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Abstract

This study aims to see the Influence of Marketing Communication, Customer Experience, and
Relationship Marketing on Customer Satisfaction (Case Study on Havana Garden Cafe, Bireuen
Regency). The sampling technique in this study is NonProbability Sampling. The sample in this
study was 125 visitors to the Havana Garden Cafe, Bireuen Regency. Primary data in this study
were taken by means of interviews and distributing questionnaires. The analysis tools used are
multiple linear regression analysis methods, classical assumption tests, instrument tests (validity
and reliability), hypothesis testing, and determination coefficients using the SPSS version 25
program. The results of this study show that the marketing communication variable (X1) has a
significant positive effect on customer satisfaction (Y), the customer experience variable (X2) has a
negative and insignificant effect on customer experience (Y), and relationship marketing (X3) has a
negative and insignificant effect on customer experience (Y). The data was processed statistically
using the SPSS 25 program tools.

Keywords : Marketing Communication, Customer Experience, Relationship Marketing and
Customer Satisfaction

1. INTRODUCTION

In the current era of globalization, businessmen are required to always find strategies so
that their business runs well to satisfy consumers, because businesses are basically established to
obtain expected profits and maintain their market share. In this case, one of the fastest-growing
businesses is a business in the café sector that offers coffee-based products. Entrepreneurs in this
business field must always look for strategies to ensure consumer satisfaction. A café can be
described as a place where people from different social and cultural backgrounds often visit to
meet, discuss, have casual conversations, and gain useful information. However, the definition of a
café is currently changing, some people not only make cafes a place for consumption activities, but
also as a lifestyle (Wardhana Aditya, 2014).

The development of cafes in Bireuen Regency is increasing. Today's cafes are very
different from cafes in the past, in the past cafes only served local coffee drinks with a traditional
concept and the consumers were only men, but today's cafes have many variations. Services,
facilities, sales of various types of coffee, consumers from various circles. Where both from the
middle and upper classes, in this case, include teenagers and adults. Given the high demand in the
market, it is not surprising that the growth of cafes is increasing year by year. One of the famous
cafes in Bireuen Regency is Havana Garden Cafe.

With the results of observation from visitor data at the havana garden café has increased
every month and there is an interesting problem in the havana garden café, namely with the outdoor
concept that it has, the Havana Garden Cafe has a little indoor space, which may make visitors
uncomfortable when the weather is uncertain, access to the location located in housing makes the
Havana Garden Cafe may not be strategic to meet. The selection of a business location must be
based on regional development, which can often have a positive and negative impact on business
development. Choosing a location is often considered a minor issue, but the location of a business
has a big impact on the sustainability of the café (Chelviana et al., 2017).
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2. IMPLEMENTATION METHOD

This research uses quantitative research methods. Data were collected using a questionnaire
distributed to respondents with an assessment technique using a Likert scale. Sampling technique
This research uses a non-probability sampling. The study was conducted on a sample of 125
respondents who visited the havana garden café. Data collection was carried out through the
distribution of questionnaires directly to visitors to the havana garden café. Data analysis uses
multiple linear regression with SPSS 25. Validity test using Pearson correlation, reliability test
using chronbach alpha provision, classical assumption test consisting of normality test (p-p normal
of regression standardized plot). multicollinearity test (tolerance & VIF), heteroscedasticity test
(ZPRED and its remaining SRESID). Multiple linear tests using hypothesis tests, t tests.

3. RESULTS AND DISCUSSION
3.1 Validity Test

df = 125-2 = 123, with a significant rate of 5% in the number obtained in r table 0.1757
(Double-sided test). For more clarity, the results of the validity test can be seen in the Table 1:

Table 1
Item Fhasil Ftabel Keterangan
X1.1 0,804 0,1757 Valid
X1.2 0,859 0,1757 Valid
X1.3 0,768 0,1757 Valid
X1.4 0,692 0,1757 Valid
X1.5 0,831 0,1757 Valid
X1.6 0,773 0,1757 Valid
X1.7 0,776 0,1757 Valid
X2.1 0,807 0,1757 Valid
X2.2 0,443 0,1757 Valid
X2.3 0,461 0,1757 Valid
X2.4 0,767 0,1757 Valid
X2.5 0,801 0,1757 Valid
X3.1 0,837 0,1757 Valid
X32 0,906 0,1757 Valid
X33 0,860 0,1757 Valid
X34 0,754 0,1757 Valid
Y1.1 0,726 0,1757 Valid
Y12 0,731 0,1757 Valid
Y13 0,747 0,1757 Valid
Y14 0,727 0,1757 Valid
Y15 0,780 0,1757 Valid
Y1.6 0,531 0,1757 Valid

Source: Statistical Software Data Processing Results, 2024

Based on the results in Table 1 above, we can see that r results > r tables with a
significance level of 5%. This shows that each questionnaire question is valid and trustworthy to
take research data. Because the data in the research is continued, it is to test the reliability of the
research.

3.2 Reliability Test
If alpha chronbach > 0.6 it is concluded that the variable is reliable, if alpha chronbach <
0.6 it is concluded that the variable in this study is not reliable.
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Table 2
Variabel Crombach Alpha Standar Keterangan
Marketing 0,897 0,6 Reliabel
Communication
Customer 0,703 0,6 Reliabel
Experience
Relationship 0,861 0,6 Reliabel
Marketing
Customer 0,800 0,6 Reliabel
Satisfaction

Source: Statistical Software Data Processing Results, 2024

The table above shows that overall, Cronbach's alpha has a value greater than 0.6, meaning
that it can be concluded that all variables in this study are reliable

3.3 Normality Test
Normality test of this research data was carried out using regression calculations which

were detected using two approaches, namely the Kolmogrov Smirnov test

Table 3
N Unstandardized
residual

Normal parameter® 125
Mean 0,0000000
Std. deviation 2,35635644
Most extreme differences 0,074
Absolute 0,050
-0,074
Positive 0,074
0,092°¢

Negative
Kolmogorov- smirnov-Z
Asymp. Sig.(2-tailed)

Source: Statistical Software Data Processing Results, 2024

Based on the processing results in the table, the Kolmonogrov-Smirnov magnitude is
0.092. The significance value is greater than 0.05, so it can be said that the residual value is
normally distributed.

3.4 Multicollinearity Test
The multicollinearity test is used to test whether the regression model finds a correlation

between the independent variables
Table 4

Collinearity statistic
Tolerance VIF

Model
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1 (constant)

Marketing Communication 0,659 1,517
(X1) 0,533 1,876
Customer Experience (X2) 0,677 1,477

Relationship Marketing (X3)

Source: Statistical Software Data Processing Results, 2024
Based on Table 4 above, the results of the multicollinearity test show that all variables,
namely Marketing Communication (X1), Customer Experience (X2), and Relationship Marketing
(X3), do not occur multicollinearity, this is due to the tolerance value in the variable Marketing
Communication (X1) is valued at 0.659 > 0.1 and VIF is valued at 1.517 < 10. Furthermore,
Customer Experience (X2) is valued at 0.533 > 0.1 and VIF is valued at 1.876 < 10. Furthermore,
the Relationship Marketing variable (X3) is valued at 0.677 > 0.1 and VIF is valued at 1.477 < 10.

3.5 Heteroskedasticity Test
The heteroscedasticity test aims to test whether in the regression model there is an
inequality of wvariance from the residual between one observation and another, the
heteroscedasticity test in this study can be seen using a plot graph between the predicted value of
the dependent variable (ZPRED) and its residual (SRESID). The results of the heteroscedasticity
test in this study are as follows:
Picture 1

Scatterplot

Dependent Variable: Kepuasan Pelanggan
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Based on picture 1 above shows that there is no clear pattern, and the dots spread above
and below the number O on the y-axis, it can be concluded that there are no symptoms of
heterokedasticity.

3.6 Data Analysis
To find out the influence of brand ambassadors, brand image and promotions on

purchases decision, the following table shows the results:
Table 5

Coefficients®
Model Unstandardized Coefficients Standardized Coefficients
B Std.Error Beta
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1 (constant) 14,294 1,756 8,140 0,000
X1 0,239 0,054 0,413 4,435 0,000
X2 0,169 0,105 0,167 1,613 0,109
X3 0,048 0,086 0,051 0,550 0,583

a. Dependen Variable : Customer satisfaction

The results of the multiple linear regression equation can be arranged into the equation:
Y =14,294 + 0,239 X; + 0,169 X,+ 0,048 X3+ e

1. The value of the Marketing Communication coefficient (X1) is 0.239 so that it can be
interpreted that if Marketing Communication (X1) is increased by 1 unit of value, it is
predicted that Customer Satisfaction (Y) at Havana Garden Cafe Bireuen Regency will
increase by 0.239

2. The value of the Customer Experience coefficient (X2) is 0.169 so that it can be interpreted
that if Experience Experience (X2) is added 1 unit of value, Customer Satisfaction (Y) is
predicted at Havana Garden Cafe, Bireuen Regency will decrease by 0.169.

3. The value of the Relationship Marketing coefficient (X3) is 0.048 so that it can be
interpreted that if the Relationship Marketing (X3) is increased by 1 unit of value, it is
predicted that Customer Satisfaction (Y) at Havana Garden Cafe in Bireuen Regency will
increase by 0.142.

3.7Ujit

Based on table 5 it can be explained as follows

1. It is known that the significance value for the Marketing Communication variable (X1) on
Customer Satisfaction (Y) is 0.000 < 0.05 and the value of the calculation is 4.435 > table
1.658, so it can be concluded that H1 is accepted which means that Marketing Communication
has a positive and significant effect on Customer Satisfaction.

2. It is known that the significance value for the Customer Experience variable (X2) to Customer
Satisfaction (Y) is is 0.109 > 0.05 and the value of the calculation is 1.613 < 1.658, so it can be
concluded that H2 is rejected which means that Customer Experience has no positive and
insignificant effect on Customer Satisfaction.

3. It is known that the significance value for the Relationship Marketing variable (X3) on
Customer Satisfaction (Y) is 0.583 > 0.05 and the value of the calculation is 0.550 < ttable
1.658, so it can be concluded that H3 is accepted, which means that Relationship Marketing has
no positive and insignificant effect on Customer Satisfaction.

4. DISCUSSION
4.1 The Effect of Marketing Communication on Customer Satisfaction at Havana Garden
Cafe, Bireuen Regency

Based on the results of the study, it was found that the significance value for the Marketing
Communication variable (X1) on Customer Satisfaction (Y) was 0.000 < 0.05 and the value of the
calculation was 4.435 > 1.658, so it can be concluded that H1 was accepted, which means that
Marketing Communication has a positive and significant effect on Customer Satisfaction at Havana
Garden Cafe, Bireuen Regency. The results of this study are supported by research conducted by
Kartika et al., (2019), about the influence of relationship marketing, marketing communication and
company image on consumer behavior intentions through customer satisfaction found that
marketing communication has a positive and significant effect on customer satisfaction that the
better marketing communication, the higher the behavioral intention of consumers to make a
purchase. This is evidenced by the results of the t-test that has been carried out which produces a
significance value of 0.035 (sign < 5%) which states that there is a significant influence between
marketing communication (X2) on consumer behavior intentions (Y2).
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4.2 The Effect of Customer Experience on Customer Satisfaction at Havana Garden Cafe,
Bireuen Regency

Based on the results of the study, it was found that the significance value for the Customer
Experience variable (X2) to Customer Satisfaction (Y) was 0.109 > 0.05 and the value of the
calculation was 1.613 < table 1.658, so it can be concluded that H2 was rejected which means that
Customer Experience has no positive and insignificant effect on Customer Satisfaction at Havana
Garden Cafe, Bireuen Regency. The results of this study are supported by research conducted by
Harsono et al., (2020), on the analysis of the influence of consumer experience on consumer
satisfaction at the Yello Jemursari Hotel Surabaya. In this study, the consumer experience
component has a negative and insignificant effect on consumer satisfaction at the Yello Jemursari
Hotel Surabaya. This variable has a tcal value of 0.515 and a significance level of 0.608, so there is
no significant influence.

4.3 The Effect of Relationship Marketing on Customer Satisfaction at Havana Garden Cafe,
Bireuen Regency

Based on the results of the study, it was found that the significance value for the
Relationship Marketing (X3) variable on Customer Satisfaction (Y) was 0.583 > 0.05 and the value
of the calculation was 0.550 < 1.658, so it can be concluded that H3 was rejected which means that
Relationship Marketing has no positive and insignificant effect on Customer Satisfaction at Havana
Garden Cafe, Bireuen Regency. The results of this study are different from previous studies
conducted Kartika et al, (2019) on the Influence of Relationship Marketing, Marketing
Communication and Corporate Image on Consumer Behavior Intentions through Customer
Satisfaction at Vasa Hotel Surabaya, Based on the results of data analysis, it is known that
marketing relationships have a significant direct influence on customer satisfaction (Y1). This is
evidenced by the results of the tests that have been carried out which produce a significance value
of 0.041 (sign < 5%). There is a significant influence between marketing relationships (X1) and
customer satisfaction (Y1).

5. CONCLUSION
Based on the results of the research and discussion, several conclusions can be drawn, including:

1) Based on the Statistical Software 25 test, the test results were obtained and associated with
the theory that marketing communication variables have a positive and significant effect on
customer satisfaction.

2) Based on the Statistical Software 25 test, the test results were obtained and associated with
the theory that customer experience variables have no positive effect and is not significant
to customer satisfaction.

3) Based on the Statistical Software 25 test, the test results were obtained and associated with
the variable theory, relationship marketing has no positive and insignificant effect on
customer satisfaction.

REFERENCES

Affran, S., Dza, M., & Buckman, J. (2019). Empirical Conceptualization of Customer Loyalty on
Relationship Marketing.pdf. Journal of Research in Marketing, 10(2), 798-806.

Agus, H. (2019). marketing,komunikasi pemasaran dan citra perusahaan terhadap niat perilaku
konsumen melalui kepuasan pelanggan pada vasa hotel surabaya. Jurnal Ilmu Ekonomi Dan
Manajeme, 06(issn;2355-7435), 1;14.

Al-Qahtani, M. F. (2015). Associations between approaches to study, the learning environment,
and academic achievement. Journal of Taibah University Medical Sciences, 10(1), 56—65.
https://doi.org/10.1016/j.jtumed.2015.01.014

Amstrong, K. K. & G. (2016). Prinsip Pemasaran (p. 174).

International Journal of Social Science, Educational, Economics, Agriculture Research, and Technology (IJSET)
E-ISSN: 2827-766X | WWW.IJSET.ORG



http://www.ijset.org/

Asniwaty, B., Sehe, M., Siswanto, B., & Satryawati, -. (2019). Analysis of Effect of Service Quality,
Physical Environment And Customer Experience To Customer Loyalty Through Customer
Satisfaction of Visitor Starbucks Coffee In Samarinda. 75(ICMEMm 2018), 122-128.
https://doi.org/10.2991/icmemm-18.2019.7

Chelviana, K. M., Made, A. M., & Iyus, A. H. (2017). Analisis Faktor-Faktor yang Mempengaruhi
Pemilihan Lokasi Toko Modern di Kecamatan Buleleng. Jurnal Pendidikan Ekonomi
Undiksha, 9(2), 257-266.

Dua Mea, M. H. C., & Laga, Y. (2021). Pengaruh Relationship Marketing, Suasana Kafe, Dan
Kepuasan Pengunjung Terhadap Loyalitas Pelanggan Mokka Coffee Ende. Jurnal MEBIS
(Manajemen Dan Bisnis), 5(2), 131-139. https://doi.org/10.33005/mebis.v5i2.83

Farah Ayu, F., & Didi, S. (2022). Analisis kepuasan pelanggan terhadap layanan aplikasi halodoc
dengan menggunakan metode servqual. Jurnal Ilmiah MEA, 6(2), 595.
https://journal.stiemb.ac.id/index.php/mea/article/view/2056

ghozali. (2016). Ghozali-1-2016-Aplikasi-Analisis-Multivariete-Dengan-Program-1bm-Spss-23-
Viii-Semarang-Badan-Penerbit-Universitas-Diponegoro_Convert Compress.Pdf (p. 313).

Ghozali. (2018). Aplikasi analisis multivariate dengan program IBM SPSS 25 Edisi 9.

Gilboa, S., Seger-Guttmann, T., & Mimran, O. (2019). The unique role of relationship marketing in
small businesses’ customer experience. Journal of Retailing and Consumer Services,
51(May), 152—164. https://doi.org/10.1016/j.jretconser.2019.06.004

Handoko, S. &. (2018). Pengaruh Bauran Pemasaran Terhadap Keputusan Pembelian Konsumen
Pada Optik Humaira Di Sekayu. Jurnal Agora, 6(2), 2—7.

Harsono, D., Ruslie, A., & Jokom, R. (2020). Analisa Pengaruh Pengalaman Konsumen Terhadap
Kepuasan Konsumen di Hotel Yello Jemursari Surabaya. Jurnal Hospitality Dan Manajemen
Jasa, 8(1), 222-238.

IrawanLubis, M. F., Aslami, N., & Tambunan, K. (2023). Pengaruh Harga, Pelayanan Dan
Customer Experience Terhadap Kepuasan Pelanggan Pada Cafe Pascho Pematangsiantar.
Jurnal  Ilmiah  Manajemen, Ekonomi, &  Akuntansi (MEA), 7(2), 872-882.
https://doi.org/10.31955/mea.v7i2.3074

Kartika, C., Hidayat, F., & Krinala, E. (2019). Pengaruh Relationship Marketing, Komunikasi
Pemasaran Dan Citra Perusahaan Terhadap Niat Perilaku Konsumen Melalui Kepuasan
Pelanggan Pada Vasa Hotel Surabaya. Jmmli7, 6(02), 1-14.
https://doi.org/10.30996/jmm17.v6i102.2992

Keni, K., & Sandra, K. K. (2021). Prediksi Customer Experience Dan Service Quality Terhadap
Customer Loyalty: Customer Satisfaction Sebagai Variabel Mediasi. Jurnal Muara llmu
Ekonomi Dan Bisnis, 5(1), 191. https://doi.org/10.24912/jmieb.v5i1.11196

Kotler, P., & Keller, K. L. (2016). Marketing  Management.  Pearson.
https://books.google.co.id/books?id=UbfwtwEACAAJ

Kurdi, B. Al, Alshurideh, M., & Alnaser, A. (2020). The impact of employee satisfaction on
customer satisfaction: Theoretical and empirical underpinning. Management Science Letters,
10(15), 3561-3570. https://doi.org/10.5267/j.msl.2020.6.038

McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., & Neely, A. (2019). Gaining
Customer Experience Insights That Matter. Journal of Service Research, 22(1), 8-26.
https://doi.org/10.1177/1094670518812182

Ndubisi, N. (2011). Cultural Dimensions and Relationship Marketing: An African Marketing
Model. Journal of Cultural Studies, 5. https://doi.org/10.4314/jcs.v5i2.6266

Ogbechi, A. D. (2018). ajol-file-journals 336 _articles 174520 submission_proof 174520-4009-
446754-1-10-20180716 (1).pdf (p. 50). Jul 16, 2018.

Putri, U. P., Suharyono, & Abdillah, Y. (2014). Pengaruh Relationship Marketing Terhadap
Kepuasan Dan Loyalitas Nasabah (Studi pada Nasabah Bank Jatim Cabang Pasuruan). Jurnal
Administrasi Bisnis (JAB, 15(2), 1-9.

Setiowati, D., Wiratri, ;, Nada, A. ;, & Romli, A. (2023). Pengaruh Komunikasi Pemasaran
Terhadap Kepuasan Pelanggan Pada Toko Ritel Melalui Program Sampoerna Retail
Community. https://www.src.id/

International Journal of Social Science, Educational, Economics, Agriculture Research, and Technology (IJSET)
E-ISSN: 2827-766X | WWW.IJSET.ORG


http://www.ijset.org/
http://www.src.id/

Volumes 4 No. 5 (2025)

THE INFLUENCE OF MARKETING COMMUNICATION, CUSTOMER EXPERIENCE, AND
RELATIONSHIP MARKETING ON CUSTOMER SATISFACTION
(Case Study on Havana Garden Cafe, Bireuen Regency)

Sarah Nurfadilla C!, M. Subhan?, Mariyudi®, Teuku Zulkarnaen’

Sugiarto. (2017). Metodologi penelitian bisnis.

Sugiyono. (2016). Pdf-Buku-Metode-Penelitian-Sugiyono _Compress.Pdf (p. 62).

Susanti, T. (2012). Analisis Pengaruh Kualitas Produk, harga, Lokasi dan Kualitas Pelayanan
Terhadap Keputusan Pembelian. Ekonomika Dan Bisnis Manajemen, 1-54.

Syahputra, D., & Murwatiningsih. (2019). Building Customer Engagement Through Customer
Experience, Customer Trust, and Customer Satisfaction in Kaligung Train Customers.
Management Analysis Journal, 8(4), 350-359. http://maj.unnes.ac.id

Tivasuradej, Y. C. T., & Pham, N. (2019). Advancing customer experience practice and strategy in
Thailand. Asia  Pacific Journal of Marketing and Logistics, 31(2), 327-343.
https://doi.org/10.1108/APIML-09-2017-0220

Tjiptono, F., & Chandra, G. (2016). Service, Quality & Satisfaction.

van Tonder, E., & Petzer, D. J. (2018). The interrelationships between relationship marketing
constructs and customer engagement dimensions. Service Industries Journal, 38(13—14), 948—
973. https://doi.org/10.1080/02642069.2018.1425398

Wardhana Aditya. (2014). Analisis Positioningtop Brand Coffee Shop Berdasarkan Persepsi
Pelanggandi Kota Bandung. SNaPP, 303-310.
http://proceeding.unisba.ac.id/index.php/sosial/article/view/173/pdf

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2010). Services Marketing Strategy. Wiley
International Encyclopedia of Marketing.
https://doi.org/10.1002/9781444316568.wiem01055

International Journal of Social Science, Educational, Economics, Agriculture Research, and Technology (IJSET)
E-ISSN: 2827-766X | WWW.IJSET.ORG


http://www.ijset.org/
http://maj.unnes.ac.id/
http://proceeding.unisba.ac.id/index.php/sosial/article/view/173/pdf

	Abstract
	1. INTRODUCTION
	2. IMPLEMENTATION METHOD
	3. RESULTS AND DISCUSSION
	3.1 Validity Test
	3.2 Reliability Test
	Table 2
	3.3 Normality Test
	Table 3
	3.4 Multicollinearity Test
	3.5 Heteroskedasticity Test
	Picture 1
	3.6 Data Analysis
	Table 5
	Y = 14,294 + 0,239 X1 + 0,169 X2 + 0,048 X3 + e
	3.7 Uji t

	4. DISCUSSION
	4.1 The Effect of Marketing Communication on Customer Satisfaction at Havana Garden Cafe, Bireuen Regency
	4.2 The Effect of Customer Experience on Customer Satisfaction at Havana Garden Cafe, Bireuen Regency
	4.3 The Effect of Relationship Marketing on Customer Satisfaction at Havana Garden Cafe, Bireuen Regency

	5. CONCLUSION
	REFERENCES

