results of the Correlation Coefficient Test of Marketing Mix and 
Service Quality Simultaneously to Customer Satisfaction. 

Model Summary 

Model R R Square 
Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .917a .840 .828 1.78774 

a. Predictors: (Constant), KUALITAS PELAYANAN (X2), 
BAURAN PEMASARAN (X1) 

Based on According to the test findings, a determination value of 0.840 
was attained, indicating that 84.0% of customer happiness is influenced by the 
marketing mix. 
The Effect of Marketing Mix on Customer Satisfaction 

With a correlation of 0.914, or a high association with an influence 
contribution of 83.6%, the marketing mix significantly affects consumer 
happiness.  A computed t value > t table, or (11.929 > 2.052), was achieved by 
hypothesis testing.  As a result, the first hypothesis suggested that customer 
happiness and the marketing mix had a substantial relationship. 
The Effect of Marketing Mix on Customer Satisfaction 

With a correlation of 0.881, or a high link with a contribution of impact of 
77.6%, service quality significantly affects customer happiness.  A determined t 
value > t table, or 9.856 > 2.052, was reached by hypothesis testing.  According 
to the second hypothesis, customer satisfaction and service quality are 
significantly correlated. 

Correlations 

 
PELAYANAN 
(X2) 

KEPUASAN 
PELANGGAN (Y) 

KUALITAS 
PELAYANAN (X2) 

Pearson 
Correlation 

1 .881** 

Sig. (2-tailed)  .000 

N 30 30 

KEPUASAN 
PELANGGAN (Y) 

Pearson 
Correlation 

.881** 1 

Sig. (2-tailed) .000  

N 30 30 

**. Correlation is significant at the 0.01 level (2-tailed). 
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The Effect of Marketing Mix and Service Quality on Customer Satisfaction 
Customer happiness is significantly impacted by the marketing mix and 

service quality, according to the regression equation Y = 4.709 + 0.704X1 + 
0.176X2, which has a correlation value of 0.840, indicating a strong association 
with an influence contribution of 84%, while other factors affect the remaining 
16%.  A computed F value > F table, or 70.881 > 3.340, was reached by 
hypothesis testing.  According to the third hypothesis, consumer happiness is 
significantly impacted by both the marketing mix and service quality. 

 
CONCLUSIONS AND RECOMMENDATIONS 
Conclusions 

• The marketing mix significantly affects customer satisfaction. 
Customer satisfaction is significantly and favorably impacted by the 
marketing mix, which includes product, price, place, and promotion, 
according to the analysis's findings.  The computed t value (11.929) > t 
table (2.052) indicates that the influence contribution is 83.6% and the 
correlation value is 0.914. 

• Service Quality Has a Significant Influence on Customer Satisfaction 

• Customer satisfaction is also significantly impacted by service quality, 
with a 77.6% contribution and a correlation of 0.881.  Increasing service 
quality has a significant effect on customer satisfaction, as seen by the 
computed t value (9.856) > t table (2.052). 

• Simultaneous Influence of Marketing Mix and Service Quality on 
Customer Satisfaction 
With a correlation value of 0.917 and an 84% contribution, marketing mix 

and service quality both significantly affect customer happiness at the same 
time, with other factors influencing 16%.  This conclusion is supported by the 
computed F value (70.881) > F table (3.340). 
Recommendations 

• Care and Clean Laundry needs to continue to strengthen its marketing 
mix strategy, especially in product innovation and promotional 
effectiveness to maintain and increase customer satisfaction. 
Services must be continuously improved, especially in terms of 

punctuality, staff friendliness, and cleanliness of facilities. Companies can hold 
regular training for employees to maintain consistent quality. 
 
FURTHER STUDY  
 This research still has limitations so there is still a need for further 
research on the topic “The Effect of Marketing Mix and Service Quality on 
Customer Satisfaction at Care and Clean Laundry”. 
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