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Abstract
 

______________________________________________________________________________________ 
This study examines the relationships between the nine elements of the marketing mix (9P) and shopping satisfaction at Tania 
Minimarket, controlling for gender. Using a cross-sectional quantitative design, data were collected through a four-point Likert-
scale questionnaire from students of the Faculty of Teacher Training and Education, Universitas Sebelas Maret, who had 
previously shopped at the minimarket. Respondents were recruited through incidental non-probability sampling, and data were 
analyzed using multiple linear regression. The findings reveal that people, physical evidence, and packaging were positively and 
significantly associated with shopping satisfaction, whereas the other marketing-mix elements and gender showed no significant 
individual associations. These results indicate that the 9P elements do not contribute uniformly to shopping satisfaction, 
highlighting the relevance of employee-related factors, the physical environment, and packaging in this retail context. The study 
extends the contextual application of the 9P framework by identifying variation in the associations between individual marketing-
mix dimensions and shopping satisfaction. Practically, the findings suggest prioritizing dimensions supported by empirical 
evidence rather than treating all elements as equally consequential. However, the single-faculty sample and non-probability 
sampling design constrain generalizability, warranting further validation across more diverse retail settings. 
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INTRODUCTION 

Minimarkets occupy an important position in modern retailing by offering convenient access 
to frequently purchased goods, standardized services, and a relatively comfortable shopping 
environment (Wati et al., 2025; Frihatni, 2020). However, these characteristics do not necessarily 
guarantee customer satisfaction, particularly in settings where consumers have access to alternative 
retail outlets. Understanding how consumers evaluate different aspects of the shopping experience is 
therefore important for developing context-sensitive retail marketing strategies. Tania Minimarket, 
located on the first floor of Building C at the Faculty of Teacher Training and Education, Universitas 
Sebelas Maret (UNS), serves both as a retail outlet and as an economic education laboratory offering 
entrepreneurship internship opportunities. Its products include food, beverages, stationery, and daily 
necessities. Internal sales records indicate a decline in annual revenue from approximately IDR 296.2 
million in 2023 to IDR 278.8 million in 2024 and IDR 252.2 million in 2025, representing year-on-
year decreases of approximately 5.9% and 9.5%, respectively. Quarterly revenue also fluctuated 
considerably, indicating that the annual decline was not uniform across reporting periods. 

Table 1. Quarterly Revenue of Tania Minimarket and Year-on-Year Changes (IDR) 

Quarter 2023 2024 2025 Change 2023–
2024 

Change 2024–
2025 

Q1 55,640,632 29,942,282 30,843,627 -46.2% +3.0% 
Q2 86,187,217 60,566,118 79,578,689 -29.7% +31.4% 
Q3 61,391,626 71,293,400 38,977,582 +16.1% -45.3% 
Q4 92,984,988 117,044,620 102,833,953 +25.9% -12.1% 
Total annual 
revenue 296,204,463 278,846,420 252,233,851 -5.9% -9.5% 

 
These figures establish a business-performance concern but do not identify its underlying 

causes. Revenue may vary with transaction volume, average spending, product availability, operating 
conditions, academic calendars, or competitive pressures. A newly established campus café offering 
overlapping product categories provides a plausible competitive context, but no comparative price, 
customer-traffic, or switching data are available to establish its contribution to Tania Minimarket's 
revenue decline. Nor can declining revenue be interpreted as direct evidence of declining customer 
satisfaction. Accordingly, this study addresses a narrower and empirically distinguishable question: 
how do consumers evaluate Tania Minimarket's marketing-mix attributes, and which attributes are 
associated with their shopping satisfaction? 

Customer satisfaction concerns consumers' evaluations of whether a product or service meets 
their expectations and needs (Thusyanthy & Tharanikaran, 2017). The expectancy-disconfirmation 
perspective explains satisfaction as an evaluation arising from comparisons between prior expectations 
and perceived performance. Schiebler et al. (2026) provide a recent synthesis of this perspective. In 
retail settings, satisfaction may reflect several dimensions of the shopping experience, including 
product availability, price, accessibility, service encounters, and the physical environment. 
Nevertheless, the relevance of these attributes may vary across retail formats and consumer contexts. 
Yokoyama et al. (2022), for example, discuss the role of convenience-store attributes in consumers' 
evaluations. This suggests that satisfaction should not be assumed to result equally from every 
marketing activity; rather, its antecedents require contextual empirical assessment. 

The marketing mix provides a framework for examining how organizations configure market-
facing activities to create customer value (Kotler & Armstrong, 2018). Although the conventional four-
element model emphasizes product, price, place, and promotion, expanded formulations incorporate 
additional dimensions associated with service delivery and consumption experiences (Badulescu et 
al., 2026). This study examines nine elements: product, price, place, promotion, people, process, 
physical evidence, packaging, and payment (Schiebler et al, 2026). Collectively, these dimensions 
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capture both the functional value of the retail offering and the conditions under which consumers 
encounter and purchase products. Product and price concern the perceived value of the offering; place 
and promotion concern accessibility and market communication; people and process capture 
interpersonal and transactional experiences; physical evidence represents the tangible shopping 
environment; and payment concerns transaction convenience (Islam & Ferrer, 2025). Packaging is 
included as a distinct dimension of consumers' evaluations of the products sold. 

The relevance of this expanded framework lies not simply in the number of dimensions 
examined, but in the possibility that different attributes have different associations with satisfaction 
(Chan et al., 2020). In a campus minimarket, consumers may value product availability and affordable 
prices while also evaluating employee interactions, store conditions, and transaction convenience 
(Yokohama et al., 2022). However, the inclusion of these dimensions does not establish that all nine 
will independently predict satisfaction (Florea et al., 2025). Their empirical relevance depends on 
consumer perceptions and the specific retail context. Moreover, the nine-element framework requires 
careful interpretation because some dimensions may overlap conceptually or involve factors beyond 
the retailer's direct control. 

Packaging illustrates this measurement challenge. In this study, packaging refers to 
consumers' evaluations of the packaging of products sold at Tania Minimarket, using indicators of 
durability and protection, consumer convenience, seller convenience, buyer appeal, cost, and 
environmental impact (Pangestu & Siswahyudianto, 2022). These indicators span attributes controlled 
primarily by product manufacturers and attributes more closely associated with retail handling or 
presentation. Consequently, the packaging construct represents a heterogeneous set of consumer 
evaluations rather than a purely retailer-controlled marketing activity. Any managerial implications 
concerning packaging must therefore distinguish between factors that the minimarket can influence 
directly and those requiring cooperation with suppliers. 

Previous research has examined the relationships between marketing-mix elements and 
consumer responses, although the findings appear to be context-dependent. For instance, Ghanem et 
al. (2026) demonstrate the relevance of marketing-mix dimensions in explaining green purchase 
intention, highlighting the importance of examining marketing strategies within specific market 
contexts. Similarly, Praveen et al. (2025) show that consumer satisfaction with homegrown brands is 
associated with context-specific consumer considerations. However, findings from studies examining 
conventional marketing-mix dimensions or different consumer settings cannot establish whether 
additional service-related and transactional dimensions contribute distinct explanatory value in a 
campus-based minimarket. This concern is consistent with Stremersch et al. (2022), who emphasize 
the value of context-specific research in marketing, particularly in understanding how marketing 
phenomena may vary across different settings. Evidence from service-related research also suggests 
that consumer expectations and responses may differ depending on the nature of the service context 
(Nagashima, 2026). The relevant research problem is therefore not simply whether the marketing mix 
influences satisfaction, but whether the expanded set of dimensions exhibits differentiated associations 
within a specific retail environment. This study addresses that question by examining all nine 
dimensions simultaneously and estimating their individual relationships with shopping satisfaction. It 
does not assume that adding dimensions necessarily improves theoretical explanation; rather, it 
evaluates whether the expanded framework identifies a differentiated pattern of associations that a 
conventional four-element formulation might not capture. 

Gender is included as a control variable because consumer evaluations and responses may 
vary across individual characteristics and decision-making contexts. Research on consumer decision-
making has highlighted the importance of accounting for differences in information processing, choice 
confidence, and consumer responses when examining market outcomes (Cheng et al., 2026; Choi et 
al., 2026). Nevertheless, demographic differences alone do not establish gender as a confounder, nor 
should its inclusion be interpreted as evidence that gender systematically determines satisfaction. In 
this study, gender is treated as a covariate to assess whether the estimated relationships between the 
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marketing-mix dimensions and satisfaction remain after accounting for gender differences. This 
approach provides a limited statistical adjustment rather than a comprehensive explanation of 
demographic heterogeneity. 

Accordingly, this study examines the individual and joint relationships between the nine 
marketing-mix dimensions and shopping satisfaction at Tania Minimarket, with gender included as a 
control variable. It makes a context-specific empirical contribution by identifying which dimensions 
exhibit statistically significant associations with satisfaction and which do not. The practical 
contribution is similarly bounded: the findings can inform managerial prioritization among the 
dimensions examined, but they cannot establish the causes of revenue decline or demonstrate that 
changes in satisfaction will necessarily improve financial performance. Given the single-faculty setting 
and the use of incidental non-probability sampling, the findings are interpreted within the study 
context rather than generalized to the broader retail population. Gender is included as a control 
variable to account for potential differences in shopping satisfaction, rather than being positioned as a 
central theoretical predictor. Based on this rationale, the study tests the following hypotheses: 

H1: Product is positively associated with shopping satisfaction. 
H2: Price is positively associated with shopping satisfaction. 
H3: Place is positively associated with shopping satisfaction. 
H4: Promotion is positively associated with shopping satisfaction. 
H5: People is positively associated with shopping satisfaction. 
H6: Process is positively associated with shopping satisfaction. 
H7: Physical evidence is positively associated with shopping satisfaction. 
H8: Packaging is positively associated with shopping satisfaction. 
H9: Payment is positively associated with shopping satisfaction. 
H10: The nine marketing-mix dimensions are jointly associated with shopping satisfaction. 

METHOD 
Research Design and Sampling 

This study employed a quantitative cross-sectional survey design to examine the relationships 
between nine marketing-mix dimensions and shopping satisfaction at Tania Minimarket, with gender 
included as a control variable. The target population comprised 5,104 active students enrolled in the 
Faculty of Teacher Training and Education (FKIP), Universitas Sebelas Maret (UNS), from the 2022–
2025 cohorts. Eligible respondents were students who had previously purchased products at Tania 
Minimarket and were therefore able to evaluate their shopping experiences. 

Respondents were recruited using incidental non-probability sampling (Sugiyono, 2016). The 
questionnaire was distributed through Google Forms, with the survey link circulated in WhatsApp 
groups and participation based on respondents' voluntary self-selection. All 371 respondents who 
completed the questionnaire reported having previously shopped at Tania Minimarket. However, the 
number of individuals who received or accessed the questionnaire, declined participation, failed the 
eligibility screening, or did not complete the survey was not recorded. Consequently, the response rate 
and the extent of potential nonresponse bias could not be established. 

The initial sample-size target was calculated using Slovin's formula, yielding approximately 
371 respondents from the stated population at a nominal 5% error level (Majdina et al., 2024). This 
calculation was used solely as an initial planning reference, not as evidence of sample 
representativeness or as a valid basis for claiming a conventional 5% margin of sampling error. 
Because recruitment relied on non-probability sampling, selection probabilities were unknown and 
selection bias could not be ruled out (Allison et al., 2025). The achieved sample size was also examined 
in relation to the proposed regression model through a sensitivity analysis assuming a significance 
level of 0.05, statistical power of 0.80, 371 observations, and 10 predictors. The resulting detectable 
effect sizes were conditional on the assumptions of the analysis and should not be interpreted as 
evidence of representativeness or freedom from selection bias. 
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Variables and Measurement 
The study examined nine marketing-mix dimensions as independent variables: product (X1), 

price (X2), place (X3), promotion (X4), people (X5), process (X6), physical evidence (X7), payment 
(X8), and packaging (X9). Shopping satisfaction was specified as the dependent variable (Y), while 
gender (Z) was included as a categorical control variable. The model treated gender as a main-effect 
covariate rather than a moderator because no interaction terms were specified. Data were collected 
using a structured questionnaire administered through Google Forms. Responses to the measurement 
items were recorded on a four-point Likert scale ranging from 1 (strongly disagree) to 4 (strongly 
agree). The absence of a neutral response option was intended to encourage respondents to express a 
directional evaluation. Nevertheless, this format may constrain response variability and does not 
eliminate the possibility of measurement error. 

The questionnaire contained 38 items measuring the nine marketing-mix dimensions, with 
three to six items assigned to each dimension. The indicators and their reported sources are presented 
in Table 2. The shopping satisfaction items were based on indicators attributed to Kotler and Keller 
(2016), including repeat purchasing, positive comments and recommendations, reduced attention to 
competitors, and purchasing other products from the same brand. These indicators primarily capture 
post-purchase behavioral intentions and loyalty-related responses rather than satisfaction as a purely 
evaluative judgment. Accordingly, the interpretation of the dependent variable requires caution, 
particularly if the construct is intended to represent shopping satisfaction rather than behavioral 
loyalty. 

Table 2. Operationalization of Variables and Measurement Indicators 
Variable Items Indicators Source 

Product (X1) 3 Product variety, brand assortment, and product quality Rizky et al. (2021) 

Price (X2) 3 Price–quality alignment, price competitiveness, and 
affordability Rizky et al. (2021) 

Place (X3) 4 Strategic location, accessibility, parking availability, and 
visibility Rizky et al. (2021) 

Promotion (X4) 4 Promotional frequency, price discounts, media diversity, 
and personal selling Rizky et al. (2021) 

People (X5) 4 Service speed, friendliness, politeness, and employee 
teamwork Laru et al. (2025) 

Process (X6) 4 Service simplicity, speed, consistency, and ease of 
ordering Savitri et al. (2024) 

Physical evidence 
(X7) 6 Color, layout, lighting, supporting facilities, furnishings, 

and atmosphere 
Dewi and Setiawan 
(2024) 

Payment (X8) 4 Transaction speed, ease, efficiency, and transparency Anggraeni et al. (2022) 

Packaging (X9) 6 
Durability and protection, consumer convenience, seller 
convenience, buyer appeal, cost, and environmental 
impact 

Pangestu and 
Siswahyudianto (2022) 

Shopping satisfaction 
(Y) 6 

Repeat purchasing, positive comments and 
recommendations, reduced attention to competitors, and 
purchasing other products from the same brand 

Kotler and Keller 
(2016) 

 
Packaging was operationalized using six indicators covering product protection, convenience, 

appeal, cost, and environmental impact. These indicators may encompass attributes controlled by 
manufacturers as well as those influenced by retailers. Therefore, packaging should not be interpreted 
exclusively as a store-controlled marketing activity. The operational definition and questionnaire 
wording require further clarification to establish whether respondents evaluated manufacturers' 
product packaging, shopping bags, or other packaging-related attributes. Data were collected through 
an online questionnaire administered via Google Forms, and participation was voluntary. 
Respondents were informed about the purpose of the study and their participation in the survey. The 
data were used solely for research purposes and handled confidentially. The available methodological 
records do not fully document the item-adaptation procedure, questionnaire pretesting, expert 
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assessment of content validity, or the specific wording of individual items. These procedures should 
be reported where they were actually conducted; they should not be inferred from the subsequent 
statistical validity and reliability tests. 

Validity and Reliability Assessment 
Item validity was assessed using Pearson product–moment correlations. The reported item–

total correlation coefficients ranged from 0.631 to 0.839, exceeding the reported critical correlation 
value of 0.0979 at the 5% significance level. The reported significance values were below 0.001. Based 
on these results, the 38 marketing-mix items met the study's stated item-validity criterion. Internal 
consistency was assessed using Cronbach's alpha. The reported coefficients for the nine marketing-
mix dimensions ranged from 0.655 to 0.829, while the coefficient for shopping satisfaction was 0.676. 
All reported values exceeded the study's adopted threshold of 0.60 (Sugiyono, 2016). These results 
indicate that the scales met the study's stated minimum reliability criterion. However, Cronbach's 
alpha alone does not establish construct validity, dimensionality, or discriminant validity. The 
reliability results should therefore be interpreted as evidence of internal consistency under the criteria 
adopted in this study, rather than comprehensive validation of the measurement model. 

Data Analysis and Model Specification 
The data were analyzed using SPSS. The analytical procedures included descriptive statistics, 

classical regression assumption tests, multiple linear regression, individual coefficient tests, an 
omnibus model test, and the coefficient of determination. Normality, multicollinearity, and 
heteroscedasticity were identified as the principal regression diagnostics. However, the available 
records do not specify the exact diagnostic statistics, decision thresholds, missing-data procedures, or 
checks for influential observations. These details should be reported based on the analyses actually 
performed. Multiple linear regression was used to estimate the individual associations between the 
nine marketing-mix dimensions and shopping satisfaction while controlling for gender. The model 
was specified as follows: 

Yi = β0 + ∑j=1
9 βjXji + β10Zi + εi 

Where Yi represents shopping satisfaction for respondent i; Xji represents the j-th marketing-mix 
dimension for respondent i, where j = 1, …, 9; Zi represents gender for respondent i; β0 is the intercept; 
βj denotes the regression coefficient for the j-th marketing-mix dimension; β10 denotes the regression 
coefficient for gender; εi is the error term for respondent i. Gender was entered as a categorical 
predictor. The coding scheme and reference category were not specified in the available records and 
must be documented from the original analysis. 

Individual regression coefficients were evaluated using t-tests, while the joint statistical 
significance of the predictors was assessed using the omnibus F-test. The coefficient of determination 
and adjusted coefficient of determination were used to assess the model's explanatory capacity. A 
statistically significant F-test was interpreted as evidence that the predictors were jointly associated 
with the outcome, not as evidence that every marketing-mix dimension had a statistically significant 
individual association. The regression diagnostics were intended to assess selected assumptions of the 
linear model. They cannot, however, eliminate selection bias arising from non-probability sampling, 
measurement error, omitted-variable bias, or potential endogeneity. Accordingly, the regression 
estimates are interpreted as conditional statistical associations rather than definitive causal effects. The 
cross-sectional design also precludes establishing temporal ordering between the marketing-mix 
evaluations and shopping satisfaction. 
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RESULTS AND DISCUSSION 

Respondent Characteristics and Preliminary Analysis 
The study analyzed responses from 371 students who reported having previously purchased 

products at Tania Minimarket. The 2024 cohort constituted the largest proportion of respondents 
(approximately 30%), followed by the 2022 (28%), 2025 (25%), and 2023 (18%) cohorts. Female 
respondents accounted for 85% of the sample, while male respondents represented 15%. These figures 
describe the composition of the analyzed sample, not the demographic profile of Tania Minimarket's 
actual customer base. Without transaction records or population-level comparisons, it is not possible 
to establish whether particular cohorts or gender groups are overrepresented among the minimarket's 
customers. The gender imbalance also warrants caution when interpreting the estimated gender 
coefficient, particularly because the study was not designed to establish gender-specific differences in 
the relationships between marketing-mix dimensions and satisfaction. 

All respondents indicated previous purchasing experience at Tania Minimarket. This 
screening criterion provides a relevant basis for evaluating their shopping experiences. However, the 
absence of records on the number of individuals who accessed the questionnaire, were screened out, 
declined participation, or failed to complete it prevents calculation of the response rate and assessment 
of nonresponse bias. Furthermore, incidental sampling and voluntary online participation may have 
introduced selection bias, limiting the generalizability of the findings beyond the respondents 
analyzed. The regression diagnostics provided partial evidence regarding the suitability of the specified 
model. The Kolmogorov–Smirnov test of the residuals produced an asymptotic significance value of 
0.100, indicating that the test did not detect a statistically significant departure from normality. This 
result should not be interpreted as proof that the residuals are normally distributed. Normality is only 
one consideration in regression inference, and the adequacy of the model also depends on the 
specification, independence of errors, and other relevant assumptions. 

The multicollinearity diagnostics indicated tolerance values above 0.10, with a minimum of 
0.431, and variance inflation factor (VIF) values below 10, with a maximum of 2.322. These results 
do not indicate severe multicollinearity under conventional diagnostic thresholds. Nevertheless, the 
relatively lower tolerance values for process (0.431), payment (0.432), and people (0.448) suggest that 
these predictors share some explanatory variance with other variables in the model. This overlap is 
important when interpreting individual regression coefficients because the estimated contribution of 
each predictor is conditional on the other predictors being held constant. 

The heteroscedasticity assessment, based on Spearman correlations between the nine 
marketing-mix predictors and absolute residuals, yielded nonsignificant results, with correlation 
coefficients ranging from 0.001 to 0.036 and significance values from 0.485 to 0.979. These findings 
provide no detected evidence of heteroscedasticity under the reported procedure. However, gender 
was not included in this assessment, and the results do not establish that all model assumptions are 
satisfied. More importantly, acceptable regression diagnostics cannot eliminate selection bias, 
measurement error, omitted-variable bias, or potential endogeneity. 

Multiple Linear Regression Results 
Multiple linear regression was used to examine the individual associations between the nine 

marketing-mix dimensions and shopping satisfaction while controlling for gender. Table 3 reports the 
unstandardized coefficients, standard errors, standardized coefficients, t-statistics, significance values, 
and 95% confidence intervals for the unstandardized coefficients. 
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Table 3. Multiple Linear Regression Results for Shopping Satisfaction 
Predictor B SE β t p 95% CI for B 

Constant 2.745 0.753 — 3.645 <0.001 [1.264, 4.226] 
Product (X1) 0.085 0.065 0.065 1.303 0.194 [-0.043, 0.213] 
Price (X2) 0.015 0.056 0.012 0.270 0.787 [-0.095, 0.125] 
Place (X3) 0.036 0.035 0.048 1.028 0.304 [-0.033, 0.105] 
Promotion (X4) 0.006 0.037 0.008 0.169 0.866 [-0.067, 0.079] 
People (X5) 0.243 0.050 0.274 4.870 <0.001 [0.145, 0.341] 
Process (X6) -0.019 0.051 -0.022 -0.377 0.707 [-0.119, 0.081] 
Physical evidence (X7) 0.096 0.033 0.159 2.922 0.004 [0.031, 0.161] 
Payment (X8) 0.001 0.056 0.001 0.010 0.992 [-0.109, 0.111] 
Packaging (X9) 0.204 0.036 0.317 5.717 <0.001 [0.133, 0.275] 
Gender (Z) -0.026 0.182 -0.006 -0.145 0.885 [-0.384, 0.332] 
Note: B = unstandardized regression coefficient; SE = standard error; β = standardized regression coefficient; CI = confidence 
interval. The reported significance values of 0.000 are expressed as p < 0.001. Gender coding and the reference category should 
be specified in the final manuscript. 

The results identify three marketing-mix dimensions with statistically significant positive 
associations with shopping satisfaction: people, physical evidence, and packaging. The 
unstandardized coefficients indicate that, holding the other predictors constant, a one-unit increase in 
the people score was associated with a 0.243-unit increase in satisfaction, while corresponding 
increases in physical evidence and packaging were associated with increases of 0.096 and 0.204 units, 
respectively. Their 95% confidence intervals excluded zero, supporting the reported positive 
associations. In contrast, product, price, place, promotion, process, and payment did not exhibit 
statistically significant individual associations with shopping satisfaction at the 5% significance level. 
Gender was also nonsignificant. These findings do not establish that the nonsignificant dimensions 
are irrelevant to consumers; rather, they indicate that their independent associations were not 
statistically distinguishable from zero within the specified model and sample. 

The standardized coefficient for packaging was numerically the largest among the reported 
predictors (β = 0.317), followed by people (β = 0.274) and physical evidence (β = 0.159). This ordering 
provides a descriptive comparison of standardized estimates, but it does not establish that packaging 
has a statistically stronger effect than the other significant predictors. The confidence intervals for the 
unstandardized coefficients of packaging and people overlap, and no formal test of the difference 
between their coefficients was reported. Accordingly, packaging should not be characterized as the 
definitively dominant determinant of satisfaction. 

Overall Model Significance and Explanatory Capacity 
The omnibus F-test assessed whether the regression model containing the nine marketing-mix 

dimensions and gender provided a statistically significant improvement over an intercept-only model. 
The results are presented in Table 4. 

Table 4. ANOVA Summary for the Multiple Regression Model 
Source Sum of squares df Mean square F p 

Regression 541.245 10 54.125 34.502 <0.001 
Residual 564.744 360 1.569 — — 
Total 1,105.989 370 — — — 
Note: N = 371; the regression model includes 10 predictors and an intercept. 

The multiple regression analysis yielded a statistically significant overall model, F(10, 360) = 
34.502, p < 0.001, with R = 0.700, R² = 0.489, and adjusted R² = 0.475. These statistics indicate that 
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the set of predictors was significantly associated with shopping satisfaction in the analyzed sample. 
The R² value indicates that the fitted model accounted for 48.9% of the observed sample variance in 
shopping satisfaction, while the adjusted R² was 47.5% after accounting for the number of predictors 
included in the model. These values describe the model's fit to the observed data and should not be 
interpreted as evidence that the predictors caused changes in shopping satisfaction or that the same 
level of explanatory performance would be obtained in other populations or retail settings. 

The significant overall F-test indicates that the regression model provided evidence of an 
association between the predictor set and shopping satisfaction; it does not imply that every predictor 
had a statistically significant independent association with the outcome. Examination of the individual 
regression coefficients showed statistically significant positive associations for people, physical 
evidence, and packaging, whereas the other marketing-mix dimensions and gender were not 
statistically significant in the specified model. These results should be interpreted in light of the study's 
cross-sectional design, non-probability sampling procedure, and measurement limitations. In 
particular, the reported R² and adjusted R² describe the explanatory performance of the fitted model 
in the analyzed sample; they do not, by themselves, establish construct validity, rule out omitted-
variable bias, demonstrate predictive performance in new data, or support generalization beyond the 
study context.  

People and the Interpersonal Dimension of Shopping Satisfaction 
The people dimension was positively associated with shopping satisfaction (B = 0.243, β = 

0.274, p < 0.001). This finding is consistent with the broader service-marketing perspective that 
employee-related interactions constitute an important dimension of consumers’ evaluations of service 
encounters (Kotler & Keller, 2016; Hendriana & Irawan, 2024). It also aligns with Ruengrengkulrit et 
al. (2025), who found associations between people, process, physical evidence, and consumer 
satisfaction, as well as Laru et al. (2025), who examined the influence of the seven service-marketing-
mix dimensions on consumer satisfaction in a minimarket setting. In a campus minimarket, service 
speed, friendliness, and politeness may contribute to consumers’ evaluations of their shopping 
experiences. The relevance of retail-format characteristics to satisfaction formation is also supported 
by Yokoyama et al. (2022), who examined customer satisfaction in mini-supermarkets within an urban 
retail market. Nevertheless, because the present study did not directly examine time pressure or the 
mechanisms underlying customer evaluations, these explanations remain plausible interpretations 
rather than established causal mechanisms. 

From a service-marketing perspective, the finding suggests that the interpersonal dimension 
deserves attention alongside the functional attributes of retail offerings. Previous research on service 
marketing mix similarly treats employee-related factors as part of the broader configuration of 
activities through which service providers deliver value to consumers (Laru et al., 2025; 
Ruengrengkulrit et al., 2025). This interpretation is consistent with the broader argument that 
marketing effectiveness and consumer responses should be examined within their specific market and 
retail contexts (Stremersch et al., 2022; Wichmann et al., 2022). However, the coefficient in the present 
study represents a conditional association, not an estimate of the improvement in satisfaction that 
would necessarily result from an intervention in employee service. Furthermore, the conceptual 
proximity between people and process may create shared explanatory variance because both 
dimensions capture aspects of service delivery (Laru et al., 2025; Ruengrengkulrit et al., 2025). 
Although the regression diagnostics did not indicate severe multicollinearity, conceptual overlap may 
still complicate the interpretation of their independent contributions. 

Physical Evidence and the Tangible Shopping Environment 
Physical evidence also exhibited a positive association with shopping satisfaction (B = 0.096, 

β = 0.159, p = 0.004). This finding differs from Ruengrengkulrit et al. (2025), who reported no 
statistically significant partial association between physical evidence and consumer satisfaction in their 
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research context. Such differences suggest that the relationship between tangible service attributes and 
consumer evaluations may vary across settings, although the present study cannot establish the factors 
responsible for this discrepancy. Physical evidence encompasses tangible features of the shopping 
environment, including layout, lighting, furnishings, and atmosphere, which form part of the cues 
consumers use to evaluate retail environments (Kotler & Keller, 2016). Research on restaurant image 
also demonstrates the relevance of evaluating tangible and other service-related attributes when 
assessing consumer perceptions of service establishments (Krishnan et al., 2022). More directly, 
Yokoyama et al. (2022) show that the relationship between retail attributes and customer satisfaction 
should be understood in relation to how consumers perceive a retail format. Their study of mini-
supermarkets is particularly relevant because it illustrates that consumers’ expectations of a retail 
setting may shape which store attributes matter in their evaluations. 

These perspectives provide a plausible basis for interpreting the present finding. Physical 
attributes may shape perceptions of accessibility, comfort, and the overall shopping experience. 
Nevertheless, the proposed mechanisms—such as improved product visibility, greater comfort, or 
easier navigation—were not directly measured in this study. The findings therefore support an 
association between physical evidence and satisfaction, but do not establish why this relationship 
occurs or whether particular environmental improvements would produce meaningful gains in 
satisfaction. The standardized coefficient for physical evidence was smaller than those for people and 
packaging. However, statistical significance and standardized coefficient magnitude alone are 
insufficient to determine managerial priority. Investment decisions also depend on implementation 
costs, operational feasibility, and the expected benefits of alternative interventions, none of which 
were assessed in this study. 

Packaging and the Limits of Construct Interpretation 
Packaging was positively associated with shopping satisfaction (B = 0.204, β = 0.317, p < 

0.001). Its standardized coefficient was the largest among the reported predictors, indicating that 
packaging had the largest estimated standardized association with satisfaction in the specified model. 
Packaging is relevant to consumer evaluation because it can communicate product information and 
influence perceptions of product presentation, functionality, and usability (Kotler & Armstrong, 2018; 
Srivastava et al., 2022). This interpretation is consistent with research emphasizing the role of 
packaging design in shaping consumer perceptions of products and brands (Srivastava et al., 2022). 
However, the numerical ordering of coefficients should not be interpreted as proof that packaging has 
a statistically stronger association with satisfaction than people. Establishing such a difference would 
require a formal comparison of the relevant coefficients. 

The relationship between packaging and satisfaction has also been examined by Yokoyama 
et al. (2024). Their results require a nuanced comparison: the direct association between product 
packaging and consumer satisfaction was not statistically significant, whereas the indirect relationship 
through purchasing decisions was significant. Thus, their findings do not directly replicate the 
significant independent association observed in the present study. Instead, the difference highlights 
the possibility that the relationship between packaging and satisfaction may depend on the research 
context, the model specification, and whether an intervening purchasing mechanism is considered. 
This interpretation is consistent with the argument that marketing findings should be evaluated within 
their specific contextual and methodological conditions (Stremersch et al., 2022; Wichmann et al., 
2022). Because the present study did not test purchasing decisions as a mediator, it cannot determine 
whether such a mechanism explains the difference between the findings. 

More importantly, the interpretation of the present result is constrained by the operational 
definition of packaging. The measurement indicators include durability and protection, consumer 
convenience, seller convenience, buyer appeal, cost, and environmental impact. These attributes may 
refer to packaging designed by product manufacturers rather than practices controlled directly by the 
minimarket. Research on package design, for example, examines packaging as a product- and brand-



 

Rohman & Totalia / EEAJ 15 (3) (2026) 407-423 

 
417 

related communication tool rather than exclusively as a retailer-controlled activity (Srivastava et al., 
2022). Furthermore, the growing attention to environmental considerations in marketing provides an 
additional perspective on how consumers may evaluate product-related attributes, although 
environmental considerations should not be assumed to represent the same construct as packaging 
evaluation (Ghanem et al., 2026). Consequently, the observed association cannot be attributed 
unambiguously to Tania Minimarket's own marketing activities. 

This distinction matters theoretically and managerially. Manufacturer-level packaging 
primarily concerns product presentation, protection, and usability, whereas retailer-controlled 
packaging concerns practices such as providing shopping bags or preparing products for transport. 
These activities involve different decision-makers and managerial interventions. Unless the 
questionnaire clearly distinguishes between them, the significant coefficient should be interpreted as 
an association involving consumers' packaging-related evaluations rather than evidence of the 
effectiveness of a specific retail packaging strategy. Clarifying this construct is therefore necessary 
before drawing stronger conclusions about the contribution of packaging to retail satisfaction.. 

Nonsignificant Marketing-Mix Dimensions and Contextual Interpretation 
Product, price, place, promotion, process, and payment did not exhibit statistically significant 

independent associations with shopping satisfaction in the specified regression model. These findings 
differ from those reported by Wandani and Nani (2025), Hendriana and Irawan (2025), and Islam and 
Ferrer (2025), although these studies examine different combinations of marketing and service-related 
attributes. The differences between these findings and the present results highlight the importance of 
considering research context, variable operationalization, and model specification when comparing 
empirical evidence (Stremersch et al., 2022; Wichmann et al., 2022). These differences warrant careful 
interpretation. The marketing mix is generally understood as a configuration of interrelated marketing 
decisions rather than a collection of necessarily independent influences (Kotler & Armstrong, 2018; 
Wichmann et al., 2022). Accordingly, the absence of a statistically significant coefficient for an 
individual dimension does not establish that the dimension is irrelevant to consumers. In multiple 
regression, each coefficient estimates the association between a predictor and the outcome while 
holding the other included predictors constant. A dimension may therefore be relevant to satisfaction 
but exhibit a nonsignificant independent coefficient when its explanatory variance overlaps with other 
dimensions. This distinction is particularly important when examining an expanded marketing-mix 
framework in which several dimensions of the consumer experience are considered simultaneously 
(Laru et al., 2025). 

The reported tolerance and variance inflation factor values do not indicate severe 
multicollinearity under conventional criteria, but they cannot rule out conceptual overlap or shared 
explanatory variance. This distinction is particularly important in an expanded marketing-mix model, 
in which service-related and transactional dimensions are estimated simultaneously with product, 
price, place, and promotion. The resulting coefficients represent the unique conditional associations 
of the included dimensions rather than their overall relevance to consumers' shopping experiences. 
The multidimensional nature of consumer evaluations also suggests that satisfaction formation may 
involve different combinations of retail attributes and consumer perceptions rather than isolated 
marketing activities (Yokoyama et al., 2022; Wichmann et al., 2022). 

The expanded model may consequently yield a different pattern of results from a conventional 
four-element model. However, the present study did not directly compare the explanatory or 
predictive performance of the 4P and 9P models. It therefore cannot establish that the expanded 
framework provides superior explanatory power or that the inclusion of additional dimensions 
explains the differences from previous studies. Although Wichmann et al. (2022) provide a broader 
perspective on the marketing mix across time and space, the present findings should be interpreted as 
evidence of variation among the estimated dimensions in one specific retail setting, rather than as 
evidence that one framework is theoretically superior to another. This interpretation is consistent with 



 

Rohman & Totalia / EEAJ 15 (3) (2026) 407-423 

 
418 

the argument that context-specific research is necessary to understand variations in marketing 
relationships across different empirical settings (Stremersch et al., 2022). 

Other potential explanations, including limited response variability, perceived 
standardization of retail services, or differences in consumer purchasing habits, remain untested. The 
four-point response scale may restrict the range of observed responses, but the available results do not 
establish a ceiling effect. Differences in measurement, sampling, retail context, and model 
specification may also contribute to the inconsistent findings across studies. Research on mini-
supermarkets indicates that consumers' perceptions of retail format can influence satisfaction 
formation, providing one plausible contextual consideration when interpreting differences across retail 
studies (Yokoyama et al., 2022). Similarly, research examining consumer preferences for payment 
methods suggests that payment-related evaluations represent a relevant aspect of consumer decision-
making, although such preferences should not be equated with satisfaction outcomes (Garg & Sm, 
2024). Nevertheless, these possibilities were not directly tested in the present research and should not 
be treated as established explanations. The defensible conclusion is therefore limited: product, price, 
place, promotion, process, and payment did not show statistically significant independent associations 
with satisfaction after accounting for the other predictors in this sample. This finding does not 
demonstrate that these dimensions are unimportant, that consumers regard them as minimum service 
requirements, or that improving them would have no practical value. 

Gender as a Control Variable 
Gender was not significantly associated with shopping satisfaction after accounting for the 

marketing-mix dimensions (B = �0.026, p = 0.885). This result indicates that the model did not detect 
a statistically significant conditional main effect of gender in the analyzed sample. It should not, 
however, be interpreted as evidence that gender is unrelated to shopping satisfaction in the wider 
customer population. Consumer satisfaction is influenced by multiple contextual and individual 
considerations, making it important to avoid generalizing findings beyond the empirical conditions 
under which they were obtained (Stremersch et al., 2022; Yokoyama et al., 2022). The result requires 
particular caution because female respondents constituted 85% of the sample. The sample's gender 
composition may limit the precision with which the findings represent consumers with different 
gender characteristics, particularly given the smaller number of male respondents. More generally, 
sample characteristics and recruitment procedures constrain the population-level inferences that can 
be drawn from survey research (Allison et al., 2025). This concern is particularly relevant when the 
distribution of respondent characteristics is substantially uneven, as the resulting estimates may 
provide limited information about underrepresented groups. Nevertheless, the extent of this limitation 
should be evaluated in relation to the sampling design and the number of observations in each gender 
category. The coding scheme and reference category for gender must also be documented to ensure 
that the coefficient is interpreted correctly. 

Gender was included as a control variable rather than a moderator. Accordingly, the analysis 
does not establish whether the relationships between individual marketing-mix dimensions and 
satisfaction differ between male and female consumers. Testing such differences would require 
interaction terms and an adequately designed analysis of moderation. The distinction between 
examining an overall conditional association and investigating heterogeneous relationships across 
consumer groups is important when interpreting demographic variables in empirical marketing 
research (Stremersch et al., 2022). The nonsignificant coefficient should therefore be understood as a 
result specific to the model and sample, rather than as evidence that gender can be excluded from 
future investigations of consumer satisfaction. 

Theoretical Interpretation and Contribution 
The principal empirical contribution of this study is the identification of a differentiated 

pattern of associations between the nine marketing-mix dimensions and shopping satisfaction in a 
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campus-based minimarket. The results indicate that people, physical evidence, and packaging were 
positively associated with satisfaction, whereas the other dimensions did not exhibit statistically 
significant independent associations in the specified model. This pattern challenges the assumption 
that all marketing-mix dimensions necessarily display equally strong independent associations with 
consumer evaluations. It is consistent with the broader view that marketing-mix effects should be 
examined in relation to specific contexts rather than assumed to be uniform across markets and 
settings (Stremersch et al., 2022; Wichmann et al., 2022). Research on retail formats further indicates 
that customer satisfaction formation may vary according to consumers' perceptions of the retail 
environment and the characteristics of the retail setting (Yokoyama et al., 2022). Empirical studies 
examining service marketing-mix dimensions in minimarket and other service contexts also suggest 
that individual dimensions may exhibit different relationships with consumer satisfaction (Laru et al., 
2025; Ruengrengkulrit et al., 2025). Accordingly, the present findings add context-specific evidence to 
the discussion of differentiated marketing-mix associations rather than establishing a universally 
applicable hierarchy of marketing-mix dimensions. 

Nevertheless, the findings should not be presented as evidence that the study has established 
a new theoretical mechanism. Expectancy-disconfirmation theory provides a useful general 
perspective for understanding consumer satisfaction because it considers the relationship between 
expectations, perceived performance, and satisfaction (Schiebler et al., 2026). Recent research also 
highlights the importance of examining how consumer expectations operate across different service 
contexts (Nagashima, 2026). However, the present study did not measure prior expectations or the 
discrepancy between expectations and perceived performance. It therefore cannot establish whether 
the significant dimensions are associated with satisfaction because performance exceeded expectations 
or whether the nonsignificant dimensions are perceived as baseline attributes. The theoretical 
relevance of expectancy-disconfirmation theory should consequently remain interpretive rather than 
be presented as an empirically tested explanatory mechanism in this study. 

Similarly, the significant omnibus F-test and the model’s explanatory capacity demonstrate 
joint statistical association within the analyzed sample, not the theoretical superiority of the 9P 
framework over the conventional 4P model. The broader marketing literature recognizes that 
marketing-mix configurations and their relevance can vary across markets and over time (Wichmann 
et al., 2022). However, contextual variation does not itself demonstrate that a more extensive 
framework provides superior explanatory or predictive performance. Such a claim would require 
direct model comparisons using appropriate measures of explanatory performance and, preferably, 
out-of-sample predictive validity. The present analysis instead provides a context-specific assessment 
of how individual marketing-mix dimensions are associated with shopping satisfaction when 
considered jointly. This interpretation is consistent with the argument that context-specific marketing 
studies can generate valuable empirical insights without necessarily claiming universal theoretical 
generalizability (Stremersch et al., 2022). The contribution is therefore best understood as a contextual 
empirical application that reveals variation in the independent associations of marketing-mix 
dimensions. Future research should investigate whether these patterns persist across retail formats, 
consumer groups, and alternative measurement specifications. Such comparisons are particularly 
relevant because retail format perceptions may condition the formation of customer satisfaction 
(Yokoyama et al., 2022), while marketing-mix effects may vary across market settings (Wichmann et 
al., 2022). Future studies should also improve the conceptual distinction between service-related, 
environmental, transactional, and product-related attributes, particularly the distinction between 
manufacturer-controlled packaging and retailer-controlled packaging. This distinction is important 
because package design can function as a product-level branding and communication attribute 
(Srivastava et al., 2022), whereas the broader retail marketing mix encompasses attributes that may be 
controlled by the retailer. A more clearly specified measurement model, combined with direct 
comparison of alternative marketing-mix models, would provide a stronger basis for assessing the 
theoretical and practical significance of the observed relationships. 
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CONCLUSION 

This study examined the relationships between the marketing-mix dimensions and shopping 
satisfaction among students who had previously shopped at Tania Minimarket, Universitas Sebelas 
Maret. The findings indicate that people, physical evidence, and packaging were positively associated 
with shopping satisfaction, whereas the other marketing-mix dimensions and gender did not exhibit 
statistically significant independent associations in the specified model. These results suggest that the 
marketing-mix dimensions do not demonstrate uniform patterns of association with shopping 
satisfaction in the context examined. However, the findings should not be interpreted as establishing 
a definitive ranking of the most important determinants, demonstrating causal relationships, or 
proving that the nonsignificant dimensions are unimportant to consumers. The study provides context-
specific empirical evidence that the nine marketing-mix dimensions exhibit different patterns of 
association with shopping satisfaction in a campus-based retail setting. Rather than establishing a new 
theoretical mechanism, the findings identify which dimensions showed statistically significant 
independent associations within the specified model. The results should therefore be interpreted as a 
contextual empirical application of the marketing-mix framework rather than evidence of a new 
theoretical mechanism or the superiority of the expanded framework over the conventional marketing 
mix. Similarly, the nonsignificant gender result should be interpreted as specific to the sample and 
model rather than as evidence that gender differences are generally irrelevant to consumer responses. 
The practical implications are provisional. The findings provide a basis for examining employee 
interactions and the physical shopping environment as potential areas for service evaluation and 
improvement. The findings also suggest that packaging-related evaluations warrant further 
examination. However, their managerial interpretation should remain cautious because the 
measurement may encompass both product-level packaging attributes and practices that retailers can 
directly control. Moreover, this study examined shopping satisfaction rather than revenue, sales 
performance, or customer retention. It therefore does not establish whether satisfaction explains the 
observed revenue decline, whether competition from another campus food outlet contributed to that 
decline, or whether changes to the marketing mix would improve financial performance. Any 
proposed intervention should be evaluated before its effectiveness is assumed. Future research should 
examine these relationships across more diverse retail settings and use sampling strategies that support 
stronger population-level inferences. Researchers should distinguish shopping satisfaction from 
behavioral loyalty, clarify the measurement of packaging, and directly assess consumer expectations 
when testing expectation-based explanations. Further studies could also investigate gender differences 
through appropriately designed moderation analyses and compare the explanatory and predictive 
performance of alternative marketing-mix frameworks. Integrating survey responses with transaction-
level data would help determine whether shopping satisfaction is associated with actual purchasing 
behavior and retail performance, providing a stronger basis for theoretical refinement and evidence-
based managerial recommendations. 
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