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Abstract:  

Background: The growth of urban coffee consumption has intensified competition in 
Indonesia’s mobile coffee service industry, requiring companies to strengthen customer 
satisfaction and loyalty.
Purpose: This study examines the influence of the 7P marketing mix on customer loyalty 
through the mediating role of customer satisfaction at Jago Coffee.
Design/methodology/approach: A mixed-method approach was employed using SEM-PLS 
analysis based on questionnaires from 162 Jago Coffee consumers and supported by in-depth 
interviews in Jakarta.
Findings/Result: The results indicate that all dimensions of the 7P marketing mix significantly 
and positively influence customer loyalty through customer satisfaction. Among the 7P 
elements, physical evidence showed the strongest contribution, while product and promotion 
demonstrated relatively lower effects. Customers particularly valued product quality, service 
efficiency, and digital convenience.
Conclusion: An integrated 7P marketing mix supported by customer satisfaction plays an 
important role in strengthening customer loyalty in mobile coffee services.
Originality/value (State of the art): This study provides a comprehensive model integrating 
the 7P marketing mix with customer satisfaction as a mediating variable in the mobile coffee 
business context an area that remains underexplored in the Indonesian F&B industry.
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Introduction

The rapid growth of coffee consumption as part 
of urban lifestyles has intensified competition in 
Indonesia’s coffee industry, particularly in urban 
areas such as Jakarta. Alongside the expansion of 
conventional coffee shops, mobile coffee services 
have emerged as an innovative business approach that 
combines digital platforms, operational flexibility, 
and direct customer engagement (Septiani et al. 
2024). This development highlights the importance of 
effective marketing strategies in maintaining customer 
satisfaction and loyalty in increasingly competitive 
markets. Jago Coffee is one of the pioneers of mobile 
coffee services in Indonesia, operating through electric 
carts and digital ordering systems without relying on 
permanent physical stores (Jagocoffee, 2023). Despite 
its innovative concept, Jago Coffee faces increasing 
competition from brands adopting similar mobile and 
digital strategies (Santosa et al. 2025). In addition, 
customer reviews have highlighted issues related 
to product consistency and service responsiveness, 
which may negatively affect customer satisfaction and 
loyalty if not properly addressed (Jagocoffee, 2025).

The 7P marketing mix consisting of product, price, 
place, promotion, people, process, and physical 
evidence is widely used to evaluate service marketing 
effectiveness because it incorporates both product 
and service-related dimensions that shape customer 
experiences (Budiawan & Christine, 2017). Previous 
studies have shown that marketing mix strategies 
significantly influence customer satisfaction and 
loyalty across various service industries (Othman et 
al. 2021). Customer satisfaction itself is considered 
an important antecedent of loyalty because it reflects 
customers’ evaluations of perceived performance 
relative to expectations (Kotler & Keller, 2022). 
However, previous studies have primarily focused 
on conventional coffee shops and broader food and 
beverage industries, with limited attention to mobile 
coffee services characterized by digital ordering 
systems and operational mobility. In addition, studies 
examining the mediating role of customer satisfaction 
in the relationship between the 7P marketing mix and 
customer loyalty within mobile coffee services in 
Indonesia remain limited. Therefore, further research 
is needed to understand how the 7P marketing mix 
influences customer loyalty in emerging mobile coffee 
service environments.

This study aims to analyze the influence of the 7P 
marketing mix on customer loyalty through the 
mediating role of customer satisfaction in Jago Coffee. 
The study contributes to service marketing literature 
by extending the application of the 7P marketing mix 
framework into the context of mobile coffee services 
while providing managerial insights for improving 
customer loyalty in increasingly competitive coffee 
markets.

Methods

This study employed a mixed-method approach to 
examine the influence of the 7P marketing mix on 
customer loyalty through the mediating role of customer 
satisfaction in Jago Coffee. Quantitative data were 
collected through questionnaires, while qualitative 
insights were obtained through in-depth interviews 
with customers and product sellers in Jakarta.

The study utilized both primary and secondary data 
sources. Primary data were collected from Jago Coffee 
consumers and product sellers through questionnaires 
and interviews. Secondary data were obtained from 
previous studies, reports, and information from Jago 
Coffee’s official website and social media platforms 
to support the analysis of the company’s marketing 
strategy.

Quantitative data were collected through structured 
questionnaires distributed via Google Forms to 162 
respondents who had purchased Jago Coffee products 
within the last six months. Purposive sampling was 
employed to ensure that respondents had relevant 
experience with Jago Coffee’s mobile coffee services. 
The questionnaire items were adapted from previous 
studies on the 7P marketing mix, customer satisfaction, 
and customer loyalty, and were measured using a four-
point Likert scale ranging from strongly disagree (1) to 
strongly agree (4).

Qualitative data were obtained through semi-structured 
interviews with three customers and three product 
sellers to explore perceptions regarding product quality, 
service experience, promotional activities, digital 
ordering systems, and factors influencing customer 
satisfaction and loyalty.
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H5: People have a significant effect on customer loyalty 
through customer satisfaction.
H6: Process has a significant effect on customer loyalty 
through customer satisfaction.
H7: Physical evidence has a significant effect on 
customer loyalty through customer satisfaction.

This study proposes a conceptual framework to analyze 
the influence of the 7P marketing mix on customer 
loyalty mediated by customer satisfaction in Jago 
Coffee. Figure 1 illustrates how the development 
of the coffee industry and increasing competition 
in mobile coffee businesses create the need for 
an effective marketing strategy at Jago Coffee. It 
integrates descriptive statistics, in-depth interviews, 
and survey data to evaluate the existing marketing 
mix and its seven components (product, price, place, 
promotion, people, process, and physical evidence). 
Using SEM-PLS analysis, the model examines the 
relationship between the 7P marketing mix, customer 
satisfaction, and customer loyalty, resulting in strategic 
recommendations to enhance customer loyalty.

Descriptive statistics were used to analyze respondent 
characteristics and customer behavior. To assess 
the influence of the 7P marketing mix on customer 
loyalty through customer satisfaction, Structural 
Equation Modeling–Partial Least Squares (SEM-
PLS) was conducted using SmartPLS 4.0. SEM-PLS 
was considered appropriate because this study focuses 
on prediction-oriented analysis, involves multiple 
latent constructs with mediation effects, and utilizes 
a relatively moderate sample size. The significance of 
the model was evaluated using path coefficients and 
p-values, with significance thresholds of p ≤ 0.05.

The following hypotheses were developed based on 
previous empirical studies:
H1: Product has a significant effect on customer loyalty 
through customer satisfaction.
H2: Price has a significant effect on customer loyalty 
through customer satisfaction.
H3: Place has a significant effect on customer loyalty 
through customer satisfaction.
H4: Promotion has a significant effect on customer 
loyalty through customer satisfaction.

Figure 1. Conceptual framework
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indicating that younger consumers represent the 
primary market segment for modern ready-to-drink 
coffee products. This result aligns with Wibowo et al. 
(2023) and Matondang et al. (2024), who emphasized 
Generation Z’s preference for convenience-oriented 
and lifestyle-driven coffee consumption. In terms of 
occupation, most respondents were office workers 
(69.6%), supporting Permana (2025), who highlighted 
the dominance of urban professionals in the modern 
coffee market due to their stable purchasing power and 
daily coffee consumption habits. Geographically, most 
respondents resided and conducted daily activities within 
Greater Jakarta, particularly South Jakarta, an area 
recognized for its dense office environment and strong 
coffee culture (Amrihani & Ritonga, 2021; Santosa et al. 
2025). Most respondents also fell within the IDR 1.2–6 
million monthly income category, reflecting relatively 
stable purchasing power. In addition, more than half of 
respondents allocated IDR 1.5–2.5 million per month 
for food and beverages, consistent with Katadata (2023), 
which reported that food and beverage expenditure 
represents a major component of household spending 
in Indonesia. Monthly coffee expenditure among most 
respondents ranged from IDR 250,000 to 550,000, 
suggesting that coffee consumption has increasingly 
become part of urban lifestyle behavior rather than 
merely a functional necessity.

The results further indicate that coffee was the most 
frequently consumed beverage among respondents 
(92.8%), reflecting its role not only as a functional drink 
but also as part of social identity and lifestyle expression 
(Amrihani & Ritonga, 2021). Most respondents 
consumed coffee at low to moderate frequency, 
consistent with Widodo and Lontoh (2023), who found 
that young adults tend to prefer regular but controlled 
coffee consumption patterns. Arabica was the most 
preferred coffee bean type (52.3%), while milk-based 
coffee beverages, particularly kopi susu, dominated 
consumer preferences (72%), indicating stronger 
demand for lighter and more accessible flavor profiles. 
Purchases of Jago Coffee products were generally low 
to moderate in frequency (64.2%), with consumption 
peaking during midday hours (53.6%). This finding 
supports Herqutanto et al. (2024), who argued that 
coffee consumption among office workers is closely 
associated with maintaining productivity and alertness 
during daily activities. In terms of digital behavior, 
most respondents had used the Jago Coffee application 
(69.6%), particularly for online ordering and discount 
vouchers. However, the relatively limited frequency 

Results

Existing Marketing Mix Strategy of Jago Coffee

To stay competitive as a pioneer in mobile coffee services, 
Jago Coffee applies various marketing strategies 
aimed at attracting customers, strengthening loyalty, 
and expanding market reach. This study identified the 
company’s current marketing mix strategy through 
secondary data from the official website and relevant 
literature, complemented by in-depth interviews with 
Jago Coffee’s product sellers (“Jagoan”) to provide 
operational insights. 

Table 1 illustrates that Jago Coffee’s marketing 
mix strategy incorporates all dimensions of the 7P 
framework, ranging from product to physical evidence. 
To complement the secondary data, in-depth interviews 
were conducted with three product sellers in Jakarta 
to obtain practical insights into the implementation 
of the company’s marketing strategies. The findings 
indicate that Jago Coffee consistently applies the 7P 
strategy to support customer experience and operational 
efficiency. Popular menu items include milk-based 
beverages such as cappuccino and salted caramel latte, 
which are perceived positively due to their taste and 
minimalist packaging. Pricing is centrally determined 
by the company, while promotional programs such 
as discounts and vouchers are considered effective in 
encouraging repeat purchases. The company also utilizes 
strategic operational zones, office areas, public spaces, 
and event participation to improve accessibility and 
market reach. Although promotional activities rely more 
heavily on word-of-mouth communication than social 
media engagement, product sellers receive structured 
training to maintain service consistency. In addition, 
efficient ordering processes, cashless payment systems, 
branded carts, and uniforms contribute to a clean and 
recognizable brand image, further strengthened by the 
company’s recent rebranding initiatives.

The Characteristics and Purchasing Behavior of 
Customers 

The demographic profile of respondents shows a 
relatively balanced gender distribution, with a slight 
dominance of female consumers (53%). This finding 
supports Bestari and Fadlia (2019), who noted that 
modern coffee branding tends to attract female 
consumers more than traditional coffee concepts. 
Most respondents belonged to Generation Z (82.7%), 
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product, price, place, promotion, people, process, 
and physical evidence and customer loyalty through 
customer satisfaction. The model indicates that 
customer satisfaction acts as a mediating variable 
linking the 7P marketing mix and customer loyalty, 
consistent with the pure mediation model proposed by 
Ghozali and Latan (2015).

Table 2 shows that all latent variables fulfilled the 
reliability criteria. Composite Reliability values ranged 
from 0.844 to 0.900, while Cronbach’s Alpha values 
exceeded the minimum threshold of 0.70. These 
findings indicate satisfactory internal consistency and 
confirm that all measurement constructs were reliable 
for further structural analysis.

of application usage indicates opportunities for 
further digital optimization and customer engagement 
improvement. Although some consumers still preferred 
direct purchases, digital platforms played an important 
role in shaping customer convenience and perceived 
value (Ningtias et al. 2024).

Analyze the Influence of Each 7P Element on 
Customer Loyalty Through Customer Satisfaction

This study applied a full mediation model using 
Structural Equation Modeling–Partial Least Squares 
(SEM-PLS) to examine the influence of the 7P marketing 
mix on customer loyalty through customer satisfaction. 
Figure 2 illustrates the structural relationship between 
the seven dimensions of the marketing mix namely 

Table 1. Existing marketing mix strategies of Jago Coffee
Aspect Strategi existing marketing mix 

Product Jago Coffee offers a diverse range of beverages, including black coffee, milk-based coffee such as caramel latte, and 
non-coffee options like chocolate and lychee tea, to cater to varying customer preferences. The use of attractive and 
distinctive packaging further strengthens the brand's identity and visual appeal in the eyes of consumers.

Price Targeting the middle-income segment that seeks a balance between quality and affordability, Jago Coffee prices its 
products between IDR 8,000 and IDR 12,000 per cup. In addition, the brand offers promotions such as discounts 
and customer loyalty programs aimed at enhancing customer retention and expanding market reach.

Place Utilizing a mobile coffee cart concept powered by electric vehicles, Jago Coffee operates in strategic locations such 
as office districts and shopping centers, enabling flexible and direct customer engagement. The brand also leverages 
delivery services through third-party platforms like GrabFood and GoFood, as well as its own mobile application to 
improve convenience and accessibility for customers.

Promotion Jago Coffee emphasizes digital marketing through platforms such as Instagram and TikTok to foster engagement 
and strengthen brand presence. An app-based loyalty program allows customers to accumulate points with each 
purchase, which can be redeemed for discounts or rewards. Influencer marketing is also employed to amplify brand 
visibility.

People The company implements a structured training program for its product sellers, focusing on coffee preparation 
skills, communication techniques, and customer service. This initiative aims to deliver a consistent and high-quality 
customer experience aligned with company standards.

Process Operational processes are designed for efficiency, incorporating a digital ordering system that enables customers 
to place orders remotely. The use of electric carts for distribution reflects Jago Coffee’s commitment to both 
operational effectiveness and environmental sustainability.

Physical 
evidence 

The modern, minimalist, and eco-friendly design of Jago Coffee's electric carts enhances brand visibility in high-
traffic locations. The company's mobile application and website feature a user-friendly interface that facilitates ease 
of access and reinforces the brand’s commitment to seamless digital interaction.

Table 2. Reliability test results
Latent Variable Composite Reliability Cronbach’s Alpha

Customer Loyalty (CL) 0.886 0.839
Customer Satisfaction (CS) 0.877 0.791
Price (PC) 0.844 0.725
Product (PD) 0.900 0.833
Physical Evidence (PE) 0.855 0.744
Place (PL) 0.871 0.782
Promotion (PM) 0.868 0.797
People (PO) 0.899 0.777
Process (PR) 0.887 0.810
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Figure 2.  Structural model of SEM-PLS

Table 3 presents the bootstrapping results of the SEM-
PLS analysis. All dimensions of the 7P marketing 
mix significantly influenced customer loyalty through 
customer satisfaction (p < 0.05; t > 1.96), supporting 
all proposed hypotheses (H1–H7). Among the seven 
dimensions, physical evidence demonstrated the 
strongest indirect effect on customer loyalty through 
satisfaction (O = 0.145; t = 3.778), while people and 
promotion showed relatively weaker effects. The strong 
contribution of physical evidence indicates that visual 
and tangible cues remain important in mobile coffee 
services despite the absence of permanent physical 
stores. In the context of Jago Coffee, branded electric 
carts, packaging design, uniforms, and digital interfaces 
function as representations of service quality and brand 
identity that positively shape customer perceptions and 
emotional attachment. This finding supports Suak et 
al. (2024), who emphasized the importance of physical 
elements in strengthening customer satisfaction and 
loyalty in service businesses.

The lower contribution of promotion suggests that 
existing promotional activities may be perceived as 
transactional and less differentiated from competitors. 
Discounts and vouchers may encourage short-term 
purchases but are less effective in creating stronger 
emotional attachment and long-term loyalty. This 

finding indicates that mobile coffee services require 
more personalized and experience-oriented promotional 
strategies to improve customer engagement beyond 
price incentives. Product, price, place, process, and 
people also demonstrated significant indirect effects 
on customer loyalty through customer satisfaction. 
Product consistency and price fairness positively 
influenced satisfaction, while accessibility and 
efficient digital ordering systems improved customer 
convenience and service experiences. In addition, 
responsive and well-trained product sellers contributed 
positively to customer perceptions during service 
interactions. These findings reinforce the importance 
of integrating both functional and experiential aspects 
of the marketing mix to strengthen customer loyalty in 
highly competitive mobile coffee service environments.

Table 4 shows that the 7P marketing mix explained 
69.6% of the variance in customer satisfaction (R² = 
0.696), indicating that the model had strong explanatory 
power for customer satisfaction. Meanwhile, customer 
satisfaction explained 29.4% of customer loyalty (R² = 
0.294), suggesting that customer loyalty may also be 
influenced by additional factors beyond satisfaction, 
such as brand trust, perceived value, and emotional 
attachment (Pandey & Wang, 2023; Mondir & Rahma, 
2024).
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Table 3. Bootstrapping results of hypothesis testing

Path model Original 
sample (O)

Sample mean
 (M)

Standard deviation 
(STDEV)

t-statistics 
(|O/STDEV|) P values

PD→CS→CL 0.093 0.093 0.036 2.550 0.011
PC→CS→CL 0.087 0.087 0.038 2.291 0.022
PL→CS→CL 0.086 0.085 0.031 2.793 0.005
PM→CS→CL 0.080 0.079 0.040 2.014 0.044
PO→CS→CL 0.078 0.081 0.039 2.007 0.045
PR→CS→CL 0.103 0.103 0.038 2.700 0.007
PE→CS→CL 0.146 0.145 0.039 3.778 0.000

Note: Customer Loyalty (CL); Customer Satisfaction (CS); Price (PC); Product (PD); Physical Evidence (PE); Place (PL); 
Promotion (PM); People (PO); Process (PR)

Tabel 4. Latent variable
Latent Variable R Square R Square Adjusted

Customer Loyalty 0.294 0.290
Customer Satisfaction 0.696 0.683

Although customer satisfaction significantly mediated 
the relationship between the 7P marketing mix and 
customer loyalty, the relatively moderate R² value for 
loyalty indicates that customer retention in mobile 
coffee services is not determined solely by satisfaction. 
In highly accessible markets with low switching costs, 
customers can easily switch between brands despite 
being generally satisfied with the service (Pourdehghan, 
2015). Therefore, strengthening emotional attachment, 
brand uniqueness, and digital engagement may be 
necessary to improve long-term customer loyalty in 
mobile coffee businesses.

Strategic Recommendations to Improve Customer 
Loyalty 

1. Product Quality Control Improvement

Jago Coffee should prioritize improving product 
quality, especially consistency in taste and preparation. 
Although the product quality indicator (PD3) showed 
the highest structural contribution (outer loading 
= 0.899), its mean score was the lowest (2.722), 
indicating consumer dissatisfaction. This calls for 
a stricter and more structured quality control system 
involving clear SOPs, regular seller training, and 
customer feedback monitoring. Utilizing digital tools 
like daily checklists, QR-based satisfaction surveys, 
and real-time dashboards can ensure uniform quality 
and increase trust. Studies by Lee & Him (2021) affirm 
that consistent product quality significantly enhances 
satisfaction and loyalty.

2. Price–Value Alignment Strategy

The price indicator (PC3), representing the fairness of 
price in relation to satisfaction, had a relatively low mean 
(3.034) with a strong outer loading (0.809). To address 
this, Jago Coffee should improve value communication 
by transparently explaining pricing structures and what 
consumers get in return. Personalized offers based 
on purchase behavior and post-purchase feedback 
mechanisms should also be implemented. Research 
by Priester et al. (2020) and Tomczyk et al. (2022) 
suggests that clear and personalized pricing strategies 
enhance perceived fairness and strengthen loyalty.

3. Strategic Distribution Expansion

With a strong structural indicator (PL2 = 0.878) and 
a relatively high mean (3.836), the place strategy is 
already effective but should be expanded. Jago Coffee 
should extend its operational areas across Greater 
Jakarta using a demand-based distribution schedule. 
Analysis of traffic patterns, transaction peaks, and 
preferred locations can inform smarter mobility and 
distribution. Supported by Natawijaya (2019), location 
flexibility increases brand visibility, accessibility, and 
customer retention.

4. Green Marketing Optimization

The green marketing promotion indicator (PM4) 
had the highest structural impact (0.834) but a low 
mean (2.873), suggesting its potential is not fully 
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ConclusionS and RecommendationS

Conclusions

This study confirms that the 7P marketing mix 
significantly influences customer loyalty through 
the mediating role of customer satisfaction in Jago 
Coffee. The findings indicate that integrated marketing 
strategies positively contribute to customer satisfaction 
and loyalty in mobile coffee services. Among the seven 
dimensions, physical evidence showed the strongest 
effect, highlighting the importance of visual identity and 
service presentation, while promotion demonstrated 
relatively weaker effects in strengthening long-term 
customer loyalty. The study also extends the application 
of the 7P marketing mix framework within mobile 
coffee services characterized by digital interaction and 
operational mobility. However, the findings are limited 
to respondents in Jakarta and surrounding areas, which 
may limit broader generalization.

Recommendations

Jago Coffee should improve product consistency, 
service responsiveness, and digital service 
performance to strengthen customer satisfaction and 
loyalty. Promotional strategies should focus more on 
personalized engagement and customer experience 
rather than relying primarily on discounts and 
transactional incentives. Strengthening visual identity 
and digital user experience may also enhance emotional 
attachment and long-term loyalty. Future studies are 
recommended to examine additional variables such as 
brand trust, perceived value, or digital engagement and 
to compare mobile coffee services with conventional 
coffee businesses in broader geographic contexts.
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realized. Jago Coffee should emphasize sustainability 
commitments in messaging, including eco-friendly 
packaging, electric carts, and community campaigns. 
Platforms like social media, product labels, and mini 
impact reports should convey these efforts transparently. 
As Chen et al. (2017) suggest, environmental branding 
builds emotional engagement and customer trust.

5. Service Performance Feedback System

The most structurally significant indicator in the people 
dimension (PO2 = 0.907) had the lowest mean (2.538), 
indicating that customers perceive service friendliness 
as lacking. To improve this, a routine performance 
review system based on real-time customer feedback 
should be implemented. Customers can rate sellers 
directly via apps, enabling immediate managerial 
response and individualized training. This system 
enhances accountability, motivation, and ultimately 
loyalty, as supported by Taufik et al. (2022).

6. Application Process Optimization

The indicator for service speed via app (PR2 = 0.856) 
scored low in mean (2.624), signaling issues with 
responsiveness. Jago Coffee should prioritize technical 
improvements to reduce load time, streamline app 
architecture, and enhance stability. Simultaneously, 
features should be developed based on user feedback 
using in-app surveys and dashboards. Hort et al. (2022) 
highlight that user-responsive apps directly enhance 
satisfaction and repeat usage.

7. UI/UX & Gamification Enhancement

The visual appeal of the app (PE1) had high outer 
loading (0.884) but a relatively low mean (2.778), 
reflecting suboptimal user experience. Jago Coffee can 
address this through UI/UX redesign and gamification. 
This includes personalized navigation, live chat, reward 
systems, and challenges to increase engagement. 
Supported by Kunkel et al. (2021), Harwood & Garry 
(2015), such features strengthen emotional ties and 
foster loyalty among digital-native consumers.
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