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A Study of Marketing Strategies Affecting Customer Loyalty in Scientific

and Engineering Analysis, Testing, and Experimentation Services at VC Ltd.
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Abstract This study aims to analyze the loyalty of former users of testing and laboratory services while
focusing on the impact of the service marketing mix on customer loyalty. The primary objective of this
research is to explore the influence of service marketing mix elements on customer loyalty in the context of

testing and laboratory services. Specifically, this study examines seven key factors: 1) product/service, 2) price,




3) place, 4) promotion, 5) people, 6) process, and 7) physical evidence. Data from 107 former users were
collected and analyzed using descriptive statistics and inferential statistics. Statistical methods such as

frequency, percentage, mean, standard deviation, and Pearson correlation coefficient were employed to

analyze the data.

Keywords: Services Marketing Strategies, Loyalty, Characterization and Testing Service
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