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Abstract Cafe Paris is a restaurant that serves fast food and drinks of various types 

ranging from fruits to packaged drinks. To make improvements and business 

development, restaurant owners have made changes in anticipating competition in the 

growing restaurant business in Palopo City. The proposed variable plus marketing mix 

model, namely: (product, price, promotion, distribution, person, location), buying 

decisions, will have an impact on consumer loyalty in Paris Cafes.  

This study aimed to get information about; a) information on the plus marketing mix 

model at Paris Cafe restaurants; b) information on buying decisions for Paris Cafe 

restaurants; c) information on consumer loyalty of Paris Cafe restaurants). The object of 

this research was Cafe Paris Tanjung Ringgit restaurant, Wara Timur District, Palopo 

City. The approach used in this research was descriptive and verification. The method 

used was explanatory research with a simple random sampling technique of a sample of 

81 respondents. The data analysis technique used was multiple linear regression with the 

help of computer software SPSS 21.0 for windows. The results show the plus marketing 

mix model had a direct influence on the buying decision variable by 0.049, the plus 

marketing mix model plus had a direct effect on the consumer loyalty variable by 0.082. 

Outline, plus marketing mix model variables has effect on consumer loyalty, so does the 

buying decision variable has an influence on consumer loyalty at Paris restaurant in 

Palopo City. 
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1. Introduction 

The business sector that has growth potential that can sustain the national economy is the 

food and beverage industry. This sector is predicted to contribute and significantly to increase 

gross domestic product (GDP) as a non-oil and gas industry and is considered to be able to 

increase the realization of countryl income. “For this reason, the government continues to 

maintain the availability of raw materials needed by the food and beverage industry to be more 

productive and globally competitive. Moreover, this sector is based on added value so that the 

downstream process needs to be guaranteed”. 

The contribution of the food and beverage industry to the GDP of the non-oil and gas 

industry reached 34.95 percent in the third quarter of 2017, according to the Ministry of 

Industry in its report. These performance results make the sector the largest contributor to 

industrial GDP compared to other subsectors. SIn addition, the increase experienced a growth 

of four percent over the same period in 2016. While, the contribution to national GDP was 

6.21 percent in the third quarter of 2017 or grew 3.85 percent compared to the same period the 

previous year. (https://kemenperin.go.id/artikel/diakses 04 Juli 2020, jam 11:08). [1] 
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Restaurant and beverage business is a business that is always running. This business can be 

found in every region or place and  is needed by anyone because all humans need food and 

drink. Based on the current situation, the restaurant business is a very good business and 

provides many benefits. Some people want to have a restaurant, both temporary and 

permanent because the restaurant has good prospects. Restaurants are also referred to as 

restaurants in Indonesia. Restaurant is an absorption word, derived from the French language 

adapted by English namely restaurant, derived from the word restaurer, which means to 

restore).[2] 

2. Literature Review 

According to [3] A marketing mix is a set of activities consisting of advertising, sales 

promotion, public relations, personal selling, and direct marketing tools that companies use to 

communicate persuasively about customer value and build customer relationships. 

Swastha and Handoko state that "the buying decision process in real purchases, whether to 

buy or not". Kotler and Keller suggested that consumer buying decisions become a step where 

consumers can also form an intention to buy the most preferred product, where consumers are 

able to decide and modify, delay, or avoid being strongly influenced by perceived risk. 

Customer loyalty is a significant intangible asset for some companies [4]. Marketing 

scholars have given different conceptualizations to customer loyalty [5]. Different definitions 

of customer loyalty are adopted by marketing researchers based on the objectives and research 

context. For example, [6] conceptualize customer loyalty as "a feeling of interest in someone's 

loyalty object, rather than repeated commercial transactions". [7] defines attitude loyalty as the 

customer's intention to remain consistent with certain providers in the market by repeating 

buying experience. In addition, Oliver defines customer loyalty as "a firm commitment to 

repurchase or patronize selected products / services consistently in the future, resulting in 

repeated purchases of the same brand or set of brands, apart from situational influences and 

marketing efforts that have the potential to cause switching behavior". A literature review 

reveals that many marketing scholars have adopted Oliver's definition of customer loyalty [8]. 

The problem faced by Paris Café restaurants at this time is the high level of competition 

for restaurants that are present in Palopo City and offer new concepts in service, menu, and 

competitive prices. The research contribution is to provide information to the Municipal 

Government of Palopo and further research on the same topic and variables that have not been 

researched by the authors. 

3. Method 

Penelitian ini menggunakan metode purposive sampling untuk memperoleh data dari 

responden. Pertanyaan dalam kuesioner  disusun dari indikator variabel dependen dan variabel 

independen. Teknik pengumpulan data adalah denganmberinteraksi langsung dengan 

responden yang memiliki pekerjaan tetap maupun tidak tetap. This study applied a purposive 

sampling method to obtain data from respondents. Questions in the questionnaire are 

composed of indicators dependent variables and independent variables. The data collected by 

interacting directly with respondents who have permanent or non-permanent jobs. The 

samples in this study were 81 customers of Cafe Paris who live in Palopo City and  then 



became respondents. 

According to [9], validity is a condition that describes the ability of an appropriate 

instrument to measure what will be measured. Next, [10], reliability shows the extent to which 

the results of measurement instruments can be trusted. The measurement results must be 

reliable in terms of having a level of consistency and stability. Variables can be labeled 

reliably when they exceed 0.6 from Cronbach's Alpha. 

4. Result And Discussion 

Restaurants (Cafes Paris) in Palopo City is one of restaurant that serves a typical food 

menu located in Palopo City, Tanjung Ringgit. The advantage of this restaurant is that it is 

located in the harbor area which has a beautiful beach panorama.  

Based on the results of the questionnaire distributed by researchers and has been processed 

by multiple linear regression methods with the help of SPSS 21.0 computer software, the 

following results are obtained:  
Table 1. Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 16.206 2.061  7.864 .000 

Plus Marketing Mix (X1) .071 .079 .029 .251 .802 

Buying Decision (X2) .084 .092 -.228 -2.003 .049 

 

a. Dependent Variable: Consumer Loyalty (Y) 
Multiple linear regression analysis is used to look for a direct relationship between the 

independent variable marketing mix (X1) and buying decision (X2) with the dependent 

variable of consumer loyalty (Y). The results can be explained as follows: plus marketing 

mix variable has a strong influence of 0.071. This shows the influence of the plus marketing 

mix on consumer loyalty, plus marketing mix has a positive coefficient value, meaning that 

if there is a marketing performance plus it will increase consumer loyalty in the restaurant 

(Paris Cafes) in Palopo City. 

Furthermore, the buying decision variable also has a strong influence on consumer 

loyalty of 0.084. This shows the influence of the buying decision has a positive coefficient, 

meaning that if the buying decision performance increases will increase consumer loyalty. 
Table 2. Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .747a .619 .663 .770 

 

a. Predictors: (Constant), Plus Marketing Mix (X1), Buying Decision (X2) 
Based on the calculation above, the coefficient of determination (Adjusted R2) is obtained 

which is 0.663. It means that the correlation between marketing mix plus consumer loyalty to 

Restaurant (Paris Café) Palopo City can be explained by 66.3 percent while the remaining 

33.7 percent is influenced by other factors not examined in this study. 

 



This research results are in line with the results of research conducted by [11] who states that 

the plus marketing mix influences consumer loyalty, then [12] states the buying decision also 

affects consumer loyalty to organic products in Bogor City. 

5. Conclusion 

a) Multiple linear regression analysis is used to find a direct relationship between the 

independent variable marketing mix (X1) and purchase decision (X2) with the dependent 

variable consumer loyalty (Y), the results can be explained as follows: the marketing mix 

plus variable has a strong influence of 0.071. This shows the effect of the plus marketing 

mix on consumer loyalty, the plus marketing mix has a positive coefficient value, 

meaning that if there is a marketing performance plus it will increase consumer loyalty to 

the restaurant (Paris Café) in Palopo City. 

b) Furthermore, the purchasing decision variable also has a strong influence on consumer 

loyalty by 0.084. This shows the effect of purchasing decisions has a positive coefficient 

value, meaning that if the performance of purchasing decisions increases, it will increase 

consumer loyalty. 
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