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Abstract: This study aims to observe the relationship between CSR programs, sales
promotions and service quality on marketing performance mediated by customer satisfaction
on Adem Sari Chingku RTD products, which takes a case study in Bogor City. The data
analysis method used descriptive and inferential statistics using Partial Least Square (PLS).
Analysis used is test of validity, reliability test and coefficient of determination. This study
found that CSR has a positive and significant effect on marketing performance, sales promotion
has a positive and significant effect on marketing performance, service quality has a positive
and significant effect on marketing performance. Customer satisfaction mediates the effect of
CSR on marketing performance, customer satisfaction mediates the effect of sales promotion
on marketing performance, customer satisfaction mediates the effect of service quality on
marketing performance.

Keyword: Marketing Performance, Customer Satisfaction, Service Quality, Sales Promotion,
Corporate Social Responsibility.

INTRODUCTION

In accordance with the modern era that is fast, practical and economical, the use of herbal
medicine that is usually done in traditional science is slowly being abandoned and switching
to herbal medicines and drinks that have been produced and are available in the market. This
allows people to choose these products because the process is more practical and the price is
affordable.

The demand for herbal medicines creates business opportunities for companies to
produce products that can relieve internal heat quickly and practically. One of the health drink
products that is useful for relieving internal heat is a product from the Enesis Group company,
namely Adem Sari Chingku, which is packaged in cans in RTD (ready to drink) format. Adem
Sari RTD is made from juice, herbs, high vitamin C, honey and a combination of other natural
ingredients, which are processed with modern technology that can prevent, relieve and refresh
internal heat at any time so that the body remains fit and healthy (Enesis, 2023). Previously,
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Enesis Group had successfully produced Adem Sari powder solution products in sachet
packaging which became the market leader in refreshing solutions.

However, the success of Adem Sari sachets has not been followed by Adem Sari Chingku
RTD, as seen from the Adem Sari brand not being a market leader and its national market share
tending to decline after the pandemic in the last 3 years. In the last few years, Adem Sari
Chingku RTD has failed to achieve its national growth target. In 2021, Adem Sari Chingku did
not experience any growth at all. In 2022, Adem Sari Chingku experienced a decline of 0.7%
compared to the previous year. In 2023, Adem Sari Chingku RTD again experienced a decline
in sales of 1.2%. This is an anomaly because the company has carried out various marketing
strategies such as CSR activities, sales promotions, and maintaining service quality in order to
provide customer satisfaction to improve Marketing Performance.

Service quality, Price and Promotion have a significant influence on customer loyalty,
thus increasing sales as one of the indicators of Marketing Performance (Wibawa, 2014). The
Service Quality variable has a positive influence on Customer Satisfaction. These results
indicate that the better the Service Quality, the better Customer Satisfaction will be (Karmila
and Barlian, 2023). Service quality has a direct positive and significant effect on customer
satisfaction and customer loyalty. Customer satisfaction has a direct positive and significant
effect on customer loyalty (Novianti, 2018). Several previous studies have examined CSR,
sales promotion, service quality, customer satisfaction, and marketing performance: (Serrano
etal., 2017), (Amanah, 2015), (Sinollah, 2019), (Nida Salma Fahriani & Intan Rike Febriyanti,
2022), (Mousa, 2024).

The results of the study show that CSR activities, sales promotion, and service quality
have a significant positive direct effect on marketing performance and a significant positive
effect on marketing performance through the mediation of customer satisfaction.

METHOD

This study uses quantitative research methods. Quantitative research methods are used to
research a particular population or sample, random sampling techniques, data collection using
research instruments, quantitative or statistical data analysis with the aim of testing the
established hypothesis (Sugiyono, 2018). In the design of causal relationship research, there
are independent variables (variables that influence) and dependent variables (variables that are
influenced). The method of data collection through surveys conducted by researchers with the
following characteristics: (1) information is obtained from a group of customers; (2)
information obtained from a group of customers is a sample, and (3) information is obtained
by asking and several questions. Through the survey, information collected from respondents
using questionnaires for all variables, namely Corporate Social Responsibility, Sales
Promotion, Service Quality, Customer satisfaction, and Marketing Performance.

Population is a generalization area consisting of objects or subjects that have certain
qualities and characteristics determined by researchers to be studied and then conclusions
drawn. The population in this study was the outlets (customers) of Enesis distributors in Bogor
(Sugiyono, 2017). The population of Enesis distributor customers in the city of Bogor is very
large, therefore this study requires a research sample. A sample is part of the number and
characteristics possessed by the population (Sugiyono, 2017). Researchers use samples because
the large population does not allow for a survey to be conducted on the entire population due
to limited time, energy and costs incurred. The population in this study were outlet owners
registered as customers of the Enesis Group distributor in Bogor, which amounted to 2586
outlets. In determining the number of samples, researchers used the Krejcie and Morgan table.
Based on the Krejcie and Morgan table, the number of samples that will be respondents in this
research questionnaire is 335 outlets.
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Tabel 1. Krejcie and Morgan Table

Populasi | Sampel | Populasi | Sampel |Populasi| Sampel
(N) (n) (N) (n) (N) (a)
10 10 220 140 1200 291
15 14 230 144 1300 297
20 19 240 148 1400 302
25 24 250 152 1500 306
30 28 260 155 1600 310
35 32 270 159 1700 313
40 36 280 162 1800 317
45 40 290 165 1900 320
50 44 300 169 2000 322
55 48 320 175 2200 327
60 52 340 181 2400 331
65 56 360 186 2600 335
70 59 380 191 2800 338
75 63 400 196 3000 341
80 66 420 201 3500 346
85 70 440 205 4000 351
90 73 460 210 4500 354
95 76 480 214 5000 357
100 80 500 217 6000 361
110 86 550 226 7000 364
120 92 600 234 8000 367

Populasi | Sampel | Populasi | Sampel |Populasi| Sampel
) (n) (N) (n) (N) (n)
130 97 650 242 2000 368
140 103 700 248 10000 370

Source: Srichd

This study uses primary data collected through questionnaires and survey methods.
Multiple choice questions and Likert scales (1 to 5) are answered by respondents. The study
uses the SEM PLS analysis method by conducting validity tests, reliability tests, outer models
and inner models by conducting determination tests and hypothesis tests.

RESULTS AND DISCUSSION

Validity and Reliability Test. A good loading factor should be above 0.60 to ensure
adequate convergent validity. If there is an indicator with a loading factor below 0.60, the
indicator is considered not to meet the criteria and will be removed from the model. The results
of the AVE value for each variable produce a value above 0.5 indicating that this model has a
good discriminant legitimacy value. The composite reliability test aims to measure the internal
consistency of the instrument in a research model. The expected value must be more than 0.60
to indicate good internal consistency. If all latent variable values have a composite reliability
> (.70, this indicates that the construct has good reliability, and the questionnaire used in this
study is considered consistent.

Table 2. Test Result Validity and Reliability
Outer

Variable Indicator - AVE CR
Loading
X1.1 0.911

CSR X1.2 0.686 0.684 0.761
X1.3 0.868
X2.1 0.862
. X2.2 0.896

Sales Promotion %23 0.866 0.782 0.907
X2.4 0.912
X3.1 0.884
X3.2 0.881

Service Quality X3.3 0.885  0.696 0.885
X3.4 0.896
X3.5 0.68

Z1 0.87 0.679 0.842
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Outer

Variable Indicator . AVE CR
Loading

Customer 22 0.853
satisfaction Z3 0.786
Z4 0.784
. Y1 0.822

P';’I'r?g'r‘ﬁ]tgr‘]%e Y2 083 0721 0.806
Y3 0.894

Source: Research Data

Hypothesis Test. CSR has a positive effect on Customer Satisfaction with a coefficient
0f 0.002 and a t-statistic value of 3.192. The table above shows that a p-value of 0.002> 0.05
is obtained with a significance level of 5%. The original sample value (estimate) is 0.159, which
means that there is a positive effect of CSR of 15.9% on Customer Satisfaction. This means
that the hypothesis stating that there is a positive and significant effect on Customer Satisfaction
is accepted.

CSR has a positive effect on Marketing Performance with a coefficient of 0.001 and a t-
statistic value of 3.195. The table above shows that a p-value of 0.002> 0.05 with a significance
level of 5% is obtained. The original sample value (estimate) is 0.131, which means that there
is a positive effect of CSR of 13.1% on Marketing Performance. This means that the hypothesis
stating that there is a positive and significant effect on Marketing Performance is accepted.

Sales Promotion has a positive effect on Customer Satisfaction with a coefficient of 0.001
and a t-statistic value of 4.458. The table above shows that the p-value is 0.000> 0.05 with a
significance level of 5%. The original sample value (estimate) is 0.251, which means that there
is a positive effect of Sales Promotion of 25.1% on Customer Satisfaction. This means that the
hypothesis stating that there is a positive and significant effect on Customer Satisfaction is
accepted.

Sales Promotion has a positive effect on Marketing Performance with a coefficient of
0.000 and a t-statistic value of 4.521. The table above shows that a p-value of 0.000> 0.05 is
obtained with a significance level of 5%. The original sample value (estimate) is 0.208, which
means that there is a positive effect of Sales Promotion of 20.8% on Marketing Performance.
This means that the hypothesis stating that there is a positive and significant effect on
Marketing Performance is accepted.

Service Quality has a positive effect on Customer Satisfaction with a coefticient of 0.000
and a t-statistic value of 15.381. The table above shows that a p-value of 0.000> 0.05 is obtained
with a significance level of 5%. The original sample value (estimate) is 0.553, which means
that there is a positive effect of Service Quality of 55.3% on Customer Satisfaction. This means
that the hypothesis stating that there is a positive and significant effect on Customer Satisfaction
is accepted.

Service Quality has a positive effect on Marketing Performance with a coefficient of
0.000 and a t-statistic value of 13.334. The table above shows that a p-value of 0.000> 0.05 is
obtained with a significance level of 5%. The original sample value (estimate) is 0.457, which
means that there is a positive effect of Service Quality of 45.7% on Marketing Performance.
This means that the hypothesis stating that there is a positive and significant effect on
Marketing Performance is accepted.

Customer Satisfaction has a positive effect on Marketing Performance with a coefficient
of 0.000 and a t-statistic value of 45.071. The table above shows that a p-value of 0.000> 0.05
is obtained with a significance level of 5%. The original sample value (estimate) is 0.827, which
means that there is a positive effect of Customer Satisfaction of 82.7% on Marketing
Performance. This means that the hypothesis stating that there is a positive and significant
effect on Marketing Performance is accepted.
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CSR has a positive effect on Marketing Performance through Customer Satisfaction with
a coefficient of 0.001 and a t-statistic value of 3.195. The table above shows that a p-value of
0.001> 0.05 is obtained with a significance level of 5%. The original sample value (estimate)
is 0.131, which means that there is a positive effect of CSR of 13.1% on Marketing
Performance through Customer Satisfaction. This means that the hypothesis stating that there
is a positive and significant effect on Marketing Performance through Customer Satisfaction is
accepted.

Sales Promotion has a positive effect on Marketing Performance through Customer
Satisfaction with a coefficient of 0.001 and a t-statistic value of 4.521. The table above shows
that a p-value of 0.000> 0.05 with a significance level of 5% is obtained. The original sample
value (estimate) is 0.208, which means that there is a positive effect of Sales Promotion of
20.8% on Marketing Performance through Customer Satisfaction. This means that the
hypothesis stating that there is a positive and significant effect on Marketing Performance
through Customer Satisfaction is accepted.

Service Quality has a positive effect on Marketing Performance through Customer
Satisfaction with a coefficient of 0.001 and a t-statistic value of 13,334. The table above shows
that a p-value of 0.000> 0.05 with a significance level of 5% is obtained. The original sample
value (estimate) is 0.457, which means that there is a positive effect of Service Quality of
45.7% on Marketing Performance through Customer Satisfaction. This means that the
hypothesis stating that there is a positive and significant effect on Marketing Performance
through Customer Satisfaction is accepted.
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Figure 1. Bootstrapping Test
Table 3. Path Coefficients
Original Sample Standard Deviation T Statistics P Values
Sample (O) Mean (M) (STDEV) (JO/STDEV))
X1->Z 0.159 0.156 0.050 3.192 0.002
X1->Y 0.131 0.129 0.041 3.195 0.001
X2->7Z 0.251 0.255 0.056 4.458 0.000
X2->Y 0.208 0.211 0.046 4521 0.000
X3->7 0.553 0.552 0.036 15.381 0.000
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Original Sample Standard Deviation T Statistics P Values
Sample (O) Mean (M) (STDEV) (JO/STDEV))
X3->Y 0.457 0.456 0.034 13.334 0.000
Z->Y 0.827 0.827 0.018 45.071 0.000
X1->Z->Y 0.131 0.129 0.041 3.195 0.001
X2->Z->Y 0.208 0.211 0.046 4521 0.000
X3->Z->Y 0.457 0.456 0.034 13.334 0.000

Source: Research Data

1. The Effect of CSR on Customer Satisfaction

The results of the hypothesis testing show that there is a positive and significant influence
on CSR towards Customer Satisfaction. This shows that the strategy carried out by Enesis
Group by actively providing products in the form of Healthy Kits and sample products in
Corporate Social Responsibility activities has a positive and significant influence on Customer
Satisfaction. This shows that the outlets that are customers of the Adem Sari Chingku
distributor are happy and can accept this activity to support the needs and welfare of their
stores.

The results of this research are supported by (Hossain, 2023), (Santika 2023), (Saputra,
2015) who state that CSR has a positive effect on Customer Satisfaction. The effect of CSR on
Customer Satisfaction has an important role in building and fostering relationships with
consumers because CSR activities can show the company's caring attitude towards customers
and their environment, including increasing the welfare of customers so that customers feel
satisfied with the products they usually buy.

2. The Effect of CSR on Marketing Performance

The results of the study indicate that there is a significant positive influence between CSR
on Marketing Performance directly. This shows that the strategy carried out by Enesis Group
by actively providing products in the form of Healthy Kits and sample products in Corporate
Social Responsibility activities has a positive and significant influence on Marketing
Performance. This shows that this activity can generate sales growth, distribution levels and
increase the market share of Adem Sari Chingku because the outlet feels that this activity can
support their welfare and generate long-term profit.

The results of this research are supported by (Serrano, 2017), (Tantowi, 2013) who state
that CSR practices have a positive effect on Marketing Performance.

3. The Effect of Sales Promotion on Customer Satisfaction

This study reveals that Sales Promotion has a positive and significant influence on
Customer Satisfaction. Enesis Group in this study has carried out promotional activities with a
fairly high frequency (often), the quality of the promotion given is quite high and the promotion
is carried out at the right time according to customers. However, it is very unfortunate that the
sales promotion given by Enesis Group is still not in accordance with customer expectations
because the survey produced a low value for the suitability of expectations for the sales
promotion given.

The results of this research are supported by (Nasution & Shaputra, 2022), (Suwandi,
2020), (Mayasari, 2019), who state that Sales Promotion is one of the variables that has a
significant positive effect on Customer Satisfaction.

4. The Effect of Sales Promotion on Marketing Performance

This study supports the hypothesis that states that Sales Promotion is one of the
significant positive variable factors in determining the success of Marketing Performance.
Enesis Group in this study has carried out promotional activities with a fairly high frequency
(often), the quality of the promotion given is quite high and the promotion is carried out at the
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right time. However, the sales promotion given by the company has not been in accordance
with the expectations of the shop owners as customers. This is useless if the promotion has
been carried out frequently but has not been in accordance with the shop's expectations which
results in the shop not being interested in making transactions to take Adem Sari Chingku which
causes a decrease in Marketing Performance.

The results of this research are supported by (Hayati, 2021), (Salindeho, 2018) who state
that Sales Promotion has a significant positive effect on Marketing Performance.

5. The Effect of Service Quality on Customer Satisfaction

In this study, Service Quality has a high and positive influence on customer satisfaction
so that according to researchers this variable is one of the important variables in boosting the
company's marketing performance. Enesis Group and its distributors really maintain the quality
of service starting from the service provided by the sales and delivery teams which get the
highest results. This means that the distributor's entrepreneurial attitude and communication
skills can have a positive impact on the satisfaction of outlets that are Adem Sari Chingku
customers.

The results of this research are supported by (Herokholiqi and Cahyana, 2018), (Mega
and Bela, 2021) who state that service quality has a significant positive effect on customer
satisfaction. The results of their study show that service quality has an effect on customer
satisfaction.

6. The Effect of Service Quality on Marketing Performance

In this study, Service Quality has a fairly large and positive influence on Marketing
Performance. With a total influence reaching 45.7% on Marketing Performance, this variable
is an important variable in boosting the marketing performance of the company. Having a good
relationship with customers can maintain long-term business continuity because customers
already know each other well and of course it will be easier for customers to make withdrawal
transactions to parties they trust. If customers find it easier to make withdrawal transactions,
this will automatically increase Marketing Performance, especially in increasing sales and
distribution in the surrounding environment because many customers make withdrawals.

The results of this research are supported by (Al-Gasawneh, 2022), (Budiarti, 2024) who
state that the better the quality of service provided by the company, the better the marketing
performance that will be produced from quality service.

7. The Effect of Customer Satisfaction on Marketing Performance

Customer Satisfaction has a positive and significant influence on Marketing
Performance. The influence of customer satisfaction is very large, reaching 82.7% in this study.
This makes customer satisfaction one of the important variables that can be used as a mediation
to boost a company's marketing performance.The three independent variables such as CSR,
Sales Promotion, and Service Quality have a positive and significant influence directly on
Customer Satisfaction, so to boost and strengthen Customer Satisfaction, companies are highly
recommended to implement a strategy by including these three variables which can then
improve marketing performance. Based on the survey results, the price set at Adem Sari
Chingku is one of the problems that causes a decrease in Marketing Performance as seen from
the low survey results for the price. To form and set this price, the company must be careful
because in developing countries like Indonesia, the price is an important factor that can be
considered in determining purchasing decisions which then affect Marketing Performance.

The results of this research are supported by (Lagonah, 2022), (Lestari, 2023), (Susanto,
2017) who state that customer satisfaction as an intervening variable has an effect on marketing
performance in distributors.
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8. The Influence of CSR on Marketing Performance mediated by Customer Satisfaction
Customer Satisfaction is the existence of welfare values obtained by the store, long-term
benefits and also short-term benefits. With the positive things that can be obtained by the store,
it can encourage the store to have a desire to make transactions to take Adem Sari Chingku
because they feel that CSR activities are always active in giving them benefits. This is what
makes CSR activities able to increase Marketing Performance through Customer Satisfaction.
Looking at previous research conducted by Rodriguez Serrano (2017) in a journal entitled
"Corporate Social Responsibility (CSR) And Marketing Performance: Role Of Commitment
To The Customer Relationship: An Extended Abstract" states that CSR requires mediation such
as customer relationships or customer satisfaction in its influence on Marketing Performance.

9. The Influence of Sales Promotion on Marketing Performance mediated by Customer
Satisfaction

Sales Promotion is an important variable in improving marketing performance, especially
increasing sales growth. This is evidenced by the influence of sales promotion on customer
satisfaction. Based on a survey, sales promotion including frequency, promotion quality,
promotion period and suitability of promotion expectations has been proven to contribute to
increasing customer satisfaction. This means that customers are always enthusiastic about
taking advantage of sales promotions in Adem Sari Chingku product retrieval transactions.
However, it should be noted that the survey results state that sales promotions are still not in
accordance with outlet expectations. This is one of the reasons for the decline in Adem Sari
Chingku's marketing performance in recent years. The company can evaluate and survey
customers on sales promotions that have been carried out in order to improve Marketing
Performance in the future.

The results of this research are supported by (Nasution and Syahputra, 2022), (Suwandi,
2020), (Mayasari, 2019) who state that Sales Promotion has a positive and significant influence
on Marketing Performance through the customer satisfaction variable.

10. The Influence of Service Quality on Marketing Performance mediated by Customer
Satisfaction

Service Quality is one of the variables that has a positive influence on customer
satisfaction and also on Marketing Performance. In fact, customer satisfaction should always
be the main priority in building long-term business relationships. Enesis Group pays great
attention to customer satisfaction because based on field surveys, customers are satisfied with
the communication skills of the sales team, have confidence in the distributor, the distributor's
willingness to improve service quality, the accuracy of the right orders and the quality of the
service has been proven.

The results of this research are supported by (Benz Susanto, 2017), (Christian, 2020),
who state that Service Quality has a significant and positive influence on Marketing
Performance through Customer Satisfaction.

CONCLUSION

1. Corporate Social Responsibility (CSR) has a positive and significant effect on
Customer Satisfaction. This shows that CSR activities are one of the factors in
increasing customer satisfaction directly.

2. Corporate Social Responsibility (CSR) has a positive and significant effect on
Marketing Performance. This shows that CSR activities are one of the factors in
increasing marketing performance directly.

3. Sales Promotion has a positive and significant effect on Customer Satisfaction. This
shows that Sales Promotion can directly increase Customer Satisfaction
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4. Sales Promotion has a positive and significant effect on Marketing Performance. This
shows that Sales Promotion can directly increase Marketing Performance.

5. Service Quality has a positive and significant effect on Customer Satisfaction. This
shows that if the company provides good service quality, it can directly increase
Customer Satisfaction.

6. Service Quality has a positive and significant effect on Marketing Performance. This
shows that if the company provides good service quality, it can directly increase
Marketing Performance.

7. Customer Satisfaction has a positive and significant effect on Marketing Performance.
This shows that if customers feel satisfied, it will directly increase Marketing
Performance.

8. Corporate Social Responsibility (CSR) has a positive and significant effect on
Marketing Performance through Customer Satisfaction. This shows that the company
carries out CSR activities which can then affect Customer Satisfaction which has an
impact on increasing Marketing Performance.

9. Sales Promotion has a positive and significant effect on Marketing Performance
through Customer Satisfaction. This shows that the company is actively carrying out
Sales Promotion, it will directly affect Customer Satisfaction which will have an impact
on increasing Marketing Performance.

10. Service Quality has a positive and significant effect on Marketing Performance through
Customer Satisfaction. This shows that the company provides good service quality so
that this directly affects Customer Satisfaction which has an impact on increasing
Marketing Performance.
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