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ABSTRACT. As the world becomes more environmentally concerned, people are rapidly shifting 

from conventional (things) to cleaner energy, especially electric-based power. This is reflected in the 

increasing interest and shares of electric cars and motorcycles alike. The cigarette market has also 

seen a decline ever since the rise of electronic cigarettes. While electronic cigarettes can be seen as a 

better and cheaper alternative for the long run, its function remains the same as its conventional 

tobacco counterparts. The phenomena and the general statement of the problem that has always 

surrounded the tobacco and nicotine industry is that when consumers spend money, it is expected 

that it is spent on something beneficial for both the short and the long term. However, tobacco and 

nicotine companies have marketed their products in such a way that it has become a want or even a 

need for individuals on a daily basis, and as such, acts as the catalyst of this study. This study was 

conducted through the distribution of questionnaires, and collected a total of 100 respondents. All 

data collected were then analyzed using the statistics tool of SPSS version 26, which is further 

processed by using a path analysis by Structural Equation Modelling in AMOS version 23. The 

results of this study found out that Marketing Mix significantly affects Customer Satisfaction, 

Marketing Mix does not significantly affect Customer Loyalty, and Customer Satisfaction does not 

significantly affect Customer Loyalty. With these results, vape companies should continue to utilize 

the Marketing Mix and maximizing them to their full potential, though some careful considerations 

have to be made, such as the target market’s budget, the desired profit margin, pricing strategies, 

and the pricing and the operations of competitors, which could affect both Customer Satisfaction and 

Customer Loyalty. 
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1. INTRODUCTION 

Indonesia is the 5th world’s largest tobacco 

producer and second in consumer after China. 

Tobacco companies greatly affect the society in 

general; socially, economically, and 

environmentally, both positively and negatively. 

Indonesia’s abundance in agriculture and being the 

biggest sector, provides benefits such as reducing 

unemployment rates with its supply to provide job 

offerings. The tobacco industry has a large 

contribution to the Indonesian economy, as it 

contributes around 10 percent of tax revenue and 

employs around 2.5 million people who work in 

agriculture and manufacturing of tobacco. Because 

of this existing fact, the tobacco industry is 

something of a controversy in Indonesia, for the 

high population of smokers and the low prices of 

cigarettes encourage negative growth; The higher 

number of smokers means less healthy people, but 

with less healthy people, encourages growth and 

profits for tobacco companies (Hutauruk & 

Ghozali, 2020). 
The Indonesian government imposes taxes or 

excises on tobacco companies to mitigate and/or 

reduce the number of smokers and the harm 

smoking causes. The government has imposed an 

increase of the minimum price of a pack of 

cigarettes by more than one-third, or 35 percent, 

and has been in effect since January 2020, along 

with raised taxes by 23 percent for tobacco 

products every year since 2014, however, there has 

been little to no impact so far (Suroyo, Jefriando, 

& Potkin, 2019). 
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Since the ban on showing physical cigarettes on 

media such as TV and Newspapers, Marlboro has 

changed advertisements forever with its “Marlboro 

Man” marketing campaign which marketed 

cigarettes as a lifestyle rather than a one-time use. 

This creates value among consumers instead of a 

one-time product. This has been followed by 

almost all tobacco companies. Indonesian tobacco 

companies, no less.   

 

Ever since the world has become more 

environmentally concerned and has implemented 

initiatives to combat climate change by reducing 

carbon footprints. More renewable, efficient, and 

cheap alternatives, are being implemented, such as 

the transition from fossil fuels to solar, 

hydropower, wind, geothermal, and biomass. Such 
cases are Electronic Vehicles (EVs) being 

implemented, and now, electronic cigarettes 

(henceforth referred to as E-Cigs) are becoming 

more popular. Phillip Morris International has 

released a vision statement of becoming smoke-

free by 2060 (Phillip Morris International, 

2022). As mentioned, the Indonesian Government, 

too, is putting efforts to combat and reduce the 

country’s smoking rate and is done through raising 

taxes for tobacco products and has done so since 

2014, though it is reported there has not been any 

significant effects yet. The WHO has reported that 

around 70 percent of all adults in Indonesia are 

active smokers, and that smoking leads to around 

225,720 deaths in Indonesia every year  (Indonesia 

Expat, 2019). 
 

Although initially patented in the 1920s, the first 

commercial nicotine-based electronic cigarette was 

developed in 2003 by Chinese Pharmacist, Hon Lik 

under the brand name Ruyan, which was later 

acquired by Imperial Tobacco in 2013 for a sum of 

USD 75 million. An alternative to smoking, E-cigs 

use a system known as Electronic Nicotine 

Delivery System (ENDS) are devices that convert 

chemical agents to vapour; consists of rechargeable 

batteries, a cartridge, a regulator, and an electric 

coil. E-cigs contain nicotine, and propylene glycol, 

amongst other substances. However, it is still found 

that health risks from electronic cigarette smoking 

are derived from smoking conventional cigarettes, 

such as the two containing nicotine, which is a 

highly addictive substance and can affect 

developing brains, thus exposing the risk to youths 

and young adults, vapour from e-cigs have been 

linked to have an increased risk of cancer, and 

youths who use electronic cigarettes may develop 

habits of smoking conventional cigarettes, among 

many other reasons and threats that e-cigs poses 

(Lestari, Humairo, & Agustina, 2018). It has 

been a topic of debate of what type of classification 

electronic cigarettes fall into, as it exists 

somewhere between the grey area of being tobacco 

products, classified as what it exactly is, which is 

electronic cigarettes, amongst many other 

classifications. These classifications vary from 

nation to nation that is relative to their local laws 

and regulations regarding the issue of tobacco; In 

Indonesia specifically, under the regulation of local 

laws, classifies e-cigs as tobacco (imitation) 

products, sharing the same product classification as 

Brunei, Laos, and Singapore. The Philippines 

classifies e-cigs as medicinal products, while 
Thailand and Cambodia are the only ASEAN 

nations to classify e-cigs as they are (Jin & Jiang, 

2017). Indonesia’s tobacco law regulation had a 

broad definition of what is considered to be a 

tobacco product. It is stated that “wholly or partly 

made of tobacco leaf as its raw material that is 

processed for use by burning, sucking, and inhaling 

or chewing” and smokeable was the “tobacco 

product intended to be burned and sucked and/or its 

smoke inhaled, including kretek (clove) cigarettes, 

white cigarettes, cigars, or other forms produced 

from the nicotiana tabacum, nicotiana rustica, and 

other species of plants or their synthesized 

equivalents which contain nicotine and tar, with or 

without additives”. These definitions include 

“inhaling” and “nicotine”, which seemed to be the 

essential characteristics of e-cigarettes, and might 

therefore regulate e-cigarettes as tobacco products 

and smokeable.” (Jin & Jiang, 2017, para. 3), which 

is discussed further by (Kennedy, Awopegba, 

Leon, & Cohen, 2016) which found that 68 

countries. 22 countries regulate e-cigs using 

already existing regulations, 25 countries created 

new regulations, 7 countries made changes to 

existing laws and regulation, and 14 countries use 

a combination of both new and updated regulations, 
though the common policies are the minimum legal 

age of purchase, the indoor use of electronic 

cigarettes, and marketing regulations, while few 

countries are taxing electronic cigarettes. The study 

also pointed that the countries [reported in the 

study] regulate e-cigs using regulations that are not 

written specifically for e-cigs, which make it 

relatively difficult to regulate and classify, 

confirming the discussions and results by Jin and 

Jiang.  
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Figure 1: The Number of E-Cigarettes and 

Conventional Tobacco Products being Marketed 

Online in Indonesia 

 

Source: (Magsumbol, et al., 2022) 

 

Conventional tobacco products are sold in shops 

and kiosks, while electronic cigarettes are sold 

online and through vape shops, accounting for 35.3 

percent and 64.7 percent respectively (Orlan, 

Parascandola, & Grana, 2019). According to a 

2018 source, there are around 5000 vape shops in 

Indonesia that have daily sales of around IDR 3 

Million per shop (Indonesia Investments, 2018). 
According to a 2021 source, the vaping population 

in Indonesia saw a decline due to the pandemic. 

However, the numbers increased again in 2021 

with around 1.7 million users with a market that is 

worth USD 239 million, accounting for an 8 

percent growth from the previous year. The author 

also noted that smoking rates are declining as 

smokers are shifting to e-cigarettes (Trnovec, 

2021). Furthermore, according to a market report 

by Statista, the e-cig market in Indonesia amounts 

to USD 386.6 million in 2022, with an expected 

annual market growth of 3.47 percent (Statista, 

2022), and according to all of the tobacco and 

nicotine products being marketed, electronic 

cigarettes account for 68 percent of them while the 

remaining 32 percent are conventional tobacco 

products from a survey carried out with 2,466 

people (Magsumbol, et al., 2022).  
The decline of smoking rates has forced tobacco 

companies to produce and to market nicotine-based 

products that is tobacco free. It is worth noting that 

major, international tobacco companies have 

subsidiaries or product lines that focus on the 

creation of electronic cigarettes. Table 1 below 

shows tobacco manufacturers and the electronic 

cigarette brands that they own. 

Table 1: [Conventional]Tobacco Companies and 

their E-Cigarette Brands 

Company E-Cigarette Brand 

Altria MarkTen, Green 

Smoke 

Philip Morris 

International (PMI) 

IQOS Brand 

Renolds Vapor 

Company 

VUSE 

Lorillard Vapor 

Company 

Blu 

Imperial Tobacco 

(Fontem Ventures) 

Puritane (Ruyan) 

Blu (Acquired from 

Lorillard in 2015) 

British American 

Tobacco (BAT) 

Vype 

Swisher E-swisher 

Japan Tobacco 

International (JTI) 

E-Lites 

Source (U.S. Department of Health and 

Human Services, 2016) 

 

Ruyan has been previously mentioned as being one 

of the first electronic cigarettes, though later 

acquired by Imperial Tobacco. Despite the 

opposing products between e-cigs and 

conventional tobacco products, these multinational 

tobacco companies were able to kickstart or acquire 

companies that specialized in creating and 

distributing electronic cigarettes. This increases 

their product range, showing that these tobacco 
companies do in fact have the resources and wealth 

to research and develop or purchase electronic 

cigarette companies. For British American 

Tobacco, it allows them to fulfil their “A Better 

Tomorrow” campaign of a smoke-free future. It is 

also worth mentioning that Altria, the parent 

company of Marlboro cigarettes has acquired a 35 

percent stake of JUUL in 2018 to diversify and to 

combat the decline of smoking rates, much like the 

companies as shown in Table 1. 
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Table 2: The Brands being Marketed on Social 

Media in Indonesia 

Brand Company Country 

VOOPOO ICCPP China 

GeekVape GeekVape 

Technology Co. 

Ltd. 

China 

SMOK Shenzhen IVPS 

Technology CO. 

Ltd. 

China 

UPODS UPODS 

Indonesia 

Indonesia 

UWELL Shenzhen Uwell 

Technology Co. 

Ltd. 

China 

HexOhm CravingVapor USA 

IQOS Philip Morris USA 

Source: (Magsumbol, et al., 2022), with 

modifications 

Table 2 shows the brands that are being marketed 

on social media in Indonesia. It is worth noting that 

in fact most of the electronic cigarettes sold and 

distributed in Indonesia are of Chinese Origin, 

namely from Shenzhen, with HexOhm and IQOS 

being subsidiaries of American companies while 

UPODS by UPODS Indonesia remain the only 

brand that is local [Indonesian] brand that is 

observed.   

Figure 2: E-Cigarette Market Sizes in Southeast 

Asian Nations (with the additions of Taiwan and 
Hong Kong), Observed from (2010-2019) and 

Projected (2020-2023) 

 

Source: (Magsumbol, et al., 2022) 

 

Figure 2 shows the electronic cigarette market 

sizes across Southeast Asian nations, with the 

addition of Hong Kong and Taiwan, that is 

observed from 2010-2019, and its projected 

market sizes from 2020-2023. It is observed 

that from 2010-2019 the e-cig market in 

Malaysia exponentially increased 

exponentially, starting in 2012, peaked in 

2015, and finally decreased the next year in 

2016. Indonesia followed suit, starting 

relatively slow but started to increase in 2015 

and 2016, the same time Malaysia saw a 

decrease in its market size. Indonesia is the 

only country that is observed and projected to 

grow, followed closely by the Philippines 

while other countries such as Vietnam, 

Taiwan, and Hong Kong decrease or are 

stagnated. The statistics and reports provided 

that show the decline of tobacco companies 

while electronic cigarettes are increasing in 

popularity begs the question and the main 

focus on this research: What are the effects of 

the 4P’s of electronic cigarettes manufacturers 

towards customer satisfaction and customer 

loyalty? 
 

2. METHODOLOGY 

 

Steps Notes 

Preliminary research, topic 

discussion & selection, 

Chapter 

1 

Research questions & 

hypotheses 

Chapter 

1-2 

Previous studies 
Chapter 

2 

Research method 
Chapter 

3 

Data gathering & data analysis 

using quantitative approach 

Chapter 

4 

Conclusions & 

recommendations 

Chapter 

5 
 

 

TYPE OF RESEARCH 

 
This study utilizes a quantitative, causal-

explanatory research as the aim is to find 

relationships between the sub-variables and 
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variables. The purpose of a casual analysis is 

finding the root cause of a problem rather than the 

symptoms (ProfessionalQA, 2020), hence it will 

be used in this study as this technique help uncover 

the underlying theory or causes that leads to certain 

situations, in this case, customer loyalty and 

customer satisfaction. This study utilizes primary 

data obtained directly from respondents through the 

distribution of questionnaires. Although a 

qualitative approach that would take into account 

human behavior is possible to utilize in this 

research, this study opts to focus on a quantitative 

approach, as qualitative factors towards the 

intention and reasons of conventional cigarette and 

e-cig usage is something that is talked about 

numerous number of times, in which studies share 
similar outcomes or results with their respondents, 

and therefore, it may be generalized. Explanatory 

research is a type of causal research for this analysis 

aims to find the root causes rather than symptoms. 

An explanatory research can be used to explain a 

cause-and-effect model, scrutinizing patterns and 

trends that have not been previously investigated, 

and how or why certain phenomena occur and may 

be used to predict future events (George, 2021). 
 

  TYPE OF DATA 

The data obtained in this research is obtained 

directly, which is primary data. In this study, 

primary data is obtained via the distributions of 

online questionnaires. The questionnaire 

respondents are assessed by the Likert-5-Scale with 

the categories of:  

 

Strongly Disagree, Disagree, Neutral, Agree, 

Strongly Agree  

 

Secondary Data refers to data that is indirectly 

obtained, meaning the process of data collection 

and results have been previously done by someone 

else for their purposes. Though the data from 
previous researches may have different purposes, 

the data of previous researches is used in such a 

way to help the purpose of this research. Secondary 

data includes journals, textbooks, online sources, 

articles, and any other sources that is in-line to the 

current research. The secondary data obtained in 

this study relies heavily on the readily available and 

accessible sources online. 

 

  OPERATIONALIZATION OF THE 

VARIABLES 

The tables below show the list of questions and 

statements that is utilized in the collection of data 

via the online questionnaire. The differences that 

the questions may establish, such as the difference 

in gender, age, income level, etc. may show a slight 

correlation in the differences of position and title 

and their attitude towards electronic cigarettes. 

 

Table 3: General Questions 

Measure Questions Scal

e 

Gender What is your Gender? 

1. Male 

2. Female 

N
o
m

in
al 

Age What is your age?  

1. 18-22 

2. 23-27 

3. 28-32 

4. 33-37 

5. 38-42 

6. >42 

Income What is your current 

income per month? 

1. No 

income 

2. Regional 

Minimum Wage 

3. IDR 5-10 

Million 

4. IDR 11-

15 Million 

5. IDR 16-

20 Million 

6. IDR 21-

25 Million 
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7. IDR 26-

30 Million 

8. > IDR 30 

Million 

Domicile Where are you based in?  

1. Jakarta 

2. Tangeran

g 

3. Bekasi 

4. Depok 

5. Bogor 

Education What is your last 

education level?  

1. Before 

High School 

2. Bachelor

’s Degree 

3. Master’s 

Degree 

4. Doctoral 

Degree 

Smoking  How often do you 

smoke conventional 

tobacco products?  

1. Never 

2. Occasion

al Smoker 

3. Active 

Smoker  

4. Former 

Smoker  

 

 

Table 4: Questionnaire Design 

Variab

le 

Sub-

Variab

les 

Statements Sc

ale 

 

Marke

ting 

4P’s  

Price 

 

1. I 

am willing 

to 

purchase 

electronic 

cigarettes 

if the 

initial 

prices are 

reasonable 

2. Gi

ving 

discounts 

affects my 

purchasing 

decision 

L
ik

ert 5
-S

c
ale

 

Produ

ct  

1. Te

chnical 

specificati

ons are 

important 

to me in 

an 

electronic 

cigarette 

device (i.e. 

Charging 

time, 

restriction/

controlling 

of airflow, 

etc.)  

2. Th

e 

packaging 

of the 

product 

will affect 

my 

purchasing 

decision 

Promo

tion 

1. Pro

motions of 
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E-cigs is 

appealing 

to me  

2. I 

often 

purchase 

e-cigs or 

their 

componen

ts (liquids, 

cartridges, 

coils, etc.) 

because of 

friends 

3. I 

am more 

willing to 

try and 

buy 

electronic 

cigarettes 

if my 

friends or 

family use 

them 

4. I 

am more 

willing to 

try and 

buy 

electronic 

cigarettes 

if someone 

I follow 

(influencer

s) uses 

them 

Place 1. I 

often see 

electronic 

cigarettes 

being 

promoted 

on social 

media 

2. I 

often see 

electronic 

cigarettes 

being 

promoted 

in physical 

stores 

(kiosks)  

Custo

mer 

Satisfa

ction 

Reliab

ility 

To 

perfor

m 

promis

ed 

service

s 

depend

ably 

1. Rel

iability of 

a brand 

will make 

me 

satisfied as 

a customer 

2. I 

fully 

expect that 

when 

purchasing 

an 

electronic 

cigarette 

device, I 

expect it 

to last me 

a long 

time 

3. Lik

ewise, 

when I am 

in a 

physical 

store [vape 

shop/kiosk

s] I expect 

that the 

staff will 

have an 

extensive 

knowledge 

of the 

products 

being sold. 

Word 

of 

Mouth 

1. I 

will spread 

the good 

word 
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about the 

brand/com

pany if I 

have good 

experience 

with it. 

2. I 

often share 

unsuccessf

ul business 

activities  

3. I 

talk about 

products 

and 

businesses 

that I am 

dissatisfie

d with  

Tangi

bility 

Physic

al 

faciliti

es, 

equipm

ent, 

and 

appear

ance of 

person

nel  

1. Pro

duct 

Quality is 

important 

for me in 

purchasing 

items 

2. W

hen 

purchasing 

electronic 

cigarettes 

or any of 

their 

componen

ts in a 

physical 

store (vape 

shop), the 

appearanc

e of the 

staff is 

important 

to me 

Custo

mer 

Loyalt

y 

After-

Sales 

Servic

e  

1. As 

a 

customer, 

after-sales 

service is 

important 

to me to 

be a long-

term 

customer 

 

2. If I 

am 

satisfied 

with the 

product, 

but not 

with the 

after-sales 

services, I 

will 

consider 

not 

purchasing 

again from 

the brand.  

Repeat 

Purch

ases  

1. I 

will 

purchase 

the same 

product or 

similar/dif

ferent 

products 

from the 

same 

brand/com

pany if I 

have good 

experience 

with it 

 

2. If I 

am 

satisfied 

with the 

services, 

but not 

with the 

product, I 

will 
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consider 

purchasing 

again from 

the brand. 

 

 

POPULATION 

 

The legal age for smoking in Indonesia is 18, and 

thus the sale of tobacco products is illegal for those 

under the age of 18. Despite that underage smoking 

remains high, this study will set its minimum age 

of respondents to 18 years of age and above. This 

study will also focus on individuals who are active, 

occasional, or former vapers, as they are the ones 

that are most likely to understand and able to relate 

to the statements based on each of their respective 

experiences, and as such, is one of the main criteria 

for the respondents. Likewise, to tie with the 

previous qualitative studies as discussed in the 

literature review, this study will also ask 

respondents if they are not, current, or former 

conventional cigarette smokers. As mentioned 

previously, the number of vapers declined due to 

the COVID-19 pandemic. However, the following 

year, the numbers increased again and saw an 8 

percent growth from the previous year (Trnovec, 

2021). This suggests that the COVID-19 pandemic 

has forced consumers to become more health 

conscious, and as a result, both smoking and vaping 

saw a decline, though in 2022, with restrictions 

being lifted, it is possible that people are starting to 

do it more often than during the start of the 

pandemic. 

Equation 1: Slovin's Formula 

𝑛 =
𝑁

(1 + 𝑁𝑒2)
=

20,000

(1 + 20,000 ∗ (0.12))
= 99.5 

Source: (Wulandari & Kurniasih, 2019) 
 

 

The Slovin’s Formula is used to calculate the 

minimum amount of required sample size. The 

Slovin’s formula was utilized in a previous study 

by (Wulandari & Kurniasih, 2019) and their 

study focusing on forestry facilitation. According 

to the Slovin’s formula, n is the sample size, N is 

the total population, and e represents the margin of 

error. Assuming that the population is 20,000, and 

the margin of error is 10 percent, the suggested 

sample size from Slovin’s formula is 99.5 

respondents. 

 

Figure 3: Raosoft Sample Size Calculator 

 
Source: (Raosoft, Inc, 2004) 

 

When compared to Raosoft, a readily-available 

sampling calculator online, which is used to verify 

the minimum amount of sample size that is needed 

for this study. According to Raosoft, as shown on 

figure 10, with a margin of error of 10 percent, 

confidence level of 95 percent, and the Raosoft-

recommended amount of 20000 and 50 percent for 

the population size and response distribution size 

respectively. It is important to note that the number 

considered is 30 million based on online sources, as 

that is the population of the Greater Jakarta Area as 

of 2022, though Raosoft stated that the sample size 

does not change much for populations larger than 

20,000. Raosoft recommends that the sample size 

is at least 97 respondents (Raosoft, Inc, 2004). 
For the population, this study opts to survey at least 

100 respondents for the sample size, as the Slovin’s 

formula recommends a sample size of 99.5 while 

Raosoft recommends a sample size of 97. When 

comparing the two recommended sample sizes of 

99.5 and 97, the two do not have any significant 

differences, and hence, are both rounded up to a 

sample size of 100. 100 respondents will help 

ensure that the sample size is proportionate in 

relative to the areas being studied. 

 

SAMPLING METHOD 

Below is the sampling process. This study will 

focus on the Jakarta metropolitan area, or Greater 

Jakarta Area, which consists of Jakarta, Bogor, 
Depok, Tangerang, and Bekasi, or dubbed 

JABODETABEK. This study opts to be focused in 

the Greater Jakarta Area, the reasons being that 
JABODETABEK is the most populous 

metropolitan area in Indonesia, and to add to that, 

the most developed and modernized, and thus has a 

higher chance of consumers vaping in the capital 

area and its vicinities. There is a total of around 30 

million people living in the greater Jakarta area. 

According to the Indonesian Vaper Association 

(AVI), it is estimated that there are around 3,500 

vape shops across the nation, with 2,300 of them 

being located on the island of Java (Nugroho & 
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Pradana, 2021), the most populous island in 

Indonesia. 

Sampling Process 

Table 5: Sampling Process (Areas of Sample) 

Area Total 

Respondents 

Jakarta 20 

Tangerang 20 

Bekasi 20 

Depok 20 

Bogor 20 

Total 100 
 

 

 

3. PRE – TESTING 

The pre-testing of the data is to ensure that the 

respondents answering the questionnaires 

understand fully each of the statements for each of 

the construct before further analysis can be 

continued. Although it is generally accepted that 

25% of the sample size is the minimum threshold 

of when the validity and reliability testing can be 

done, this research opts to perform said operations 

at 50% of the targeted sample size, in this case, is 

50 respondents. This encourages higher validity 

and reliability. 

 

POST – TESTING 

Upon realizing that the results of the questionnaire 

in the pre-test is considered both valid and reliable, 

the study may undergo further stages of analyzing 

and finalizing the data. With the same 

questionnaire, the post-test will distribute to the 

remaining number of respondents until the 

minimum target is met 

 

VALIDITY 

Validity can be assessed with the KMO and 
Bartlett’s Test. It is generally accepted that the 

minimum KMO value of 0.5 is considered valid, 

and that any value closer to 1 is deemed more valid 

and thus be more favourable, and hence, will be 

used as the minimum threshold for this research. 

 

 
 

From the table above, it is shown that the value for 

the KMO is 0.746, making it valid and making it 

appropriate for this research to be processed 

further. 

 

RELIABILITY 

Reliability of a questionnaire may also be measured 

by the value of the Cronbach’s Alpha. 

 
 

The pre-test on reliability with the 50 respondents 

have shown that the value of the Cronbach’s alpha 

is 0.886, which is above the recommended 

threshold of 0.5, thereby making the questionnaire 

reliable and acceptable to proceed with further 

analysis. 

GOODNESS OF FIT TESTING 

According to Kline, the value for the CMIN/df, or 

the normed Chi square value of equal or less than 3 

is considered to be an acceptable fit (Kline, 2015) 
while Marsh stated that any values that are equal to 

or less than 5 is considered to be a reasonable fit 

(Marsh, Balla, & McDonald, 1988). Following 

suit with the parameters set by the authors, this 

research will only accept the goodness of fit of data 

if the normed Chi-square (CMIN/df) values are 

below 5.    

 

4. RESULT AND DISCUSSION 

DESCRIPTIVE STATISTICS 

Table 6: Table of Descriptive Statistics 

 
 

Table 1: KMO and Bartlett's Test (Pre-test) 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .746 

Bartlett's Test of Sphericity Approx. Chi-Square 523.533 

df 231 

Sig. .000 

Source: IBM SPSS 

Table 1: Cronbach's Alpha Value (Pre-test) 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized Items N of Items 

.886 .887 22 

Source: IBM SPSS   

Descriptive Statistics 

 

N Range Minimum Maximum Mean 

Std. 

Deviation Variance Skewness Kurtosis 

Statistic Statistic Statistic Statistic Statistic 

Std. 

Error Statistic Statistic Statistic 

Std. 

Error Statistic 

Std. 

Error 

MM1 100 4 1 5 4.25 .088 .880 .775 -1.512 .241 2.870 .478 

MM2 100 4 1 5 4.16 .085 .849 .722 -1.122 .241 1.558 .478 

MM3 100 4 1 5 3.91 .089 .889 .790 -.702 .241 .382 .478 

MM4 100 4 1 5 3.82 .107 1.067 1.139 -.802 .241 .199 .478 

MM5 100 4 1 5 3.70 .108 1.078 1.162 -.706 .241 .105 .478 

MM6 100 4 1 5 3.79 .107 1.066 1.137 -.843 .241 .025 .478 

MM7 100 4 1 5 3.63 .116 1.160 1.347 -.580 .241 -.670 .478 

MM8 100 4 1 5 3.20 .123 1.231 1.515 -.159 .241 -1.032 .478 

MM9 100 4 1 5 3.70 .105 1.049 1.101 -.760 .241 -.082 .478 

MM10 100 4 1 5 3.72 .094 .944 .891 -.586 .241 -.164 .478 

CS1 100 4 1 5 4.30 .082 .823 .677 -1.277 .241 2.011 .478 

CS2 100 4 1 5 4.22 .088 .883 .779 -1.438 .241 2.628 .478 

CS3 100 4 1 5 4.21 .095 .946 .895 -1.312 .241 1.623 .478 

CS4 100 4 1 5 4.02 .099 .995 .989 -1.360 .241 1.907 .478 

CS5 100 4 1 5 3.49 .119 1.193 1.424 -.413 .241 -.778 .478 

CS6 100 4 1 5 3.79 .096 .957 .915 -.836 .241 .434 .478 

CS7 100 4 1 5 4.21 .090 .902 .814 -1.357 .241 2.166 .478 

CS8 100 4 1 5 3.88 .089 .891 .794 -.897 .241 1.128 .478 

CL1 100 4 1 5 4.13 .093 .928 .862 -1.192 .241 1.509 .478 

CL2 100 4 1 5 3.90 .094 .937 .879 -.848 .241 .682 .478 

CL3 100 4 1 5 4.15 .086 .857 .735 -1.081 .241 1.374 .478 

CL4 100 4 1 5 3.54 .103 1.029 1.059 -.507 .241 -.358 .478 

Valid N 

(listwise) 

100 
           

Source: (IBM SPSS, 2023) 
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According to (Hair, Hult, Ringle, & Sarstedt, 

2022), skewness refers to the symmetry of the 

distribution, whether it gravitates more towards the 

right of left tail for the distribution. If the skewness 

value lies between -1 and +1, it is considered 

excellent, and values between -2 and +2 is 

acceptable, while any values above -2 and +2 are 

considered non-normal. Kurtosis is a measurement 

whether the distribution is too peaked. Like the 

values of skewness, if the kurtosis value is greater 

than +2 it indicates the distribution is too peaked, 

while a kurtosis value of less than -2 indicates a flat 

distribution (Hair, Hult, Ringle, & Sarstedt, 

2022, p. 66). As shown on the table above, the 

results from SPSS show that the skewness is 

between -2 and +2 and therefore is deemed 

normally distributed. However, some of the values 

of kurtosis are shown to be above the +2 range, 

namely MM1, CS1, CS2, and CS7, showing that 

the distribution is slightly peaked, and as such, will 

be treated as one of the limitations of this research. 

 
RESPONDENTS’ CHARACTERISTICS 

The figures below show the characteristics of 

respondents with each respective construct. The 

questionnaire was distributed to 100 respondents, 

and thus, the terms ‘respondents’ and ‘percentages’ 

may be used interchangeably in this section. 

 

Figure 4: Respondents' Characteristics - Gender 

 
The majority of the questionnaire was filled by 

male respondents, which accounted for 71 percent, 

while females make the remaining 29 percent. 

 

Figure 5: Respondents’ Characteristics - Age 

Range 

 
 

From the figure above, the majority of respondents 

were between the ages of 23-27 years old, 

accounting for 38 percent, while those aged 18-22 

comes has a number of 36 percent, 15 percent, 7 

percent, 2 percent, and 2 percent for age ranges 28-

32, 33-37, 38-42, and above 42 respectively. 

 

Figure 6: Respondents' Characteristics - Domicile 

 

From the scale of domicile, the data was evenly 

distributed and answered by respondents from 

Jakarta, Bogor, Depok, Tangerang, and Bekasi, 

making up for 20 respondents for each respective 

city. 

 

Figure 7: Respondents’ Characteristics - 

Education Level 

 
 

71%

29%

Male Female

18-22
36%

23-27
38%

28-32
15%

33-37
7%38-42

2%

>42
2%

18-22 23-27 28-32 33-37 38-42 >42

20%

20%

20%

20%

20%
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In terms of education level, the majority of the 

respondents were those hold a bachelor’s degree, 

accounting for 54 respondents, along with 37 

respondents holding high school 

diplomas/certificate, 5 respondents holding a 

master’s degree, 3 respondents graduated before 

high school, while a single respondent holds a 

doctoral degree. 

Figure 8: Respondents’ Characteristics - Income 

Level 

 

In terms of income level, the majority (36 percent) 

of the respondents have an income between IDR 5-

10 million, followed by 26 percent receiving the 

regional minimum wage, 23 percent having no 

stable income, while 8 percent had a salary of IDR 

11-15 million, 2 percent with a salary of IDR 16-20 

million, 1 percent for each salary range of 21-25 

million and 26-30 million, and three percent of the 

respondents having a stable income of over IDR 30 

million. 

 

Figure 9: Respondents' Characteristics - Smoking 

Status 

 

From the scale of smoking status (conventional 

cigarettes), the majority were active smokers with 

43 percent of the respondents, followed by 42 

percent of occasional smokers, 8 percent who never 

smoke conventional cigarettes, and 7 percent 

former smokers. 

Figure 10: Respondents’ Characteristics - Brand 

Familiarity 

 
 

From the bar graph above, the majority were most 

familiar with the e-cig brand RELX, with 59 

percent of the respondents being most familiar with 

it. It should be noted that for this part of the 

questionnaire, individuals were able to choose 

more than one of the given choices and/or fill in the 

brands they knew. In this case, some of the 

respondents filled out other brands such as Smoant, 

OXVA, FOOM, and AEGIS. 

 

Figure 11: Respondent's Characteristics - Brand 

Purchases 

 
From the bar graph above, the majority it should be 

noted that for this part of the questionnaire, 

individuals were able to choose more than one of 

the given choices and/or fill in the brands they 

knew. In this case, some of the respondents filled 

out other brands they were customers of, such as 

Smoant, Asmodus, various variations of OXVA, 

and Rincoe. 

 

VALIDITY & RELIABILITY (POST-TEST) 

The Data below is based on the results gained from 

SPSS, though after reaching the desired number of 

23%

26%
36%

8%
2%1%1%3%

No Income Regional Minimum Wage

IDR 5-10 Million IDR 11-15 Million

IDR 16-20 Million IDR 21-25 Million

IDR 26-30 Million > IDR 30 Million

Active Smoker
43%

Occasional 
Smoker

42%

Former Smoker
7%

Never Smokes
8%

Smoking Status Active Smoker Occasional Smoker

Former Smoker Never Smokes
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respondents, the data is then AVERAGED then 

further processed, and thus the data below are based 

on averaged values. The values are shown as 

below: 

 
 

The table above shows that value of KMO Measure 

of Sampling Adequacy in the post-test stage is 

0.890, thereby making the questionnaires valid, 

thus allowing further analysis. 

 

 
 

On the other hand, the test for reliability in the post-

test shows that the value of Cronbach’s Alpha is 

0.917, making the questionnaire reliable and thus 

allowing further analysis. 

 

Table 7: Comparison of Validity and Reliability 

(Pre-Test and Post-Test, general) 

 Pre-

Test 

Post-

Test 

Cronbach's Alpha 

Based  

0.860 0,917 

Kaiser-Meyer-Olkin 

Measure of Sampling 

Adequacy 

0.746 0,890 

Source: (IBM SPSS, 2023) 

 When compared to the pre-test and post-test values 

of both Cronbach’s Alpha and KMO Measure of 

Sampling Adequacy, it can be seen that the values 

for both Cronbach’s Alpha and KMO Measure of 

Sampling Adequacy are a lot better as they are 

higher than the previous values and are both closer 

to the value of 1, meaning it is more reliable and 

valid. Though for this process, the table above 

shows the general values for both the pre and post-

test, in which all of the constructs are analysed at 

once. The more detailed and specific values for 

Cronbach’s Alpha for each construct will be shown 

and discussed below. Rather than running the data 

and placing it under a single Cronbach’s Alpha 

value for reliability testing, the reliability test 

should be run as many times as the number of 

constructs that are present in the research model, 

for respondents will be answering each of the 

constructs differently. 

 

VALUES FOR THE PRE-TEST 

RELIABILITY PER CONSTRUCT 

The Pre-test of reliability is based on the first 50 

responses and their understanding of the questions 

for each construct. As previously mentioned, the 

pre-testing of the data is to ensure that the 

respondents answering the questionnaires 

understand fully each of the statements for each of 

the construct before further analysis can be 
continued. 

 

Table 8: Pre-Test Reliability 

Variable Inputs 
Cronbach’s 

Alpha 

Marketing Mix 

(4Ps) 

MM1 

0.800 

MM2 

MM3 

MM4 

MM5 

MM6 

MM7 

MM8 

MM9 

MM10 

Customer 

Satisfaction 

CS1 

0.829 

CS2 

CS3 

CS4 

CS5 

CS6 

CS7 

CS8 

Customer 

Loyalty 

CL1 

0.479 
CL2 

CL3 

CL4 

Source: (IBM SPSS, 2023) 
 

It is shown that the construct of both Marketing 

Mix and Customer Satisfaction has the value of 0.8 

and 0.829 respectively, making both constructs 

reliable, while the construct of customer loyalty is 

0.479, making it slightly less reliable. It is generally 

stated that constructs with less than 5 items 

Table 1: KMO and Bartlett's Test (Post-Test) 

KMO and Bartlett's Test (Post-Test) 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .890 

Bartlett's Test of Sphericity Approx. Chi-Square 1053.976 

df 231 

Sig. .000 

 

Source: (IBM SPSS, 2023) 

Table 1: Cronbach's Alpha value (Post-Test) 

Reliability Statistics 

Cronbach's Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items N of Items 

.917 .919 22 

Source: (IBM SPSS, 2023) 
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(statements/questions) It should be noted that the 

construct of Customer Loyalty is below the 

recommended threshold of 0.5. However, since the 

value is close to the value of 0.5, it will be accepted. 

 

Values for Post-Test Reliability per 

Construct 

The table below summarizes the Cronbach’s Alpha 

for each construct that was conducted in the post-

test. 

Table 9: Post-Test Reliability 

Variable Inputs 
Cronbach’s 

Alpha 

Marketing Mix 

(4Ps) 

MM1 

0.780 

MM2 

MM3 

MM4 

MM5 

MM6 

MM7 

MM8 

MM9 

MM10 

Customer 

Satisfaction 

CS1 

0.830 

CS2 

CS3 

CS4 

CS5 

CS6 

CS7 

CS8 

Customer 

Loyalty 

CL1 

0.712 
CL2 

CL3 

CL4 

(IBM SPSS, 2023) 

 

It is shown that the construct of both Marketing 
Mix and Customer Satisfaction has the value of 

0.780 and 0.830 respectively. The Marketing Mix 

construct saw a slight decrease in the Cronbach’s 

Alpha value while Customer Satisfaction saw an 

increase of 0.001, though in both cases, the values 

are still above 0.5, making both constructs reliable. 

The Cronbach’s Alpha value for both Customer 

Loyalty and Customer Satisfaction were much 

better in the post-test rather than the pre-test and 

therefore making it more reliable and accepted as it 
is greater than the recommended threshold of 0.5. 

 
STRUCTURAL EQUATION MODELING (SEM) 

The Structural Equation Modelling (SEM) was 

conducted on the IBM AMOS software to 

scrutinize the relationships between the variables in 

this study, as well as each construct and each of its 

indicators. and how correlated each of the 

constructs are and how much each of these sub-

variables contribute to the growth or decrease 

towards the variable. The model is shown as below: 

 

Figure 12: Structural Equation Modelling 

 
Source: IBM AMOS 

 

The variable of Marketing Mix is an exogenous 

variable, or independent variable, while the 

constructs of Customer Satisfaction and Customer 

Loyalty as shown in the model are dependent 

variables, or outcome variables, hence the presence 

of the error terms. This section of the study will 

discuss the relationships between variables, as well 

as each variable and their respective sub-variables, 

while also taking into account the table of 

regression weights that have been acquired on IBM 

AMOS upon running the model successfully on the 

program. The table of the regression weights can be 

found in the Estimates tab in the Output window 

under “Regression Weights: (Group number 1 – 

Default model), while also discussing the values 

that are present in the model, which are also shown 

under “Standardized Regression Weights”. 

 

 
The P-values suggests whether there is a 

statistically significant relationship between each 

variable. It is a rule of thumb that if the P-value is 

greater than 0.05, the relationship is not significant, 

while significant values in AMOS are shown as the 

three asterixis to denote a significant relationship. 

The following values present in Table 16 will be 

discussed further and elaborated down below. 

 

Table 1: Regression Weights - Variables 

   Estimate S.E. C.R. P Label 

Cust.Sat <--- MarketingMix 1,291 ,259 4,975 ***  

Cust.Loyalty <--- Cust.Sat ,199 ,575 ,346 ,729  

Cust.Loyalty <--- MarketingMix ,853 ,817 1,043 ,297  

Source: IBM AMOS 
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RELATIONSHIPS BETWEEN 

MARKETING MIX AND ITS 

PARAMETERS 
This section will discuss the relationship between 

the construct of Marketing Mix and all its 

indicators. 

 

 
a) PRICE 

From the structural equation model, the results 

show that Price has the value of 0.74 towards the 

Marketing Mix. This is interpreted as when 

Marketing Mix increases by 1 standard deviation, 

price goes up by 0.741 standard deviations, making 

it a strong positive correlation. In other words, price 

contributes to 74 percent of the improvement, 

therefore, price of vapes has a significant and 

positive impact towards the Marketing towards the 

marketing effort. This is further supported by the 

table of the regression weights as shown above, the 

effects of Marketing Mix towards Price are 

significant, as the P value is less than 0.05, also 

affirming that price is a significant influencer 

towards the marketing effort. Price is regarded as 

one of the integral elements in the Marketing Mix 

as it is the only element that has the ability to 

generate sales and income for a firm. 

 

b) PRODUCT 

From the structural equation model, the results 

show that Product has the value of 0.79 towards the 

Marketing Mix, This means that every 1 percent of 

improvement of Marketing Mix, Product 

contributes to 79 percent of the improvement. This 

is supported by the table of the regression weights 

as shown above, the effects of Marketing Mix 

towards Product  are significant, as the P value is 

less than 0.05, making Product a significant 

influencer towards Marketing Mix. The two 

statements regarding product in the questionnaire 

were about technical specifications as well as 

packaging. From the respondent’s perspective 

based on their answers given in the questionnaire 

for technical specifications such as charge time, 

controlling of airflow, etc. 47 respondents agreed, 

26 respondents strongly agreed, 20 remained 

neutral, while 6 disagreed and a single respondent 

strongly disagreed. From this perspective, it can be 

stated that technical specifications are highly 

favourable for consumers, while in terms of 

packaging and its effect on purchasing decision, 37 

respondents agreed, 30 respondents strongly 

agreed, with 22 neutral, 7 disagreed and 4 strongly 

disagreed. Based on these numbers, packaging, too, 

is important, as it is usually the first thing people 

notice about a product as it is able to give a certain 

impression of a certain product, though said 

impressions may or may not fulfil the expectations 

of the individual, which could be one of the reasons 

of some respondents staying neutral or disagreeing. 

The role of product in the marketing mix is what 

makes sales possible, as a certain product that a 

firm manufactures may serve as substitutes. For 

example, electronic cigarette devices were created 

to have a less harmful alternative to conventional 

cigarettes, and thus, the tangible product of vape 
itself can be seen as a desirable device for people to 

have. 

 

c) PROMOTION 

From the structural equation model, the results 

show that Promotion has the value of 0.69 towards 

Marketing Mix. From AMOS, it is interpreted as 

when Marketing Mix goes up by 1 standard 

deviation, Promotion goes up by 0,686 (rounded to 

0.69) standard deviations. This is interpreted as 

every 1 percent of improvement of Marketing Mix, 

Price contributes to 69 percent of the improvement, 

making it a moderate positive correlation towards 

the marketing effort. Despite being a moderate 

correlation, it is considered significant as the table 

of regression weights show that the effects of 

Marketing Mix is significant, for the P value is less 

than 0.05. The main aim of promotion is to 

establish the existence of a certain brand, which in 

this case, are electronic cigarette devices. 

 

d) PLACE 

From the structural equation model, the results 

show that Place has the value of 0.53 towards the 

Marketing Mix. This is interpreted as every 1 

percent of improvement of Marketing Mix, the 

place of vape products contributes to 53 percent of 

the improvement towards the marketing effort. 

From this value alone, it is suggested that place is a 

moderate influencer of the Marketing Mix. 

However, this is not supported by the table of 

regression weights, as the table above suggests that 

the relationship between Marketing Mix and Place 

have no relationship, for the P value is not present. 

However, since Place is established as a part of the 

Marketing 4P’s, this will be treated as one of the 

limitations of the research. 

 

Table 1: Regression Weights - Marketing Mix and its parameters 

   Estimate S.E. C.R. P Label 

Place <--- MarketingMix 1,000     

Prom <--- MarketingMix 1,407 ,293 4,809 ***  

Prod <--- MarketingMix 1,462 ,284 5,155 ***  

Price <--- MarketingMix 1,306 ,261 5,010 ***  

Source: IBM SPSS 
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RELATIONSHIPS BETWEEN CUSTOMER 

SATISFACTION AND ITS PARAMETERS  

Table 19: Regression Weights - Customer 

Satisfaction 

   Estimate S.E

 C.R. P  

Tang <--- Cust.Sat 1,000 

    

WoM <--- Cust.Sat 1,004

 ,129 7,803 ***  

Rel <--- Cust.Sat ,999

 ,108 9,235 ***  

Source: IBM AMOS 

 

a) RELIABILITY 

From the structural equation model, it is seen that 

Reliability has the value of 0.86 towards the 
Marketing Mix. This is interpreted as every 1 

percent of improvement of Marketing Mix, Price 

contributes to 86 percent of the improvement. In 

past studies, reliability is defined as the ability to 

deliver the promised service reliably and 

accurately, and that past studies also found that 

consumers prioritize and desire consistency and 

dependability (Shukri, Ab Yajid, & Tham , 

2020). Based on the respondents of this study, the 

majority of the respondents agreed and strongly 

agreed that when they purchase an electronic 

cigarette device, they expect it to last them a long 

time, which is an indicator of reliability and 

consistency. Likewise, the majority of the 

respondents agreed and strongly agreed that when 

they are in a physical vape shop, they expect that 

the staff would be knowledgeable and have 

extensive knowledge on the products that are being 

sold, thus supporting previous studies by (Shukri, 

Ab Yajid, & Tham , 2020). who found out that 

consumers desire reliability, dependability, and 

consistency. The significance is supported by the 

table of the regression weights as shown above, 

Customer Satisfaction towards Reliability is 

significant, as the P value is less than 0.05. 

 

b) WORD OF MOUTH 

From the structural equation model, the results 

show that Word of Mouth has the value of 0.75 

towards customer satisfaction. This is interpreted 

as every 1 percent of improvement of customer 

satisfaction, Word of Mouth contributes to 75 

percent of the improvement, making it a strong 

positive correlation, and thus a strong impact 

towards customer satisfaction. The significance is 

supported by the table of the regression weights as 

shown above, Customer Satisfaction towards Word 

of Mouth is significant, as the P value is less than 

0.05, thus confirming that Word of Mouth is a 

significant Indicator of Customer Satisfaction and 

likewise, it is also an indicator of customer 

dissatisfaction. The statements in this study 

regarding Word of Mouth not only covers the topic 

of customer satisfaction, but also customer 

dissatisfaction. It includes statements such as, “I 

will spread the good word of the brand/company if 

I have good experience with it.”, to which 49 

agreed, 33 strongly disagreed, 9 remained neutral, 

5 disagreed and 4 respondents strongly disagreed. 

The following statement,  “I often share 

unsuccessful business activities on social media or 

by word, to which 32 agreed, 23 strongly agreed, 

22 remained neutral, 17 disagreed and 6 

respondents strongly disagreed with this statement, 
with the following statement including talking 

about products and businesses that they are 

dissatisfied with, where the majority of the 

respondents agreed and strongly agreed. These 

statements show that word of mouth does not only 

indicate customer satisfaction, but also 

dissatisfaction. However, since this is on the topic 

of customer satisfaction, WoM in this study 

supports previous studies that WoM positively 

impacts Customer Satisfaction. 

 

c) TANGIBILITY 

From the structural equation model, the results 

show that Price has the value of 0.80 towards the 

Marketing Mix. This is interpreted as every 1 

percent of improvement of Marketing Mix, Price 

contributes to 80 percent of the improvement, 

making it a very strong positive correlation. In this 

study, tangibility includes factors such as Product 

Quality as a means to measure something that is 

present, in which case, quality is one of them. The 

respondents in this study mostly agreed and 

strongly agreed that product quality is important to 

them. Initially, this is in line with previous studies 

by (Wantara & Tambrin, 2019) with their 

research on the effect of price and product quality 

towards customer satisfaction and loyalty from the 

brand Madura Batik, in which the research resulted 

in product quality having a significant and positive 

impact towards customer satisfaction. However, 

this claim is not supported by the table of regression 

weights, as from the table above, the effects of 

Customer Satisfaction towards Tangibility are 

insignificant for the P value is not present, 

suggesting that Customer Satisfaction has no 

relationship with Tangibility, and thus does not 

support the aforementioned previous studies. 
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RELATIONSHIPS BETWEEN CUSTOMER 

LOYALTY AND ITS PARAMETERS 

Table 20: Regression Weights: Customer Loyalty 

and its Parameters 

   Estimate S.E.

 C.R P Label 

AfSS <--- Cust.Loyalty 1,000 

    

Rep.P <--- Cust.Loyalty ,720

 ,139 5,194 ***  

Source: IBM AMOS 

 

a. AFTERSALES SERVICE 

From the structural equation model, the results 

show that After Sales Services has the value of 0.85 

towards Customer Loyalty. This is interpreted as 

when Customer Loyalty goes up by one standard 
deviation, After-sales service increases by 0,85 

standard deviations. Alternatively, every 1 percent 

of improvement of Customer Loyalty, aftersales 

service contributes to 85 percent of the 

improvement, meaning it is a very strong positive 

correlation. After-sales service being regarded as 

one of the highest factors of customer retention 

may be one of the reasons of this. From the 

questionnaire, most of the respondents agreed that 

they are satisfied with the product but not the after-

sales services, they would consider not purchasing 

again from a certain brand, also supported by the 

statement that most of the respondents agreed and 

strongly agreed to the statement of after-sales 

service being important to them in order to become 

a long-term customer. Initially, the value of 0.85 

confirms the previous study by (Ashfaq, 2019) in 

the Pakistani telecommunications industry, where 

the author found out that after-sales services has a 

significant influence on customer loyalty, as well 

as the previous study by (Purwati, Fitrio, Ben, & 

Hamzah, 2020), as the authors found that after-

sales service had significant impact towards 

customer loyalty and customer satisfaction, both 

studies highlighting the importance of after-sales 

service as a means to maintain customer 

relationship and customer retention. However, this 

claim is not supported by the table of regression 

weights, as from the table above, the P value is not 

present, suggesting that Customer Loyalty has no 

relationship with After-sales service, and thus, does 

not support the previous aforementioned studies. 

 

b. REPEAT PURCHASES 

From the structural equation model, the results 

show that Repeat Purchases has the value of 0.65 

towards the Marketing Mix. This is interpreted as 

when Customer Loyalty goes up by 1 standard 

deviation, Repeat Purchases increases by 0,65 

standard deviations, or every 1 percent of 

improvement of Marketing Mix, Price contributes 

to 65 percent of the improvement, making it a 

positive moderate correlation. The majority of the 

respondents agreed and strongly agreed with the 

statement that they will purchase the same product 

or similar or different product from the same brand 

or company if they have a good experience with it, 

while the majority of the respondents agreed and 

strongly agreed with the following statement that 

they would consider purchasing again from a 

certain brand if they are satisfied with the services 

but not fully satisfied with the product, though a 

fair amount, namely 23, 15, and 3 respondents 

chose to stay neutral, disagreed, and strongly 

disagreed respectively. This further  highlights the 
importance of customer retention. Although it is 

possible that customers may not be fully satisfied 

with the product, services are also something to be 

taken into account, for if an individual purchases a 

vape product from either online or at a physical 

shop, there is no denying that some sort of service 

is involved, whether if it is the attitude of the 

employees or how competent they are at their jobs, 

these services may add up to the emotional value 

which certain consumers may prioritize. 

 

RELATIONSHIPS BETWEEN MARKETING 

MIX AND CUSTOMER SATISFACTION 

According to the SEM, there is a very strong 

positive correlation between Marketing Mix and 

Customer Satisfaction. This is interpreted as every 

1 percent increase of Marketing Mix there is an 

increase of Customer Satisfaction is improved by 

93 percent, meaning it is a very strong positive 

correlation. It is also supported by the P value, as 

the table of the regression weights as shown above, 

Marketing Mix towards Customer Satisfaction is 

significant, as the three stars represent a P value 

that is lower than 0.01. The threshold of the P value 

is 0.05 and thus any values greater than 0.05 is 

considered not significant. Assuming that the target 

market, or segments are young adults starting form 

ages 18 and over, who have the desire to quit 

smoking conventional cigarettes but have the urge 

or tendency of smoking, then the number of 0.93 

highly supports the marketing mix efforts towards 

satisfying customers, as vape companies and vape 

shops alike sell and distribute these products to the 

people that desire nicotine-based product, thus 

making them satisfied. This could also support the 

fact that the number of vapers is also increasing 

again since the start of the pandemic, in which both 

the smoking and vaping population saw a decline, 
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but is now increasing again as lockdown measures 

are being lightened. The results as shown by the 

SEM supports the previous study by Wantara and 

Tambrin on The Effect of Price and Product 

Quality towards Customer Satisfaction and 

Customer Loyalty on Madura Batik, as the authors 

found that price has a significant effect towards 

customer satisfaction and customer loyalty 

(Wantara & Tambrin, 2019). On the topic of 

electronic cigarettes, this study also somewhat 

supports a previous study on vape consumers by 

(Nainggolan, 2022), who found that Customer 

Satisfaction is positively influenced by the Taste 

and Price of electronic cigarettes. The results of this 

study are contradictory to the previous studies on 

the effect of the Marketing Mix on Customer 

Loyalty through Customer Satisfaction of the 

multivitamins manufacturer company, PT. 

Merckby by (Simangunsong, Sitompul, & 

Sadalia, 2018).  In said research, the authors 

found out that Marketing Mix has a direct and 

significant effect on loyalty, more so than the effect 

of Marketing Mix towards Customer Satisfaction. 

When compared to this research, it is quite the 

contrary as Marketing Mix has a higher effect on 

Customer Satisfaction rather than Marketing Mix, 

and is a moderate influencer rather than a 

significant influencer. 

 

RELATIONSHIPS BETWEEN MARKETING 

MIX AND CUSTOMER LOYALTY 

According to the SEM, there is a value of 0.56, 

making it a positively moderate correlation 

between Marketing Mix and Customer 

Satisfaction. This means that for every 1 percent 

increase of Customer Loyalty, there is an increase 

of 56 percent Marketing Mix, and therefore is a 

moderate influencer of customer loyalty. 

According to the table of the regression weights as 

shown above, Marketing Mix towards Customer 

Loyalty is insignificant, as the P value is greater 

than 0.05. This could largely be due to the fact that 

Marketing Mix is heavily generalized under one 

term, while it has indicators that could otherwise be 

its own measure, rather than an indicator of 

Marketing Mix itself, and the efforts of marketing 

mix and its elements may not be enough to fully 

convert users into buyers, which should be the role 

of Customer Satisfaction. The results of this study 

are contradictory to the previous studies on the 

effect of the Marketing Mix on Customer Loyalty 

through Customer Satisfaction of the multivitamins 

manufacturer company, PT. Merckby by 

(Simangunsong, Sitompul, & Sadalia, 2018). 

In said research, the authors found out that 

Marketing Mix has a direct and significant effect 

on loyalty, more so than the effect of Marketing 

Mix towards Customer Satisfaction. When 

compared to this research, it is quite the contrary as 

Marketing Mix has a higher effect on Customer 

Satisfaction rather than Marketing Mix, and is a 

moderate influencer rather than a significant 

influencer, as both the regression values and the P-

values suggest. 

 

RELATIONSHIPS BETWEEN CUSTOMER 

SATISFACTION AND CUSTOMER 

LOYALTY 

According to the SEM, there is a regression value 

of 0.18, making it a very weak positive correlation 

between Customer Satisfaction and Customer 
Loyalty. This means that for every one percent 

increase of Customer Satisfaction, Customer 

Loyalty increases by 18 percent, or for every 100 

satisfied customers, only 18 remain loyal 

customers. Though it is a positive correlation, the 

value of 0.18 is considered very weak and thus is 

not a significant impactor towards Customer 

Loyalty. This is further supported by the P value as 

according to the table of the regression weights as 

shown above, Customer Satisfaction towards 

Customer Loyalty is insignificant, as the P value is 

greater than 0.05. This does not reciprocate result 

previous studies done by (Wantara & Tambrin, 

2019) and their research on Madura Batik, as their 

study found that customer satisfaction significantly 

(positively) impacts customer loyalty. One of the 

possible factors of this result could be the fact that 

this study did not focus on a certain brand, 

company, or vape shop, but rather general, and 

thus, when the respondents were filling the 

questionnaire, it may be biased to their certain 

brand that they own and thus could favour them 

more than the others, this is given in the statements 

where the respondents were allowed to choose 

which vape products they were familiar with and 

which ones they were customers of, which could 

mean that the respondents being satisfied with a 

certain brand may not be applicable to the other 

brands. However, the insignificant relationship also 

makes sense, as word of mouth is one of the 

indicators for customer satisfaction in this study, It 

is also possible that the respondents may be 

satisfied with the product that they own and may 

recommend it to their family, friends, and other 

social circles, but they themselves may never 

purchase it again. If this were the case, though the 

customer base may see an increase from the direct 

effect of word of mouth, loyalty may not be 



LIAISON JOURNAL OF BEST      ISSN: 2809-6819

   

Vol. 2, No. 2, July, 2023   19 

 

established per individual, despite that a positive 

customer experience is one of the direct causes of 

Customer Loyalty, though despite this, satisfied 

customers may not always stick to one brand, 

which may be one of the flaws of repeat purchases 

from the construct of Customer Loyalty, though the 

findings of this research still somewhat support 

previous studies, as despite the low value and 

insignificant relationship as suggested by the table 

of regression weights, Customer Satisfaction is still 

a positive influencer towards Customer Loyalty. 

 

GOODNESS OF FIT 

From the results on AMOS under the Output > 

Model Fit Summary tab as shown and highlighted 

below, the normed chi square value or CMIN/df is 

2.466 and is less than the recommended threshold 
of 5 by Marsh and less than the recommended value 

of 3 by Kline, and thus the variables and sub-

variables are considered fit for the research model, 

and is accepted. 

 

 
 

 

5. CONCLUSION 

This section of the study discusses the conclusions 

and recommendations from the results gained and 

analyses conducted from this study about the 

constructs of Marketing 4P’s of vape products and 

its effect towards Customer Loyalty and Customer 
Satisfaction. 

 

Based on the results of the structural equation 

model, there is a positive relationship between 

Marketing Mix towards Customer Loyalty and 
Customer Satisfaction, and Customer Satisfaction 

positively affects Customer Loyalty. With the 
results and the values gained from the SEM, to 

answer the research questions as stated in chapter 

one, the questions can be answered by: 

1) Marketing Mix significantly 

influences [positively] Customer 

Satisfaction 

2) Marketing Mix does not significantly 

influence [positively] Customer 

Loyalty 

3) Customer Satisfaction does not 

significantly influence [positively] 

affect Customer Loyalty 

Based on these conclusions and based on the 

goodness of fit discussed in the previous chapter, 

the hypotheses can be accepted, as all of these 

correlations between the variables scrutinized in 

this study, despite some of the low values and 

insignificance, were indeed positive influences, 

though some distinctions and elaborations have to 

be made, which will be discussed in the following 

section of Managerial Implications.   

 

MANAGERIAL IMPLICATIONS 
MARKETING MIX SIGNIFICANTLY 

AFFECTS CUSTOMER SATISFACTION 

The result of this study found that there is a positive 
relationship of marketing mix towards customer 

satisfaction with the value of 0.93. With this in 

mind, vape companies should continue to utilize 

the Marketing Mix, taking into the account of all 

the elements that are part of the marketing mix and 

maximizing them to their full potential, though 

some careful considerations have to be made, such 

as the target market’s budget, the desired profit 

margin, pricing strategies, and the pricing and the 

operations of competitors. 

 

MARKETING MIX DOES NOT 

SIGNIFICANTLY AFFECT CUSTOMER 

LOYALTY 

The result of this study found out that Marketing 

Mix has a value of 0.56 towards Customer Loyalty 

whereas. As discussed in the previous chapter, this 

means that for every 1 percent increase of 

Customer Loyalty, there is an increase of 56 

percent Marketing Mix. Marketing Mix itself, and 

the efforts of marketing mix and its elements, even 

if fully utilized, may not be enough to fully convert 

users into buyers, due to the fact that there are 

always competitors selling the same or similar 

commodities, which would mean that vape stores 

and vape companies would always have the threat 

of substitution from its competitors. 

 

CUSTOMER SATISFACTION DOES NOT 

SIGNIFICANTLY AFFECT CUSTOMER 

LOYALTY 

Customer Satisfaction has a positive influence of 

0.18 towards Customer Loyalty. This means that 

for every one percent increase of Customer 

Satisfaction, Customer Loyalty increases by 18 

percent, or for every 100 satisfied customers, only 

18 remain loyal customers. Assuming that if a 

certain brand sees Customer Satisfaction as a short-

term goal, or a short-term achievement, customer 

loyalty should be the long-term goal for vape 

Table 1: CMIN Values 

Model  NPAR CMIN DF P CMIN/DF 

Default model  30 59.186 24 .000 2.466 

Saturated model  54 .000 0   

Independence model  18 461.512 36 .000 12.820 

Source: IBM AMOS 
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manufacturers; as there are many vape companies 

existing today, they would be fighting for sales. 

This phenomena can also be seen from the 

perspective of the Marketing Mix, as the elements 

of the 4P’s is enough to satisfy customers, and 

moderately convert individuals into loyal 

customers, while Customer Satisfaction is not 

enough to ensure customer retention. One such way 

to ensure customer retention that could be 

implemented by vape shops are loyalty programs or 

loyalty cards; Per every purchase, the customers 

would get stamps and every couple of stamps, they 

would be entitled to either a free gift, a discount, 

etc. 
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