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ABSTRACT

With the development of lifestyle education on social media, many people are finally aware of
the importance of healthy living. But not many people have a lot of time to be able to keep
consuming healthy food. One of the healthy instant noodles that can be used as an option is
Oven Noodles. The purpose of this study was to examine the effect of Currency and Co-
Creation on Customer Loyalty mediated by Customer Satisfaction on oven noodles. This
research was conducted with the Bekasi Regency area as the limitation with a sample size of
110 respondents who are consumers of oven noodles. The sampling method used is
nonprobability sampling with purposive sampling method. The processing used to test the
correlation and regression in this study uses SmartPLS 3.2.9 which is used to test validity and
reliability. In this study it can be proven 1) Currency set by oven noodle products cannot
encourage the level of customer loyalty. 2) Co-Creation offered by oven noodle products
cannot encourage the level of customer loyalty. 3) Customer Satisfaction felt by oven noodle
consumers can encourage the level of customer loyalty.

Keywords : Currency, Co-Creation, Customer Loyalty, Customer Satisfaction

ABSTRAK

Saat ini gaya hidup sehat mulai berkembang di sosial media, dengan berkembangnya edukasi
mengenai lifestyle di sosial media banyak masyarakat yang akhirnya sadar akan pentingnya
hidup sehat. Namun tak banyak orvang yang memiliki banyak waktu untuk bisa tetap
mengkonsumsi makanan sehat. Salah satu mie instan sehat yang dapat dijadikan pilihan
adalah Mie Oven. Tujuan penelitian ini adalah untuk menguji pengaruh Currency dan Co-
Creation terhadap Customer Loyalty yang di mediasi oleh Customer Satisfaction pada mie
oven. Penelitian ini dilakukan dengan Batasan wilayah Kabupaten Bekasi dengan jumlah
sampel sebesar 110 responden yang merupakan konsumen mie oven. Metode pengambilan
sampel yang digunakan yaitu nonprobability sampling dengan metode purposive sampling.
Pengolahan yang digunakan untuk menguji korelasi dan regresi dalam penelitian ini
menggunakan SmartPLS 3.2.9 yang digunakan untuk menguji validitas dan realibilitas. Pada
penelitian ini dapat dibuktikan 1) Currency yang ditetapkan oleh produk mie oven tidak dapat
mendorong tingkat customer loyalty. 2) Co-Creation yang ditawarkan oleh produk mie oven
tidak dapat mendorong tingkat customer loyalty. 3) Customer Satisfaction yang dirasakan oleh
konsumen mie oven dapat mendorong tingkat customer loyalty.

Kata Kunci : Currency, Co-Creation, Customer Loyalty, Customer Satisfaction

INTRODUCTION to want something practical to be able to
Along with the development of an meet their needs. One of them is in fulfilling
increasingly advanced lifestyle, people tend food needs for consumption. Instant
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noodles become one of the alternatives as a
substitute for staple foods that can be
consumed quickly or instantly. In addition,
instant noodles are one of the favorite foods
of most of the population in the world,
including in Indonesia. However, along
with the development of education about
healthy lifestyle on social media, some
people are finally aware of the need for
healthy food. Currently, there are a lot of
healthy food businesses circulating on
social media, such as fruit salads, healthy
food packages, healthy low-sugar drinks,
and so on. It can also be concluded that
currently people have high enthusiasm for
healthy lifestyle [1].

Instant noodles first appeared in
1958 in Japan, where at that time Japan was
experiencing a food crisis after ten years of
the completion of World War II. A
Japanese businessman named Momofuku
transformed noodles that used to take a long
time to cook and were also not durable, into
the instant noodles we know today. Not
only in demand by the Japanese people,
instant noodles also spread to Asia, Europe,
and also America. In 1968 instant noodles
entered Indonesia. The first instant noodles
in Indonesia are instant noodles brand
supermi pioneered by PT Lima Satu
Sangkyu which has now been acquired by
PT Indofood CBP Sukses Makmur, Tbk.
The first supermi that was present was
chicken broth flavor and then various other
flavors appeared. Instant noodles always
evolve from year to year by creating many
variations of presentation and also a variety
of new flavors. In addition, many
companies have also created instant
noodles with new brands such as Indomie,
Mie Sedap, Mie Gaga, Mie Sakura, Mie
Sukses and other brands. Currently, there
are also many companies that issue healthy
instant noodle products such as oven
noodles, lemonilo, and also sarimi nutrimi
[2]. Oven noodles are one of the latest
healthy instant noodle innovations
launched by Mayora. Oven noodles are

similar to spaghetti because the shape of the
noodles is straight, so they are called the
first straight noodles in Indonesia [3]. Oven
noodles are said to be healthy instant
noodles because the process is not fried,
besides that oven noodles also contain
lower sodium compared to noodles in
general [4].

Oven noodles contain natural,
healthy ingredients and taste good so that
customer loyalty appears. (Oliver, 1997) in
[5] customer loyalty or customer loyalty
can be defined as an attachment to a brand
of product or service to buy repeatedly and
not change in the future. Customer loyalty
or customer loyalty can be understood as
consumers who are loyal to a product where
they buy products non-randomly, and make
repeated purchases of a product with the
same brand, then recommend it to others
according to (Griffin, 2003) in [6]with
indicators of customer loyalty, namely:
customers make regular repeat purchases,
buy products and service lines, refer others
and show immunity to the pull of a
competition. Customer Loyalty or customer
loyalty arises because of the satisfaction
obtained by customers in buying or using a
product. If the customer feels that the
service or product offered meets his wishes,
it is likely that the customer will become
loyal so that consumers will suggest the
products used to family, relatives, and also
the people around them.

Customer satisfaction can be
interpreted as customer satisfaction. (Tse
and Wilton, 1988) in [7] explains that
customer  satisfaction or  customer
satisfaction is a reaction from consumers to
the dissatisfaction felt by consumers
because of a desire that does not match
what is expected after using a product or
service. Customer satisfaction or customer
satisfaction is expressed as a result of a
combination of reactions, assessments,
psychological views of the goods or
services used based on the experience
gained (Yi, 1991) in [8]. Product
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expectations that are in accordance with
customer desires will lead to a sense of
satisfaction felt by customers. (Kotler,
2000) in [9] states customer satisfaction or
customer satisfaction as a feeling that is felt
when using a product or service, be it a
feeling of satisfaction or a feeling of
disappointment that is felt from the
expectations desired by consumers with
what is obtained from the product or service
used.

Customer satisfaction or customer
satisfaction can be understood as an effort
that can be made by companies to be able to
retain their consumers by realizing
customer expectations for the products
offered (Tjiptono, 2014) in [10] with the
following  indicators  of  customer
satisfaction: conformity to expectations,
interest in revisiting, and willingness to
recommend. It is concluded that customer
satisfaction can encourage consumers to
carry out customer loyalty, in line with
research conducted by [9], [11] [12], and
also [13]. This is not in line with other
studies which state that customer
satisfaction has no effect on customer
loyalty according to [7], [8], and [10].
Customer satisfaction can also be seen from
the price set by the company, if the price set
by the company is in accordance with the
benefits of the product offered, then
consumers will feel satisfied.

Currency or price is an important
factor in a consumer's purchasing decision.
Consumers will see price as one of the
benchmarks in making purchases. The
pricing provided by PT Mayora for Oven
Noodle products is cheaper than its
competitors, namely lemonilo noodles and
nutrimi supermi. Currency or the price of a
product or service will affect consumers in
assessing the level of satisfaction when
using a product or service, because
consumers tend to calculate the price of a
product or service with the quality or
benefits obtained from the product or
service (Anderson et al, 1994) in [14].

(Saladin, 2007) in [15] says currency or
price can be interpreted as the amount of
money set by the company to consumers
who buy the products or services offered by
the company. Currency (price) can be
explained as an aspect that determines the
success of a company because the price will
determine the amount of profit that the
company will get in selling the products or
services offered (Riggs, 2011) in [16].

Currency or price can be interpreted
as an amount of value that is exchanged or
issued by a consumer to make payments to
buy or to benefit from a product or service
(Kotler & Armstrong, 2015) in [17].
Currency (price) can be understood as a
pricing on each product by taking into
account the benefits that will be obtained on
each sale by providing different price offers
to customers seen from the type of purchase,
the distance between consumers and the
seller's location, and also through the
perspective of customer profiles (Kotler et
al, 2017) in [18] with indicators, namely:
product prices based on market demand,
customers can estimate what the price
should be, product prices according to
consumer desires.

Currency or price can influence
consumers in loyalty according to research
conducted by [16], [19] and [17]. In
contrast to other studies which state that
price has no effect on customer loyalty
according to [15], [14], and [18]. Currency
(price) affects loyalty in making consumer
purchasing decisions, besides that product
variation is also an important factor in
decision making. Varied products are able
to attract consumer attention to make
purchases.

Co-creation or a variety of products
can make it easier for consumers to choose
products that match what consumers need
or want. Oven noodle co-creation (product
variation) has three different flavors, such
as oven noodles with onion fried noodle
flavor, oven noodles with beef rib sauce
flavor, and also oven noodles with gulai
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sultan fried noodle flavor. Lemonilo has
flavors of lemonilo fried instant noodles,
lemonilo rendang instant noodles, lemonilo
soto koya instant noodles, lemonilo Korean
spicy instant noodles, and lemonilo chicken
curry instant noodles. Meanwhile, Nutrimi
has a variety of flavors of fried nutrimi
noodle supermi and also chicken steak
nutrimi supermi. (Yazdanparast et al, 2010)
in [20] suggests that co-creation or product
variation occurs due to involvement
between consumers and product or service
providers in which there is a relationship
and interaction during product creation,
product manufacturing, product delivery,
and product or service use. Co-Creation or
product variation can be defined as a new
product development by involving
customers whose aim is to be able to meet
consumer desires (Kotler, Kartajaya, &
Setiawan, 2017) in [18] with indicators,
namely: identity of consumer behavior in
buying, dialogue, access, risky tasks,
transparency.

Co-creation (product variation) can
be defined as the availability of a wide
selection of variants or types of products
produced by producers to be selected
according to the needs or desires of
consumers to be owned or consumed by
consumers (Kotler & Keller, 2012) in [17]
with indicators in co-creation (product
variation), namely: products sold have
various sizes, variants, and flavors, menu

innovations, products meet consumer tastes.

to be used, where consumers will be willing
to pay for it. Co-creation or product
variation can be utilized to help a brand
create and maintain trust with consumers
Iglesias et al., 2013 in (Iglesias et al., 2020).
Verma and Singh, 2017 in [21] define co-
creation (product variation) as a physical
product or service offered to consumers.
This is in line with [22], [20] and [18] which
state that co-creation (product variation)
can increase customer loyalty. In line with
research [21] which states that co-creation
(product variation) can increase customer

loyalty. Contrary to research [17] which
resulted in a conclusion that co-creation
(product variation) has no effect on
customer loyalty.

The description of the research
results above shows a research gap which
means that there is a role for other variables
in influencing customer loyalty (customer
loyalty) such as promotion, place, physical
evidence, process or product quality, and
people. This healthy instant noodle brand
oven noodles promotes its products through
social media such as Instagram, TikTok and
also the website. Healthy instant noodles
oven noodles also conduct events by
introducing their products to consumers
directly through several events held. Oven
noodles, lemonilo, and nutrimi also
promote their products through
advertisements on various television
channels. Oven noodles advertise their
products such as on SCTV channels, RCTI,
Trans TV, Indosiar, GTV and so on. In
addition, oven noodles also work with
brand ambassadors who make Atta
Halilintar, Melki Balipa Emil, Fahira Mira,
and also Magdalena as brand ambassadors.
This healthy instant noodle oven noodle is
also easy to find.

Oven noodles can be found in
supermarkets, minimarkets, and can also be
found in E-Commerce. Oven noodles,
lemonilo and nutrimi have a physical form
of packaging in the form of packs with
different colors and image displays in each
variation according to taste. The process of
making oven noodles is carried out
hygienically in  accordance with
predetermined quality standards, making
oven noodles is done without the frying
process, oven noodles contain natural
ingredients such as vegetables and meat
without added preservatives and coloring,
besides that oven noodles also have low fat,
sodium and calorie content. Oven noodles
can be consumed by various groups of
women, men, adults, parents, or children,
because these noodles are healthy noodles
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[23]. However, all of this cannot be
separated from the role of customer
satisfaction felt by consumers.

The role of promotion, place,
physical evidence, process or product
quality, and people is very important, but
companies must maintain the strength level
of customer satisfaction. Customer
satisfaction or customer satisfaction can be
understood as an effort that can be made by
the company to be able to retain its
consumers by  realizing  customer
expectations for the products offered
(Tjiptono, 2014) [10].

METHODOLOGY
a. Type of Research

The research method used in this study
uses quantitative methods, quantitative
methods, namely research methods where
the data used are in the form of numbers and
the data  collected is  analyzed
systematically [24].
b. Research Population

The population and samples to be used
in this study are all people who have bought
and consumed healthy noodle products
from the Mie Oven brand, so the nature of
the population is non-probability sampling.
The technique of taking respondents who
use a population that is non-probability
sampling, then the technique is purposive
sampling. The purposive sampling
technique is a technique in which the
sample is determined by certain conditions
or considerations [25].
c. Sample Collection Technique

The number of samples used to
strengthen the theory used, but can also be
used to emphasize the presence and absence
of a relationship between latent variables
and have a greater influence. The
recommended number of respondents is
around 50 to 500 respondents [25]. The
sample collection used in this study is all
people who have bought and also consumed
healthy noodles from the Mie Oven brand
who are over 14 years old to 45 years old

and live in the Cikarang Utara, Cikarang
Selatan, Cikarang Barat, and Bekasi
Regency sub-districts.
d. Type of Data

The types of data used in this study are
primary data and secondary data. Primary
data in this study is data collected by
researchers directly in the form of
questionnaires distributed via Google
Forms. Primary data is data obtained by
researchers directly by researchers [25].

RESULTS AND DISCUSSIONS

Respondents in this study were
people who had consumed oven noodles.
Data  collection was obtained by
distributing questionnaires to respondents
who had ever consumed oven noodles. Data
regarding age, gender, status, highest level
of education, occupation, and last timecon
suming oven noodles were obtained
through distributing questionnaires which
also produced frequencies of respondent
characteristics.
Convergent Validity (Outer Model)

Convergent Validity with an outer
model with reflective indicators can be seen
through the correlation between indicators
and construct values. Individual indicators
can be considered valid if they produce a
correlation value greater than 0.70, but have
been adjusted to the stage of scientific
development in research, so the loading
scale can be said to be valid between 0.50
and 0.60 is still acceptable [25].
Discriminant Validity

Discriminant validity of reflection
indicators can be seen through the
correlation between constructs or can be
seen through cross loading in PLS
Algorithm. The cross loading value on each
variable is checked to achieve discriminant
validity test and the value obtained must be
more than 0.70. Comparing the square root
of the AVE on each construct which is
higher than the correlation between model
components is another way to be able to
assess discriminant validity [24]. The
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results of cross loading carried out through
SmartPLS processing can be presented in
the following table:

Table 1 Cross Loading

Item Co- Currenc Custome | Customer
Indikato | Creatio y (X1) r Loyalty | Satisfactio
r n (X2) Y) n (M)
CCl1 0.837 0.765 0.643 0.800
CcC2 0.837 0.681 0.584 0.744
CC3 0.788 0.656 0.477 0.653
CC4 0.740 0.625 0.375 0.553
CCs 0.764 0.687 0.394 0.559
CLI 0.632 0.581 0.890 0.756
CL2 0.523 0.473 0.861 0.703
CL3 0.581 0.516 0.830 0.712
CL4 0.514 0.482 0.897 0.704
CLS 0.557 0.494 0.907 0.715
CR1 0.749 0.871 0.508 0.661
CR2 0.781 0.860 0.495 0.671
CR3 0.693 0.803 0.442 0.651
CR4 0.660 0.787 0.519 0.643
CR5 0.663 0.796 0.425 0.617
CS1 0.741 0.638 0.682 0.810
CS2 0.757 0.675 0.703 0.861
CS3 0.654 0.631 0.675 0.816
CS4 0.698 0.684 0.669 0.845
CS5 0.716 0.684 0.717 0.875

Source: Research Data, 2024

Based on the cross loading in table
1 above, it can be concluded that there is an
indicator correlation value with a construct
value of more than 0.70, which means that
each respective value in each variable
currency, co-creation, customer satisfaction,
and customer loyalty shows that the
discriminant data can be said to be valid.

Average Variant Extracted

Apart from observing cross loading,
discriminant validity can be determined by
another method, namely by looking at the
average variant extracted (AVE) value on
each indicator has conditions, where the
value obtained must be> 0.5 in a good
model [24].

Table 2 Averange Variant Extracted

Average Variant
Extracted
Co-Creation (X2) 0.630
Currency (X1) 0.679
Customer Loyalty (Y) 0.770
Customer Satisfaction 0.708
M)

Source: Research Data, 2024

Based on table 2 all constructs show
an AVE value greater than 0.50 with the
smallest value of 0.630 in the co-creation
variable (X1) and the largest value of 0.770
in the customer loyalty variable (Y). This
value meets the requirements in accordance
with the specified AVE minimum limit [24].
Reliability Test

The second test carried out next is to
conduct a reliability test. The reliability test
is carried out to determine and test the
accuracy, consistency, and suitability
between the instruments used to measure a
construct [24]. The testing process is
carried out using SmartPLS software,
because it can be used to measure the
reliability of a construct in two ways,
namely by using Cronbach's Alpha and also
Composite Reliability. Cronbach's Alpha
can be used to measure a construct with a
lower value (under estimate), so it can be
recommended to use more than composite
reliability.

Table 3 Construct Reliability dan Validity

Cronbach’ | (rho_a | Composit | AVE
s Alpha ) e
Reliabilit
y
Co- 0.855 0.872 0.895 0.63
Creation 0
(x2)
Currency 0.881 0.883 0.914 0.67
X1 9
Customer 0.925 0.925 0.943 0.77
Loyalty 0
(Y)
Customer 0.897 0.898 0.924 0.70
Satisfactio 8
n (M)

Source: Research Data, 2024

Based on the results of the data
processing process listed in table 4, it can
be concluded that Co-Creation (X2), has the
fourth role with a Composite Reliability
value of 0.895. This value has a value> 0.7
so it can be concluded that the variables
tested are valid, so they can continue testing
the structural model. Currency (X1), has the
third role with a Composite Reliability
value of 0.914. This value has a value> 0.7
so it can be concluded that the variables
tested are valid, so they can continue testing

8179



2024. COSTING:Journal of Economic, Business and Accounting 7(4):8174-8183

the structural model. Customer Loyalty (Y),
has the first role with a Composite
Reliability value of 0.943. This value has a
value> 0.7 so it can be concluded that the
variables tested are valid, so they can
continue testing the structural model.
Customer Satisfaction (M), has the fourth
role with a Composite Reliability value of
0.924. This value has a value> 0.7 so it can
be concluded that the variables tested are
valid, so they can continue testing the
structural model.
R-Square Test

Testing the structural or inner model
can be measured by looking at the R-square
value which is a goodness-fit test.

Table 4 R-Square Evaluation Test

Uraian R-Square Adjusted R-
Hipotesa Square
Customer 0.684 0.675

Loyalty (Y)

Customer 0.732 0.727
Satisfaction

M)

Source: Research Data, 2024

Based on the table above, it can be
translated as follows: The customer loyalty
variable obtained an Adjusted R-Square
value of 0.684, which means that the
Customer Loyalty variable is able to be
explained by moderating the Co-Creation
and Currency independent variables by
68.4%, while the remaining 31.6% is the
influence of other variables outside the
research variables. Likewise, the customer
satisfaction variable obtained an Adjusted
R-Square value of 0.732, which means that
the customer satisfaction variable can be
explained by moderating the dependent
variable Customer Loyalty, which is 73.2%,
while the remaining 26.4% is the influence
of other variables outside the research
variables.
Hypothesis Testing Results

This study has 3 research
hypotheses. Based on the results of the path
coefficient analysis and p-value, the results
of hypothesis testing are obtained in the
following table:

Table 5 Test Result Hipotesis Path

Coefficience
Sampel Rata-Rata Standar T Statistik P
Asli (O Sampel Deviasi Values
© (M‘; (sTbEY) | (O/STDEV)

X2) — (V)| -0.121 0113 0.136 2.889 0.004

X1) — (Y)| 0.106 ~0.087 0.156 2.679 0.002

™M) — (Y)| 1.005 0.997 0.113 3.893 0.000
Source: Research Data, 2024
Hypothesis 1: The first hypothesis of
currency on customer loyalty has a path
coefficience value of -0.106, a t-statistic
value of 2.679 while the t-table is 1.981
(2.679>1.981) and a p-value of 0.002, this
states that Currency carried out by oven
noodles will affect customer loyalty,
declared accepted. This test is not in
accordance with the theoretical study in
(Kotler et al, 2017), stating that currency
can be understood as a pricing on each
product by considering the benefits that will
be obtained on each sale by providing
different price offers on each sale by
providing different price offers to
customers seen from the type of purchase,
the distance between the consumer and the
seller's location, and also through the

perspective of the customer profile.

Hypothesis 2: The second hypothesis of
co-creation on customer loyalty has a path
coefficience value of -0.121, a t-statistic
value of 2.889 while the t-table is 1.981
(2.889>1.981), and a p-value of 0.004, this
states that co-creation carried out by oven
noodles will affect customer loyalty,
declared accepted. This test is not in
accordance with the theoretical study in
(Kotler et al, 2017), which states that co-
creation can be defined as a new product
development by involving customers
whose purpose is to fulfill consumer desires.
Hypothesis 3: The third hypothesis of
customer satisfaction on customer loyalty
has a path coefficience value of 1.005, a t-
statistic value of 8.893 while the t-table is
1.981 (8.893>1.981), and a p-value of 0.000,
this states that Customer Satisfaction has an
effect on customer loyalty, declared
accepted. This test is in accordance with
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the theoretical study in (Tjiptono, 2014)
customer satisfaction can be understood as
an effort that can be made by the company
to be able to retain its consumers by
realizing customer expectations for the
products offered.

CONCLUSION AND SUGGESTION
From the results of the research conducted,
it can be concluded that: Currency set by
Oven Noodles cannot encourage the level
of customer loyalty, because oven noodles
are not effective in setting prices, therefore
it is recommended for producers to be able
to provide appropriate price provisions on
Oven Noodle products so that consumers
will remain loyal to Oven Noodle products.
The co-creation offered by Oven Noodles
has not been able to encourage the level of
customer loyalty, this is because the
product variations offered by Oven Noodle
products are not diverse so that they do not
match consumer desires, so consumers do
not have a sense of loyalty when buying
oven noodles, it is recommended for
producers to develop flavor variations in
Oven Noodle products so that consumers
become satisfied and loyal. Customer
satisfaction felt by Mie Oven consumers
can encourage the level of customer loyalty,
because Mie Oven products are able to
provide good satisfaction to consumers who
consume Mie Oven. Although currency and
co-creation offered by Mie Oven are not the
reason consumers become loyal, customers
feel satisfied with other things offered by
Mie Oven, outside the variables studied, so
it is advisable for producers to be able to
maintain the satisfaction obtained by
consumers so that the Mie Oven products
offered can not only provide satisfaction
but also meet consumer needs.
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