Examining the Correlation between Marketing Mix Elements and Customer Satisfaction in Motorcycle Stores
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ABSTRACT
This study examined the relationship between marketing mix elements and customer satisfaction in motorcycle stores. Using the 7Ps framework—product, price, place, promotion, people, process, and physical evidence—as independent variables, and customer satisfaction indicators such as sales and marketing, financing, and after-sales services as dependent variables, a descriptive-correlational design was employed with 232 respondents. Data were collected through a validated survey and analyzed using descriptive statistics and Pearson correlation. Results showed that all marketing mix elements were rated high to very high, with physical evidence and place receiving the highest satisfaction scores. Financing emerged as the most positively rated satisfaction factor. Correlation analysis confirmed significant relationships between key marketing mix elements—particularly physical evidence, people, and process—and customer satisfaction. The findings underscore that optimizing the marketing mix is crucial for enhancing customer experience and loyalty, offering valuable insights for advancing marketing and customer satisfaction research.
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1.0 INTRODUCTION
              Customer satisfaction results from the accumulation of consumers or customers using products or services. Every new transaction or experience will impact customer satisfaction (Wahyuddin, 2022). According to Irawan (2021), it reflects customers' responses to the goods or services consumed. Achieving customer satisfaction poses challenges such as dynamic customer expectations influenced by intense competition in a globalized market. Motorcycle shops face issues such as inconsistent service quality, part availability, pricing strategies, and limited after-sales support, which can significantly impact customer satisfaction (Turco, 2021). Businesses must navigate the complexities of implementing an effective marketing mix strategy and accurately measuring customer feedback to enhance satisfaction and maintain a competitive edge (Garcia & Juevesa, 2020).
Customer satisfaction is essential as it reflects how well a company meets or exceeds customer expectations, fostering customer loyalty and encouraging repeat purchases (Khan, 2019). When companies prioritize meeting customer needs and exceeding expectations, they contribute to a culture of transparency and fairness that benefits society as a whole. Satisfied customers are more likely to engage in positive word-of-mouth, which not only enhances a company's reputation but also creates a ripple effect of trust within the community (Gattorna, 2017). Moreover, customer satisfaction promotes ethical business practices, as companies that focus on meeting customer expectations often emphasize quality, fairness, and responsibility in their operations (Bennett & Rundle-Thiele, 2019).
           In the Philippines, the challenges faced by retail brands are compounded by unique cultural and economic factors that shape consumer behaviour (Gonzales et al., 2021). One critical issue is the diverse and varying levels of access to technology across different regions (Lim et al., 2020). While urban areas may enjoy robust internet connectivity and access to e-commerce platforms, rural areas often lag, limiting the reach of digital marketing efforts (Gonzales et al., 2021). 
Additionally, Filipino consumers are known for their price sensitivity, which significantly influences their overall satisfaction (Gonzales et al., 2021). Economic factors, such as fluctuating incomes and rising living costs, compel consumers to prioritize value for money, which directly impacts their satisfaction with products and services (Dela Cruz & De Leon, 2019). Businesses must navigate this landscape by implementing competitive pricing strategies and promotional offers that align with customer expectations and enhance satisfaction (Hossain & Arshad, 2017). Failure to do so can result in reduced customer satisfaction and loyalty, as consumers may turn to competitors offering similar products at lower prices (Pappu & Quester, 2016). Furthermore, the preference for local products among many consumers adds another layer of complexity, requiring businesses to balance global marketing strategies with the need to meet local tastes and preferences to ensure customer satisfaction (Gonzales et al., 2021).
With the increasing importance of customer satisfaction in the success of motorcycle shops and the varying factors that influence it, this study aims to examine the relationship between the elements of the marketing mix and customer satisfaction in motorcycle stores. This research aims to fill the gap by examining the impact of marketing mix elements on customer satisfaction in motorcycle retail businesses. These factors influence customers' perceptions and satisfaction with motorcycle stores, and understanding their correlation is essential for businesses seeking to improve their strategies. The study will also identify which elements of the marketing mix have the most significant effect on customer satisfaction in the context of motorcycle stores.
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The direction of this study, having determined which specific elements of the marketing mix most significantly affect customer satisfaction in motorcycle stores, now moves toward disseminating these findings through publication in national research journals and presentation on international platforms. This effort aims to contribute to the growing body of knowledge in marketing and consumer behaviour, offering practical recommendations for business practitioners. By sharing the results more widely, the study aimed to encourage the adoption of customer-centred strategies that enhance customer satisfaction, foster loyalty, and improve the overall competitiveness of motorcycle retail businesses.


2. OBJECTIVES 
This study aimed to determine the relationship between marketing mix elements and customer satisfaction in motorcycle stores. Specifically, this paper aimed to:
1. Determine the level of marketing mix elements in terms of :
a. Product;
b. Price;
c. Place;
d. Promotion;
e. People;
f. Process; and
g. Physical Evidence.
2. Determine  the level of customer satisfaction with motorcycle stores in terms of:
a. Sales and Marketing;
b. Financing; and 
 	c. After-sales services.
3. Determine the significant relationship between marketing mix elements and customer satisfaction in motorcycle stores.
3. METHODOLOGY 
3.1 Research Design
This study used a descriptive-correlational research design. The descriptive part aimed to present and interpret existing conditions, while the correlational aspect examined the relationship between the Marketing Mix elements (product, price, place, promotion, people, process, and physical evidence) and customer satisfaction in motorcycle stores. Data were collected from a sample of respondents using questionnaires, enabling systematic and extensive data gathering.

3.2 Research Locale
The research was conducted in Cateel, Davao Oriental, with a focus on motorcycle stores within the municipality. This emphasis highlighted the unique context of the area, where motorcycle retail businesses play a significant role in the local economy and transportation needs. The study's location was particularly relevant because motorcycle stores are exclusively present in this region, emphasizing the importance of the research to the local market. The research was conducted over a six-month period, from November 2024 to May 2025.

3.3 Research Participants
The study focused on the correlation between marketing mix elements and customer satisfaction in motorcycle stores in Cateel, Davao Oriental. Respondents were required to be at least 18 years old, residents of Cateel, Baganga, or Boston, and actual customers of Trancycle or Eversure to ensure relevance, reliability, and informed participation(Table-1).

Table 1. Distribution of respondents across different motorcycle stores.
	Motorcycle Stores
	Customers

	Trancycle 
	77

	Eversure 
	155

	Total
	232




3.4 Research Instrument
The study used an adapted survey questionnaire to assess the correlation between marketing mix elements and customer satisfaction in motorcycle stores in Cateel, Davao Oriental. The instrument had two parts: Part I measured the independent variable (marketing mix elements—product, price, place, promotion, people, process, and physical evidence) adapted from Khumnualthong (2017)(Table-2), while Part II measured the dependent variable (customer satisfaction—sales and marketing, financing, and after-sales services) adapted from Turco, Juevesa, and Galigao (2021)(Table-3).

Table 2. Matrix of interpretation of the marketing mix
	Range of
Means
	Descriptive
Level
	Interpretation

	4.20-5.00
	Very High
	Exeptional performance

	3.40-4.19
	High
	Above average

	2.60-3.39
	Moderate
	Meets basic customer expectations

	1.80-2.59
	Low
	Underperforming

	1.00-1.79
	Very Low
	Performs poorly
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Table 3. Matrix of interpretation of customer satisfaction

3.5 Data Gathering
Data gathering involved several steps. First, the researchers secured ethical clearance from the Research Ethics Office to ensure the study’s credibility. Next, permission to conduct the survey was obtained from the Dean of Davao Oriental State University Cateel Extension Campus. After approval, questionnaires were administered and distributed to the selected respondents, who were informed that participation was voluntary, their responses would remain confidential, and no names were required. Finally, the completed questionnaires were retrieved, tallied, tabulated, and analyzed confidentially with the assistance of a statistician.

3.6 Data Analysis 
The following statistical tools were utilized in this study:

Percentage: This tool was employed to quantify and present data in a clear and easily interpretable format, particularly when analyzing customer satisfaction in motorcycle stores in Cateel, Davao Oriental. It provided a standardized method for comparing data, making results easier to interpret and communicate.
Mean: This statistical tool was used to determine the level of the marketing mix and customer satisfaction in motorcycle stores.
Pearson's R: This statistical tool was applied in this study to assess the significant relationship between the elements of the marketing mix and customer satisfaction, addressing Research Question 3.
4. RESULTS AND DISCUSSION 
4.1 Level of marketing mix
This section explains the level of marketing mix elements, including products, price, place, promotion, people, process, and physical evidence. 

Table 4. Level of marketing mix element in terms of product

	Statement
	Mean
	Std. Deviation
	Descriptive Level
	Interpretation

	1. The quality of the products meets expectations
	4.36
	0.69
	Very High
	

	2. The store offers a wide variety of products to choose from
	4.22
	0.70
	Very High
	This indicates that customers are highly satisfied with the diversity and range of products available.

	3. Products are purchased because they offer a variety of service types.
	4.17
	0.73
	High
	This indicates that the availability of various service options has a positive impact on customer purchasing behavior.

	4. The products are usually in stock.
	4.10
	0.72
	High
	This indicates that customers generally find the store well-stocked, although there may be occasional issues with availability.

	5. The products offered are innovative and meet current trends
	4.15
	0.66
	High
	This indicates that the store's products are perceived as modern and in line with market trends.

	Average
	4.20
	0.50
	Very High
	This indicates that customers are very satisfied with the quality, variety, and availability of the products.



The product element obtained an overall mean of 4.20 (very high) with a standard deviation of 0.50, indicating exceptional performance and strong customer satisfaction in terms of quality, variety, and availability, consistent with Ismail and Kulle’s (2023) view that a solid product strategy enhances satisfaction and loyalty. The highest-rated indicator was product quality (mean = 4.36, SD = 0.69, very high), showing that customers believe the store consistently delivers high-quality products, supporting Kotler and Keller’s (2016) assertion that product quality is central to satisfaction and loyalty. Meanwhile, stock availability (mean = 4.10, SD = 0.72, high) was rated positively but with more varied responses, suggesting occasional stock issues. This reflects Christopher’s (2016) point that consistent product availability is critical, as stockouts can undermine customer trust and purchasing behavior (Table-4).

Table  5. Level of marketing mix element in terms of price
	Statement
	Mean
	Std. Deviation
	Descriptive Level
	Interpretation

	1. Our product prices are competitive compared to those of other brands.
	4.19
	0.66
	High
	This indicates that customers view the store’s pricing as competitive and fair within the market.

	2. The products are considered to offer good value for their price.
	4.19
	0.68
	High
	This indicates that customers perceive they are getting good value for the money they spend.

	3. Pricing information is clearly communicated and easy to understand.
	4.20
	0.66
	Very High
	[bookmark: _heading=h.cttm00fscyjc]This indicates that customers find the pricing to be transparent and easy to interpret.

	Average
	4.19
	0.51
	High
	[bookmark: _heading=h.mivrudwstd4g]This indicates that customers are satisfied with the pricing and believe they are receiving good value for their money.



The overall mean for price was 4.19, interpreted as high, showing that the Motorcycle Store performs above average in terms of pricing and delivers strong customer satisfaction and effectiveness. The standard deviation of 0.51, also interpreted as high, suggests that customers are generally consistent in their positive views, reflecting satisfaction with both pricing and selection. This finding supports Nagle and Holden’s (2020) claim that a well-structured pricing strategy not only satisfies customers but also contributes to greater market share and profitability.
The statement, “Pricing information is clearly communicated and easy to understand” received a mean of 4.20, showing exceptional performance and transparent pricing that meets customer expectations, with a standard deviation of 0.66. This supports Nagle and Holden’s (2020) view that clear and fair pricing builds trust, enhances satisfaction, and fosters long-term loyalty (Table-5).
Meanwhile, the statements on product prices being competitive and offering good value both earned a mean of 4.19, with standard deviations of 0.66 and 0.68, indicating strong customer agreement and appreciation for pricing fairness. These consistent results reflect positive perceptions of value, aligning with Monroe’s (2015) concept of psychological pricing, which suggests that strategic pricing techniques can enhance perceived value and customer satisfaction.

Table 6. Level of marketing mix element in terms of place
	Statement
	Mean
	Std. Deviation
	Descriptive Level
	Interpretation 

	1. The store location is convenient to access
	4.41
	0.73
	Very High
	[bookmark: _heading=h.tok5egidb2zg]This indicates that store locations are easily accessible and contribute positively to customer satisfaction.

	2. The products are usually available at the locations
	4.17
	0.74
	High
	This indicates that customers generally find the products they need at the store locations.

	3. The store layout makes it easy to find desired items
	4.15
	0.72
	High
	[bookmark: _heading=h.n0kk144lkum]This indicates that customers appreciate the store’s layout and find it user-friendly.

	4. The store hours are convenient for shopping needs
	4.17
	0.70
	High
	This indicates that store hours align well with customer availability and preferences.

	Average
	4.22
	0.57
	Very High
	This indicates that customers are very satisfied with the store’s location, layout, and hours.



The place element obtained an overall mean of 4.22 (very high) with a standard deviation of 0.57, indicating strong customer satisfaction with store location, layout, and operating hours. This supports Kotler and Keller’s (2016) view that effective place strategies enhance convenience and accessibility.The highest-rated indicator was store location accessibility (mean = 4.41, SD = 0.73, very high), showing that proximity strongly drives satisfaction, consistent with Berman and Evans (2018), who emphasized convenience as key to customer loyalty. Other indicators also rated high, including product availability (mean = 4.17, SD = 0.74) and convenient store hours (mean = 4.17, SD = 0.70), reflecting reliability in operations. The store layout (mean = 4.15, SD = 0.72, high) was positively viewed but with some variation, supporting Levy, Weitz, and Grewal’s (2019) argument that effective layouts enhance navigation and satisfaction (Table-6).

Table 7. Level of marketing mix element in terms of promotion
	Statement
	Mean
	Std. Deviation
	Descriptive Level
	Interpretation

	1. Products are purchased due to the availability of redeemable vouchers (e.g., coupons).
	3.72
	0.89
	High
	[bookmark: _heading=h.rzmyaljdv3wo]This indicates that promotional tools, such as vouchers, have a positive impact on purchasing behavior.

	2. Products are purchased due to brochure advertising new products. (TV, Radio)
	3.35
	1.03
	Moderate
	This indicates that traditional advertising has a moderate impact on customers' purchasing decisions.

	3. Products are purchased due to a membership card.
	3.37
	1.01
	Moderate
	This indicates that loyalty programs have a modest impact on influencing customer purchases.

	Average
	3.48
	0.84
	High
	This indicates that promotion has some influence, but not a strong one, on customer purchases.



The promotion element recorded an overall mean of 3.48 (high) with a standard deviation of 0.84, indicating above-average performance and strong customer satisfaction, though with varied responses. This supports Kotler and Keller’s (2016) view that promotions are effective in creating awareness and boosting short-term sales but have less lasting impact compared to factors like product quality and location. Price-based promotions, such as vouchers, were valued by some customers but less appealing or less available for others, as reflected in the higher variability (SD = 0.89).
Products purchased with a membership card scored a mean of 3.37 (moderate) with a standard deviation of 1.01, showing mixed perceptions about their value. Traditional advertising, such as brochures, television, and radio, received a mean of 3.35 (moderate) and a standard deviation of 1.03, indicating limited and inconsistent influence on purchasing decisions (Table-7). This aligns with Belch & Belch (2018), who noted that while traditional advertising can raise awareness, it is generally less effective in driving immediate purchases compared to targeted or incentive-driven promotions.

Table 8. Level of marketing mix element in terms of people
	Statement
	Mean
	Std. Deviation
	Descriptive Level
	Interpretation

	1. Customers are drawn to the store because the staff maintain a neat and pleasant appearance
	4.30
	0.76
	Very High
	[bookmark: _heading=h.ygix7w4wy0k9]This indicates that customers value staff professionalism and personal presentation.

	2. Customers go to the store because the staff greet and acknowledge me promptly.
	4.20
	0.74
	Very High
	[bookmark: _heading=h.i3m03cuuukxd]This indicates that prompt acknowledgment by staff significantly enhances customer satisfaction.

	3. Customers visit the store because of the speed of service provided by the staff.
	4.11
	0.74
	High
	[bookmark: _heading=h.r2lhfcbbpu0e]This indicates that efficient service is a crucial factor for customers when selecting a store.

	4. Customers go to the store because the staff provide a clear explanation of their services.
	4.21
	0.76
	Very High
	This indicates that staff members' communication and explanation skills are highly valued by customers.

	5. Customers go to the store because the staff ensures an effective problem solution
	4.19
	0.70
	High
	This indicates that customers trust the staff to resolve issues effectively.

	6. Staff are readily available to assist customers when they need help in the store.
	4.13
	0.80
	High
	This indicates that customers feel that staff are accessible and supportive during their shopping experience.

	Average
	4.19
	0.55
	High
	This indicates that customers are satisfied with the professionalism and helpfulness of the staff.



The people element obtained an overall mean of 4.19 (high) with a standard deviation of 0.55, reflecting strong customer satisfaction with staff professionalism, helpfulness, and service flow. This supports Zeithaml, Bitner, and Gremler’s (2018) view that personnel competence and responsiveness are central to service quality.
The highest-rated indicator was staff appearance (mean = 4.30, SD = 0.76, very high), showing that professionalism significantly enhances customer trust. Other very high ratings included prompt greetings (mean = 4.20, SD = 0.74) and clear service explanations (mean = 4.21), aligning with Agarwal and Singh’s (2020) assertion that courteous, well-trained employees foster loyalty. Staff problem-solving (mean = 4.19, SD = 0.70) and availability (mean = 4.13, SD = 0.80) also received high scores, confirming positive perceptions of service quality.Meanwhile, the speed of service (mean = 4.00, SD = 0.74, high) was valued (Table-8) but showed more variability, echoing Parasuraman, Zeithaml, and Berry’s (2015) claim that fast, reliable service is essential for time-conscious customers. Overall, results highlight that staff professionalism, responsiveness, and efficiency are critical drivers of customer satisfaction.

Table 9. Level of marketing mix element in terms of process
	Statement
	Mean
	Std. Deviation
	Descriptive Level
	Interpretation

	1. Customers choose the store because its operating hours suit their lifestyle.
	4.07
	0.81
	High
	This indicates that customers find the store’s operating hours convenient and accommodating.

	2. The store is chosen because its service delivery aligns with hospital and clinic standards.
	3.67
	1.00
	High
	[bookmark: _heading=h.jou9np4oc3xq]This indicates that customers recognize the store's service quality as consistent with professional standards.

	3. The store is preferred because the service is always on time.
	4.15
	0.76
	High
	This indicates that timely service delivery is an important and well-regarded factor for customers.

	4. Customers choose this store because they do not have to wait for a long time
	4.23
	0.77
	Very High
	[bookmark: _heading=h.75y7in32huab]This indicates that customers appreciate minimal wait times, which contributes to a positive shopping experience.

	Average
	4.03
	0.60
	High
	This indicates that customers are satisfied with the speed and quality of the store’s service.


        
The process element obtained an overall mean of 4.03 (high) with a standard deviation of 0.60, indicating above-average satisfaction with service speed, flow, and efficiency. This supports Zeithaml, Bitner, and Gremler’s (2018) view that smooth processes enhance convenience and reduce waiting time.The highest-rated indicator was minimal waiting times (mean = 4.23, SD = 0.70, high), reflecting customer appreciation for quick service, consistent with Toabholkar, Shepherd, and Thorpe’s (2015) claim that reduced wait times improve satisfaction and loyalty. Other indicators, such as services delivered on time (mean = 4.15) and convenient store hours (mean = 4.07), also received high ratings, reinforcing perceptions of efficiency and convenience.However, service processes meeting hospital and clinic standards (mean = 3.67, SD = 1.00, high) showed more variation, with some customers questioning reliability (Table-9). This aligns with Parasuraman, Zeithaml, and Berry’s (2015) view that inconsistency in service processes can weaken customer satisfaction.

Table 10. Level of Marketing Mix Element in terms of Physical Evidence 
	Statement
	Mean
	Std. Deviation
	Descriptive Level
	Interpretation

	1. The store’s layout is well-organized and easy to navigate.
	4.24
	0.70
	Very High
	This indicates that the physical arrangement of the store contributes significantly to customer convenience and satisfaction.

	2. The physical premises of the store are clean and well-maintained.
	4.36
	0.74
	Very High
	This indicates that cleanliness and upkeep of the store premises are a strong positive factor.

	3. The overall atmosphere of the store enhances the shopping experience
	4.10
	0.77
	High
	This indicates that store ambiance has a favorable impact on the shopping experience.

	4. The signage within the store is clear and informative.
	4.14
	0.74
	High
	This indicates that effective signage helps customers easily navigate and understand product offerings.

	5. Products are displayed in an appealing and accessible manner
	4.19
	0.69
	High
	This indicates that visual merchandising plays an important role in attracting customers.

	6. The branding materials (brochures, posters, etc.) effectively communicate the brand message.
	4.08
	0.70
	High
	This indicates that branding elements are successful in delivering the intended message.

	7. Employees are dressed appropriately and present a professional image
	4.45
	0.72
	Very High
	This indicates that customers highly value professional appearance among store staff.

	8. The packaging of products is attractive and reflects the brand quality
	4.16
	0.71
	High
	This indicates that appealing packaging enhances brand perception and customer satisfaction.

	9. The location of the store is convenient and easily accessible
	4.31
	0.73
	Very High
	This indicates that accessibility of the store is a major strength in attracting and retaining customers.

	10. The store provides a comfortable environment for shopping (e.g., seating, climate control
	4.31
	0.76
	Very High
	This indicates that the physical comfort provided contributes significantly to the overall shopping experience.

	11. The overall presentation of the store enhances the shopping experience
	4.15
	0.71
	High
	This indicates that the general appearance and ambiance of the store positively influence customer satisfaction.

	Average
	4.23
	0.52
	Very High
	This indicates that customers are very satisfied with the store’s cleanliness, appearance, and environment.



The physical evidence element achieved an overall mean of 4.23 (very high) with a standard deviation of 0.52, indicating strong customer satisfaction with cleanliness, layout, and the physical environment. This supports Bitner’s (2015) view that a well-maintained and visually appealing environment enhances comfort, confidence, and loyalty.The highest-rated indicator was staff appearance (mean = 4.45, SD = 0.72, very high), highlighting its strong impact on customer impressions. Other top-rated aspects included store cleanliness (mean = 4.36), location accessibility, and shopping comfort (mean = 4.31), confirming management’s emphasis on convenience and comfort. Additional factors such as layout, displays, signage, and packaging (means 4.14–4.24, high) reinforced consistently positive evaluations. Meanwhile, the store atmosphere (mean = 4.10, SD = 0.75, high) and branding materials like brochures and posters (mean = 4.08, SD = 0.76, high) received slightly lower ratings (Table-10), suggesting areas for improvement in ambiance and sensory appeal. These findings align with Kotler’s (2016) perspective that sensory cues, ambiance, and branded materials significantly shape perceptions and enhance the shopping experience.

4.2 Level of Customer Satisfaction
This part explains the level of customer satisfaction in terms of financing, sales, marketing, and after-sales services.
Table 11. Level of customer satisfaction in terms of sales and marketing
	Statement
	Mean
	Std. Deviation
	Descriptive level
	Interpretation

	1. Sales personnel and agents are polite and approachable.
	4.34
	0.79
	Very High
	[bookmark: _heading=h.jaeq3u2ftib4]This indicates that customers highly value the friendliness of the sales personnel.

	2. Sales personnel/agents are knowledgeable in selling motorcycle products and parts.
	4.31
	0.73
	Very High
	This indicates that customers recognize the expertise of the sales staff.

	3. Sales personnel and agents are honest in their dealings with customers.
	4.16
	0.77
	High
	This indicates a good level of customer trust in sales personnel.

	4. Sales personnel/agents promptly attend to customers' needs.
	4.22
	0.76
	Very High
	This indicates that customers are very satisfied with the staff's responsiveness.

	5. Dealer offers promotional freebies and other promotional items provided by suppliers.
	4.13
	0.74
	High
	This indicates moderate satisfaction with promotional offers.

	6. The motorcycle and spare parts products are priced lower than those of the competitors.
	4.13
	0.78
	High
	[bookmark: _heading=h.g969p2k70ha]This indicates that customers find the product pricing competitive.

	7. The service rates are priced lower than those of the competitors.
	4.17
	0.73
	High
	This indicates a favorable perception of service affordability.

	Average
	4.21
	0.57
	Very High
	[bookmark: _heading=h.mqqkv02od47u]This indicates an overall very positive customer experience in sales and promotions.



The sales and marketing element received an overall mean of 4.21 (very high) with a standard deviation of 0.57, showing strong customer satisfaction and consistent positive perceptions. This aligns with Kumar and Reinartz (2016), who emphasized that high means with low variability reflect solid customer approval in retail services.
The highest-rated indicator was “sales personnel are polite and approachable” (mean = 4.34, SD = 0.56), highlighting the importance of courteous interaction, consistent with Parasuraman, Zeithaml, and Berry (2015). Other very high ratings were given to sales staff being knowledgeable (mean = 4.31, SD = 0.60) and attending to customers promptly (mean = 4.22, SD = 0.62), reflecting appreciation for expertise and responsiveness.Pricing-related indicators also scored well, with service rates lower than competitors (mean = 4.17, SD = 0.66) and product pricing seen as competitive (mean = 4.13, SD ≈ 0.68–0.70). Integrity of sales staff was rated high (mean = 4.16, SD = 0.67), showing trust is valued though perceptions vary slightly. Promotional offers, such as freebies, also scored 4.13 (high)(Table-11). These findings align with Grewal, Roggeveen, and Nordfält (2017), who highlighted that effective promotions and competitive pricing enhance customer satisfaction and influence purchase decisions.

Table 12. Level of customer satisfaction in terms of financing
	Statement
	Mean
	Std. Deviation
	Descriptive level
	Interpretation

	1. Dealer offers an easy installment plan
	4.40
	0.76
	Very High
	[bookmark: _heading=h.gwfewxr78ap5]This indicates that customers find the installment plan very convenient.

	2. The dealer offers a low down payment.
	4.36
	0.71
	Very High
	This indicates strong customer satisfaction with low initial payment options.

	3. Dealer offers a low interest rate on an installment
	4.27
	0.77
	Very High
	This indicates that customers value the affordability of interest charges.

	4. The dealer offers a full payment discount, restructuring, and term changes.
	4.37
	0.82
	Very High
	[bookmark: _heading=h.v5p3me6ih7lf]This indicates appreciation for flexible payment options and discounts.

	5. Dealer offers free registration and third-party insurance.
	4.07
	0.79
	High
	[bookmark: _heading=h.3bu6vu5imv4e]This indicates moderate satisfaction with additional free services.

	6. The dealer has clear credit and collection policies in place for applicants.
	4.13
	0.68
	High
	[bookmark: _heading=h.3ip5i3fp0f9g]This indicates the customer's awareness of the dealership's transparent financial policies.

	7. Personnel strictly follow the company policies in granting credit and collecting payments.
	4.11
	0.71
	High
	This indicates that customers recognize policy compliance by personnel.

	8. The dealer offers rebates and discounts on the products and services.
	4.25
	0.77
	Very High
	This indicates satisfaction with added financial incentives.

	9. Dealer offers installment prices for motorcycle products.
	4.21
	0.80
	Very High
	This indicates that customers are pleased with installment pricing options.

	Average
	4.24
	0.53
	Very High
	This indicates a very positive overall customer experience with financing.



The financing element received an overall very high evaluation, reflecting strong customer satisfaction with the dealer’s pricing and payment options. The highest-rated indicator was “the dealer offers a low down payment” (mean = 4.36, SD = 0.71), showing that customers greatly value affordability and ease of entry. Similarly, “the dealer offers a low interest rate on installment” scored very high (mean = 4.27, SD = 0.77), emphasizing the importance of manageable financing terms. Other very high ratings were given to rebates and discounts (mean = 4.25, SD = 0.77) and installment prices (mean = 4.21, SD = 0.80), demonstrating that customers appreciate flexible and cost-saving payment schemes.Indicators related to financial transparency and fairness also scored high. Clear credit and collection policies received a mean of 4.13 (SD = 0.68), while personnel adherence to policies was rated at 4.11 (SD = 0.71), reflecting customer trust in the dealership’s integrity (Table-12). Free registration and third-party insurance earned the lowest but still high rating (mean = 4.07, SD = 0.79), which supports Irawan’s (2021) assertion that customers often see such inclusions as optional.

Table 13. Level of customer satisfaction in terms of after-sales services
	Statement
	Mean
	Std. Deviation
	Descriptive level
	Interpretation

	1. The dealer provides a suggestion box for the customer to file complaints
	3.77
	1.05
	High
	[bookmark: _heading=h.27xpc2xewxmi]This indicates customers feel there is a way to share complaints.

	2. The dealer assigns a customer service representative to address inquiries and assist in finding solutions to customer complaints.
	4.03
	0.76
	High
	This indicates customers are satisfied with the customer service help.

	3. The dealer adheres to a customer service protocol when serving customers.
	4.14
	0.70
	High
	This indicates that customers see clear steps being followed in the service.

	4. The dealer provides a temporary replacement for parts or service while the motorcycle is being repaired.
	4.13
	0.74
	High
	This indicates customers value replacement support during repairs.

	5. There are adequate personnel to attend to customers' needs.
	4.41
	0.77
	Very High

	[bookmark: _heading=h.2s3xos1wdagk]This indicates customers agree that enough staff are available to help.

	6. Personnel are accommodating in handling inquiries and complaints.
	4.25
	0.77
	Very High
	This indicates customers appreciate friendly and helpful staff.

	7. Personnel are recording customer complaints and suggestions.
	4.03
	0.91
	High
	This indicates that customers feel their feedback is being taken into account.

	8. The dealer offers free repair of the motorcycle unit(s) and parts.
	4.11
	0.77
	High
	This indicates customers value free repairs offered.

	9. The dealer places importance on aspects such as repair, maintenance, and warranty.
	4.26
	0.74
	Very High
	This indicates customers feel repair and warranty are priorities.

	10. The dealer's mechanic checks for defective parts or services under warranty.
	4.23
	0.79
	Very High
	This indicates customers trust mechanics to check warranty issues.

	11. Dealer is prompt in replacing warrantable parts of the motorcycle unit or parts.
	4.22
	0.71
	Very High
	This indicates customers see a fast replacement of warranty parts.

	12. The dealer's mechanic is well-trained and an expert in providing repair and maintenance.
	4.38
	0.79
	Very High
	This indicates customers trust the skills of the mechanics.

	13. The dealer's service shop is accessible
	4.31
	0.82
	Very High
	This indicates customers find the service shop easy to reach.

	14. The dealer's parking area is spacious, accommodating customers.
	3.96
	0.87
	High
	[bookmark: _heading=h.9mpph5uzfp4j]This indicates customers feel the parking space is enough.

	15. The dealer's shop is complete with tools and equipment
	4.32
	0.76
	Very High
	[bookmark: _heading=h.92j402d5b8bk]This indicates customers believe the shop has the needed tools.

	16. The dealer's facilities are complete and offer a comfortable ambiance for customers to wait.
	4.16
	0.76
	High
	This indicates customers feel comfortable while waiting.

	17. Repair and maintenance charges after the warranty period are affordable.
	4.21
	0.77
	Very High
	This indicates that customers find repair costs fair after the warranty period.

	Average
	4.17
	0.52
	High
	[bookmark: _heading=h.tr9j0kgs47lh]This indicates overall customer satisfaction with repair and maintenance.


              The overall mean for after-sales services is 4.17 (high) with a standard deviation of 0.52, indicating strong and consistent customer satisfaction. The highest-rated indicator was adequate personnel to attend to customers’ needs (mean = 4.41, SD = 0.77, very high), showing strong approval of staff support. Other highly rated aspects include the mechanic’s expertise (mean = 4.38, SD = 0.79), completeness of tools and equipment (mean = 4.32, SD = 0.76), accessibility of the service shop (mean = 4.31, SD = 0.82), emphasis on repair, maintenance, and warranty (mean = 4.26, SD = 0.74), accommodating personnel (mean = 4.25, SD = 0.77), prompt replacement of warrantable parts (mean = 4.22, SD = 0.71), and affordability of post-warranty charges (mean = 4.21, SD = 0.77). Meanwhile, the parking area (mean = 3.96, SD = 0.87, high) and the suggestion box for complaints (mean = 3.77, SD = 1.05, high) received lower ratings, with greater variability, suggesting areas needing improvement (Table-13). Overall, results highlight that well-trained staff, equipped facilities, and responsive after-sales support strongly influence customer satisfaction, aligning with Japlani et al. (2019), Zeithaml et al. (2018), and Wahyuddin (2022), who emphasize service quality, complaint handling, and facility convenience as key drivers of loyalty and trust.

Table 14. Marketing mix elements 
	Factor of Marketing
	Mean
	Std. Deviation
	Descriptive level
	Interpretation

	Product
	4.20
	0.50
	Very High
	This indicates excellent satisfaction with the product.

	Price
	4.19
	0.51
	High
	This indicates a strong approval of the pricing strategy.

	Place
	4.22
	0.57
	Very High
	This indicates highly effective distribution channels.

	Promotion
	3.48
	0.84
	High
	This indicates a good perception of promotional efforts.

	Physical Evidence
	4.23
	0.52
	Very High
	This indicates a very strong presence and environment.

	People
	4.19
	0.55
	High
	This indicates satisfaction with both the staff and the service.

	Process
	4.03
	0.60
	High
	This indicates well-structured and efficient processes.

	Overall Marketing
	4.08
	0.43
	High
	This indicates a generally high effectiveness of marketing efforts.



The marketing mix element received an overall mean of 4.08 (high) with a standard deviation of 0.43, showing that customers are generally satisfied and share consistent positive views. This aligns with Kumar and Reinartz (2016), who emphasized that high means with low variability reflect stable and favorable customer evaluations.The highest-rated element was physical evidence (mean = 4.23, SD = 0.52, very high), followed closely by place (mean = 4.22, SD = 0.57, very high) and product (mean = 4.20, SD = 0.50, very high), indicating strong satisfaction with the store environment, accessibility, and product quality. Price and people (mean = 4.19, SD = 0.51 and 0.55, respectively, high) also reflect steady satisfaction with affordability and staff service. The process factor (mean = 4.03, SD = 0.60, high) shows slightly lower ratings, suggesting some room for improvement in service procedures. Meanwhile, promotion received the lowest rating (mean = 3.48, SD = 0.84, high), with more varied responses, indicating possible weaknesses in promotional strategies or limited awareness of offers (Table-14). This supports Grewal, Roggeveen, and Nordfält (2017), who stressed that weak or unclear promotions reduce customer engagement and influence on buying decisions.

Table 15. Customer satisfaction 
	Factors of Customer Satisfaction
	Mean
	Std. Deviation
	Descriptive level
	Interpretation

	Sales and Marketing
	4.21
	0.57
	Very High
	This indicates a very positive customer experience in sales and promotions.

	Financing
	4.24
	0.53
	Very High
	This indicates strong customer approval of available financing options.

	After-Sales Service
	4.17
	0.52
	High
	This indicates customer satisfaction with the support received after purchase.

	Overall Customer Satisfaction
	4.21
	0.50
	Very High
	This indicates customers are highly satisfied with the overall services provided.


The customer satisfaction element received an overall mean of 4.21 (very high) with a standard devation of 0.50, indicating highly favorable and consistent experiences with product quality, service, and value. This supports Kumar and Reinartz’s (2016) view that a high mean with low variability reflects stable and strong satisfaction.The highest-rated element was financing (mean = 4.24, SD = 0.53, very high), showing strong approval of financial support services, consistent with J.D. Power’s (2015) assertion that reliable financing processes enhance overall satisfaction. Sales and marketing (mean = 4.21, SD = 0.57, very high) also reflected strong satisfaction with staff behavior, promotions, and pricing, supported by consistent responses. Meanwhile, after-sales service (mean = 4.17, SD = 0.52, high), though still positive, was rated slightly lower, suggesting room for improvement (Table-15). This aligns with Confente and Russo (2015), who emphasized that satisfaction with post-purchase services is a key driver of loyalty and positive word of mouth.

4.3 Significant relationship between Marketing mix elements and customer satisfaction 

Table 16. Significant relationship between marketing mix elements and customer satisfaction in motorcycle stores 

	Factors
	Sales and Marketing
	Financing
	After-Sales Service
	Overall Customer Satisfaction

	Product
	Pearson Correlation
	0.472
	0.503
	0.574
	0.557

	
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.000

	
	Interpretation
	Moderate & significant
	Moderate & significant
	Moderate & significant
	Moderate & significant

	Price
	Pearson Correlation
	0.461
	0.476
	0.518
	0.523

	
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.000

	
	Interpretation
	Moderate & significant
	Moderate & significant
	Moderate & significant
	Moderate & significant

	Place
	Pearson Correlation
	0.586
	0.606
	0.643
	0.660

	
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.000

	
	Interpretation
	Moderate & significant
	Moderate & significant
	Moderate & significant
	Moderate & significant

	Promotion
	Pearson Correlation
	0.242
	0.144
	0.304
	0.248

	
	Sig. (2-tailed)
	0.000
	0.029
	0.000
	0.000

	
	Interpretation
	Weak & significant
	Weak & significant
	Weak & significant
	Weak & significant

	Physical Evidence
	Pearson Correlation
	0.828
	0.814
	0.826
	0.890

	
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.000

	
	Interpretation
	Strong & significant
	Strong & significant
	Strong & significant
	Strong & significant

	People
	Pearson Correlation
	0.739
	0.747
	0.774
	0.814

	
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.000

	
	Interpretation
	Strong & significant
	Strong & significant
	Strong & significant
	Strong & significant

	Process
	Pearson Correlation
	0.604
	0.566
	0.693
	0.670

	
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.000

	
	Interpretation
	Moderate & significant
	Moderate & significant
	Moderate & significant
	Moderate & significant

	Overall Marketing
	Pearson Correlation
	0.735
	0.711
	0.814
	0.814

	
	Sig. (2-tailed)
	0.000
	0.000
	0.000
	0.000

	
	Interpretation
	Strong & significant
	Strong & significant
	Strong & significant
	Strong & significant



The indicators "process" and "place" each reported moderate to strong and significant correlations with overall customer satisfaction, with coefficients above 0.6. This indicates that efficient service delivery, ease of transactions, and the accessibility of the store location play important roles in maintaining a positive customer experience. A well-defined process, such as smooth documentation or quick processing of purchases and services, contributes to reduced customer effort and perceived value (Table-16).
The indicators product and price showed moderate and statistically significant correlations, indicating that while customers are certainly influenced by product quality, variety, and affordability, these factors are not the most dominant in determining customer satisfaction when compared to more service-oriented components, such as people and physical evidence. On the other hand, promotion showed the weakest correlation, although it remained statistically significant. The Pearson correlation coefficient for promotion was lower compared to the other elements, interpreted as weak to moderate and significant, indicating that current promotional strategies may not be as impactful or visible to customers as intended. While promotions such as discounts, giveaways, or advertisements do contribute to awareness and interest, they have a lesser effect on overall satisfaction. These results align with Kiir's (2024) assertion, which found that direct marketing was only moderately associated with customer satisfaction. Notably, ineffective or unclear promotional strategies may fail to build lasting satisfaction or loyalty, especially when they are not well-targeted or consistent.
5.  CONCLUSION AND RECOMMENDATIONS
5.1 Conclusion
             Based on the findings, the researchers concluded the following:
1. The study concluded that the implementation of the marketing mix elements in motorcycle stores was generally high, with physical evidence, place, and product receiving the highest ratings, underscoring the influence of store environment, accessibility, and product quality. Promotion received the lowest rating, indicating a weaker impact from advertising and communication strategies.
2. Customer satisfaction was found to be very high, with financing rated the highest, reflecting the importance of flexible payment options in enhancing customer experience. After-sales service, while positive, received the lowest rating, suggesting a smaller contribution to overall satisfaction.
3. Significant relationships were observed between all marketing mix elements and customer satisfaction, with physical evidence and people showing the strongest correlations. Product, price, place, and process showed moderate relationships, while promotion, though weaker, remained significant—highlighting the need for more effective promotional efforts.
4. [bookmark: _GoBack]While these findings demonstrate the vital role of a well-executed marketing mix—particularly store atmosphere, employee interaction, and operational efficiency—in shaping customer satisfaction in motorcycle retail businesses, their generalizability should be interpreted with caution. Results are based on a specific context, and customer behaviors may differ in other settings or industries. Future research is encouraged to validate and expand these insights across broader populations and markets.
5.2 Recommendations
1. Motorcycle stores should sustain their strengths in physical evidence, location, and product offerings by keeping stores clean and welcoming, ensuring convenient access, and maintaining high-quality motorcycles. To address weaker performance in promotions, they should strengthen advertising and communication strategies through digital marketing, social media, and more engaging, targeted campaigns.
2. Financing services can be enhanced by offering flexible payment plans, low down payments, and transparent loan terms to maintain customer satisfaction. Likewise, improving after-sales service through timely maintenance, effective follow-up, and clear communication will help build long-term trust and loyalty.
3. Since all marketing mix elements significantly influence satisfaction, maintaining balance across the seven Ps is essential. Managers should use high-performing elements, such as physical evidence and personnel, as benchmarks for improving weaker areas like promotions and processes. Regular evaluations and customer surveys are also recommended to ensure services continue to align with customer expectations. While these recommendations provide useful insights for motorcycle retail, their applicability to other contexts should be considered with caution.
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