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ABSTRACT 

 

PT Indotama Seraya Artha is a distributor company for cake ingredient 

products which has a popular retailer, namely IDAKU. This research is presented 

to analyze and find out how sales person behavior influences customer loyalty 

through customer satisfaction at PT Indotama Seraya Artha. Research variables 

include sales person behavior, customer loyalty, and customer satisfaction as 

mediating variables. The population is customers B2B who have made 

transactions at least twice in the period October-November 2023. The sample was 

determined using a proportional quota sampling technique and the sample size 

was 40 respondents. Data analysis technique, namely path analysis. Collecting 

research data by distributing paper questionnaires to customers. The research 

results show that sales person behavior has no significant effect on customer 

loyalty. The relationship between the influence of sales person behavior on 

customer satisfaction and customer satisfaction on customer loyalty has a positive 

and significant effect, and proves that customer satisfaction is positive mediate, 

but insignificant on the relationship between the influence of sales person 

behavior on customer loyalty. These results mean that customer satisfaction is not 

suitable for mediation, so in future research it is hoped that other mediating 

variables will be used, such as customer trust. 

Keywords: Sales Person Behavior, Customer Loyalty, Customer Satisfaction, PT 

Indotama Seraya Artha  
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ABSTRAK 

 

PT Indotama Seraya Artha merupakan perusahaan distributor produk bahan-

bahan kue yang memiliki retail terkenal, yaitu IDAKU. Penelitian ini disajikan 

untuk menganalisis dan mengetahui bagaimana pengaruh sales person behavior, 

terhadap customer loyalty melalui customer satisfaction di PT Indotama Seraya 

Artha. Variabel penelitian meliputi sales person behavior, customer loyalty, dan 

customer satisfaction yang sebagai variabel mediasi. Populasinya adalah 

pelanggan B2B yang telah melakukan transaksi minimal dua kali pada periode 

bulan Oktober-November 2023. Penentuan sampel dengan teknik proportional 

quota sampling dan jumlah sampel sebesar 40 responden. Teknik analisis data, 

yaitu analisis jalur. Pengumpulan data penelitian dengan penyebaran kuesioner 

kertas kepada pelanggan. Hasi penelitian menunjukkan sales person behavior 

berpengaruh tidak signifikan terhadap customer loyalty. Hubungan pengaruh sales 

person behavior terhadap customer satisfaction dan customer satisfaction 

terhadap customer loyalty, yaitu berpengaruh secara positif dan signifikan, serta 

membuktikan customer satisfaction memediasi positif tidak signifikan pada 

hubungan pengaruh sales person behavior terhadap customer loyalty. Hasil 

tersebut diartikan bahwa customer satisfaction kurang cocok dalam memediasi, 

sehingga pada penelitian selanjutnya diharapkan menggunakan variabel mediasi 

lain, seperti customer trust. 

Kata Kunci: Sales Person Behavior, Customer Loyalty, Customer Satisfaction, 

PT Indotama Seraya Artha 
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