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ABSTRACT

The purpose of this study are: to determine the significance impact of the Quality Service on
Customer Loyalty; to determine the significance impact of Quality Service on customer
loyalty through moderation of Customer Satisfaction at Ditlantas Polda NTB. The research
method is a causal research. The data collection is done by using questionnaires given to
150 respondents. The analysis of data is using Moderated Regression Analysis (MRA). The
result showed that (1) Quality Service has a positive and significant impact on Customer
Loyalty, (2) Quality Service has a significant impact on Customer Loyalty through moderation
of Customer Satisfaction at Ditlantas Polda NTB. Researcher recommended to policy holders
to take attention on the Quality Service and the level of Customer Satisfaction about the
product. Quality Service could be increased by upgrading resources to new technology,
involving BABINKAMTIBMAS and also socialization to school around NTB province, this
method seems to be very effective because it could be touched people directly. Ditlantas
Polda NTB needs to start utilizing print and electronic media to introduce their product with
the principle of regulation and law which exist in Indonesia so that customers could know and
understand the products well.
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Current globalization era where business competition were tied, companies had have
defense strategy in order to kept their customer through quality service of product or service
were offered. These quality services were formed by faster delivery time, better service than
competitor, and high empathy to customer which can be involved in the (Dick & Basu, 1994;
East, Sinclair, & Phil, 2000; Hazra & Shrivastava, 2009). Result of their research showed that
product service or service has lead to reputation and customer satisfaction, and at the end it
will effect to customer loyalty. According to Andreassen and Lindestad (1998), high
performance service is the service which able to full fill and satisfy the need of customer, or
able to full fill exceed of customer expectations. Quality service has highly correlated to
customer satisfaction, and at the end this can be created customer loyalty. “Customer
satisfaction is one of the important outcomes of marketing activity” (Oliver, 1980; Surprenant
and Churchill, 1982; Spreng et al, 1996; Mick and Fournier, 1999).

Customer Satisfaction is defined as the determinant that how much the firm’s goods
and services are capable to full fill the customer needs and expectations. The customer’'s
satisfaction can be calculated by diverse ways one of the way of quantify the customer’s
satisfaction is the expectation of customers about the Benefits and the given amount deal
depends leading the experience of the past suggested by Mouri (2005), moreover the other
way is through the life cycle of the relationship of the customer proposed by the Spath and
Fahnrich (2007). One of the major aspects which sway the customer satisfaction is the
Service Quality; Service Quality is not only a vital aspect of customer satisfaction in
manufacturing industries but also in service companies. Tangibles, reliability, assurance,
responsiveness and empathy are five dimensions that construct the service quality.
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Ditlantas Polda NTB as one of Indonesian official had moved from their old paradigm
as a law enforcement to a new paradigm a guard and service to community. This new
paradigm took benefit from the trust of community to the police. Hence, Ditlantas Polda NTB
(as nonprofit organization) is now struggling hard to initiate attractive and novel products and
services for attracting new customers. And those already have large number of customers try
to keep them at every cost. Thus the main purpose is not to get new customers only, but also
retain the old ones and this is only possible when the customers are loyal towards their
service provider.

Kumar et al (2009) stated that high quality of service will result in high customer
satisfaction and increases customer loyalty. Heskett et al (1997) argued that profit and
growth are stimulated primarily by customer loyalty and loyalty is a direct result of customer
satisfaction. Parasuraman et al (1988) and Naeem and Saif (2009) found that customer
satisfaction is the outcome of service quality. The results appear to prove the links between
customer Satisfaction, service quality, and customer loyalty. In Indonesia, no study has yet
investigated these relations especially in Police Area. The purpose of this study is to fill this
gap. A review of literature has been conducted to explore these associations and then a
research methodology has been proposed. The objectives of the study are as follows:

e To find the effect of service quality to customer loyalty in the Ditlantas Polda NTB (as
non profit organization) of Indonesian Police Department;

¢ To find the effect of service quality to customer loyalty with customer satisfaction as a
moderating variable.

LITERATURE REVIEW

Singh and Sirdeshmukh (2000) recommended the customer loyalty as “the market
place currency of the twenty-first century”. Ndubisi (2005) and Pfeifer (2005) pointed out that
the cost of serving a loyal customer is five or six times less than a new customer. This
statement shows the importance of customer loyalty. Walsh et al. (2005) point out that it is
better to look after the existing customer before gain new customers. Gee et al. (2008) stated
the recompense of customer loyalty are as: The service cost of a loyal customer is less than
new customers. They will pay higher costs for a set of products; and for a company, a loyal
customer will proceed as a positive word-of-mouth marketing cause. According to Foss and
Stone (2001), customer loyalty transmits to what customers think and do (or try to do). Most
customer loyalty experts would agree that loyalty is best defined as a state of mind, a set of
attitudes, desires beliefs. Loyalty is urbanized by approaches which emphasize and develop
a positive state of mind and the associated behaviors. Loyal customers are more liable to
give information to the service provider (as they trust the service provider and imagine from
the service provider to use the information with prudence and to their benefits). Managing
loyalty is essential because it means not only managing behavior but also managing a state
of mind.

Dick and Basu (1994) identified the two dimensions of loyalty (relative attitude and
repeat patronage behaviour) and four categories of loyalty: loyalty (positive relative attitude,
high repeat patronage), latent loyalty (positive relative attitude, but low repeat patronage),
spurious loyalty (low relative attitude, high repeat patronage), and no loyalty (low on both
dimensions).

Conceptualization of service quality should contain both the service delivery process
(Parasuraman et al., 1985) as well as the service outcomes (Lehtinen and Lehtinen, 1991).

The standard of the Product/Service is actually effortlessly looked at as compared to
the Service quality; the real reason for the issue with survey from the service quality is
actually that this assistance is composed of odd traits; previous studies have estimated quite
a few means of calculating the grade of the Service Quality. Parasuraman et al (1988)
features planned the particular famous type intended for calculating the Service quality,
called the particular servqual type. This kind of measures the particular variation which
usually arises amid what the shoppers ready for and also what he/she perceives by a few
variables which are tangibles, trustworthiness, and peace of mind, responsiveness and also
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sympathy. Grénroos (2000) at a later date contended that we now have 7 variables for you to
comprehend the particular Service quality and the ones tend to be: expertise and also
Professionalism and trust, conduct and also mind-set regarding staff members, overall
flexibility and also convenience, dependability and also trustworthiness, restoration regarding
companies, extent regarding service, trustworthiness also popularity. When a customer get
more service quality what he/she is expecting then that customer would become more loyal
toward the company in this way that customer working also as a marketer in way doing
positive word of mouth marketing.

H;: Quality service has a positive effect to Customer Loyalty in Ditlantas Polda NTB.

A close examination of the relevant literature indicates that the causal order of service
quality and customer satisfaction has been a source of much debate (e.g. Babakus et al.
2004; Yavas et al. 2004). On one hand, it is argued that customer satisfaction precedes
perceived quality of goods and services (Bitner 1990; Bolton, Drew 1991). Simply put, this
perspective proposes that satisfied customers make favorable quality judgments about
services, because such customers judge things in higher quality due to positive affect they
have experienced (Babakus et al. 2004). On the other hand, it is argued that favorable
perceptions of service quality result in satisfaction (Anderson et al.1994; Ba- bakus et al.
2004; Cronin et al. 2000). This is also supported in the context of financial services. For
example, Jamal and Naser (2002) found that core and relational aspects of bank service
quality appeared to be linked to customer satisfaction. Karatepe et al. (2005) demonstrated
that the customers of retail banks with favorable perceptions of service quality had higher
satisfaction. Siu and Mou (2005) also found that service qual- ity dimensions in Internet
banking, such as credibility, problem handling, and security enhanced customer satisfaction.
The weight of evidence in this research stream suggests that service quality is an antecedent
to customer satisfaction.

A careful assessment of the relevant literature also demonstrates that customer satis-
faction mediates the impact of service quality on loyalty. Although there are empirical studies,
which demonstrate that customer satisfaction fully mediates the relationship between service
quality and loyalty (Ibanez et al. 2006; Lenka et al. 2009), there is considerably more
empirical research for the partial mediating role of customer sat- isfaction. For example, in a
study of retail bank customers in the Netherlands, it was reported that bank service quality
influenced loyalty both directly and indirectly via satisfaction (Bloemer et al. 1998). The same
study also reported that two service quality dimensions, such as reliability and efficiency
were directly linked to customer loyalty. Cronin et al. (2000) demonstrated that satisfaction
had a partial mediating role in the relationship between service quality and behavioral
intentions among the customers of different service settings (e.g. entertainment, fast food) in
the USA. Choi et al. (2004) found similar results among the South Korean health care
consumers. Bei and Chiao (2006) found that satisfaction partially mediated the effect of
perceived service quality on loyalty among the Taiwanese bank customers. Such results
were also reported for the customers of retail banks in Iran (Mosahabetal.2010).

In this study, it is proposed that customer satisfaction partially mediates the effects of
service quality dimensions on loyalty. Since this study is conducted with the customers of
retail banks in Northern Cyprus, it uses the previously mentioned 20-item four-dimensional
scale including service environment, interaction quality, empathy, and reliability.

H,: Customer satisfaction will mediate the effects of quality service on customer loyalty.

Service Customer
Quality Loyalty

A 4

Customer
Satisfaction

Figure 1 — Theoretical Framework
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METHODS OF RESEARCH

Convenience sampling technique was used to collect data. Data was collected from the
General public of cities i.e. Police Region of West Nusa Tenggara, Indonesia. In this study,
descriptive statistics correlation and moderating regression analysis (MRA) were applied.
Questionnaires were distributed among 150 Respondents and 150 Questionnaires were
received out of which 150 were useable, the response rates from respondents were 100 %.
In this study both Male & Female were considered as Respondents whereas other
demographics like age, Education, time visited to Police Office also evaluated.

Statistical analysis revealed that the majority of the respondents were males 91 person
(60.7%) while female 59 person (39.3%) The ages were between 31 till 40 years old 72
person (48%), less than 31 years old 44 person (29,3%), and more than 40 years old 43
person (22,7%). Education level of respondent were dominate by High School 50,7% (76
person), followed by university post graduated 16,7% (25 person), University graduated
14,7% (22 person), Diplomas 8,7% (13 person), and elementary to junior high school 9,3%
(14 person). Based on time visited to Ditlantas Polda NTB, it found that respondent had
visited more than twice were 89,3% (134 person), and less than twice were 10,7% (16
person).

All variables were measures with 5 point Likert scale (Sugiyono, 2011: 32), which
categories each variable as follows:

Table 1 — Catagories for respondents answers

No. Score criteria Loyalty Categories Satisfaction Categories Service Quality Categories

1. 1,00 -1,79 Lowest Unsatisfied Ineffective

2. 1,80 — 2,59 Low Less Satisfy Less Effective

3. 2,60 -3,39 Enough Enough Satisfy Enough Effective

4. 3,40-4,19 High Satisfy Effective

5. 4,20 - 5,00 Highest Most Satisfy Most Effective

Table 2 — Descriptive Statistics of respondent answer
n/n N Minimum Maximum Mean Std. Deviation
LK 150 1.00 5.00 3.9253 .56357
KS 150 1.80 4.80 3.7170 48223
KK 150 2.00 5.00 3.8267 .53729
Valid N (listwise) 150

Source: Primer Data Analysis.

Five items measurement was developed by Jumiati, Sasmita, Norazah, & Mohd Suki,
(2015),"Young consumers’ insights on brand equity”, International Journal of Retail &
Distribution Management. One sample item included- “l regularly refer this particular
company through the social media.” The Cronbach alpha reliability of this scale was .885.

Mean of customer loyalty were 3.9 as shown in table 2 was in Loyal category, hence it
can be conclude that customers have high loyalty (as shown in table 1) toward
product/service of Ditlantas Polda NTB that they have chosen.

Five items measurement was developed by Brady, & Cronin, (2001). Some new
thoughts on conceptualizing perceived service quality: A hierarchical approach, Journal of
Marketing. One sample item included- “Overall, I'd say the quality of my interaction with the
provider’'s employees is excellent.” The Cronbach alpha reliability of this scale was .692.

Mean of quality service were 3.7 as shown in table 2 was in Effective category, hence it
can be conclude that customers have good perception (as shown in table 1) toward
product/service of Ditlantas Polda NTB that they have chosen.

Five items measurement was developed by Spreng, MacKenzie, and Olshavsky,
(1996), “A Reexamination of the Determinants of Consumer Satisfaction”, Journal of
Marketing. One sample item included- “Entirely fulfils my needs.” The Cronbach alpha
reliability of this scale was .822.
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Mean of customer satisfaction were 3.8 as shown in table 2 was in Satisfy category,
hence it can be conclude that customers have satisfied (as shown in table 1) toward
product/service of Ditlantas Polda NTB that they have chosen.

In order to formulate model analysis, this study was employed a Moderated Regression
Analysis (MRA) or test of interaction which is formed special application of multiple linear
regression where on their regression formulae involve interaction variable (multiplication two
or more independent variable).

There are two formulations in this moderating research:

CL=a+blQS 1)
CL =a+b1QS + b2CS + h3QSCS )

Data was analyzed by SPSS 20.0 which two steps:
e Simple regression analysis were used for hypothesis 1;
e Multiple regression analysis were used for hypothesis 2.

RESULTS AND DISCUSSION

In the first step analysis by simple regression analysis found that Quality service has
positive effect to customer Loyalty which is R* = 0.411 and beta coefficient = 0.749 with
significanty 0.000. According to the first hypothesis of this study “Quality service has a
positive effect to Customer Loyalty in Ditlantas Polda NTB”. Conceptualization of service
quality should contain both the service delivery process (Fullerton & Taylor, 2000;
Parasuraman et al., 1985) as well as the service outcomes (Lehtinen and Lehtinen, 1991).
The standard of the Product/Service is actually effortlessly looked at as compared to the
Service quality; the real reason for the issue with survey from the service quality is actually
that this assistance is composed of odd traits; previous studies have estimated quite a few
means of calculating the grade of the Service Quality.

In the second steps analysis of MRA found that Quality service has positive effect to
customer Loyalty through customer satisfaction moderation which is R? = 0.603 and with
significanty 0.000. According to Ghozali (2005) stated that becoming higher the independent
variable than will be effected to become higher the independent variable. This was proven in
this research that the effect of quality service to customer loyalty before and after moderation
by customer satisfaction, which R* = 0.411 to R? = 0.603. The result of MRA as shown in
figure below:

Quality Service 0,302

Customer
Satisfaction —> Customer loyalty

0,769

Quality
Service*Customer 0,027
Satisfaction

Figure 2 — Model with MRA

Figure 2 showed that quality service has positive impact to customer loyalty with b =
0.302. Customer satisfaction has positive impact to customer loyalty with b = 0.769. Quality
service through cutomer satisfaction has negative impact to customer loyalty with b = 0.302.
For more detail about these coefficient each variables and significanty from effect of
independent variable to dependent variable, as follows:
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Table 3 — MRA Coefficient Model

No. Effect/correlation between variables Beta P
1. Customer Loyalty <-- Quality Service 0,302 0,312
2 Customer Loyalty <-- Customer Satisfaction 0,769 0,011
3 Customer Loyalty <-- Quality Service* Customer Satisfaction -0,027 0,732

Significant Level 5% (0,05). Source: Data Analysis.

Those result showed that quality service has positive and not significant to customer
loyalty with beta = 0.302 amd significant level more than 0.05. Customer Satisfaction has
positive and significant to customer loyalty with beta = 0.769 amd significant level less than
0.05. Quality service has negative and not significant to customer loyalty by customer
satisfaction moderation with beta = -0.027 amd significant level more than 0.05. Ghozali
(2005), stated that if B, significant while B; not significant than moderate variable become
Predictor Moderation Variable. It means that role of moderate variable as a predictor variable
(dependent) in the form of their correlation. Hence, in this research found that customer
satisfaction only a Variable predictor or more to be an independent variable than moderation
variable.

According to the second hypothesis of this study “Customer satisfaction will mediate
the effects of quality service on customer loyalty”. In the marketing literature the Customer
Satisfaction is very important result. This term link methods those are ended with purchase
and consumption with post purchase events such as attitude change, repeat purchase, and
brand loyalty (Surprenant and Churchill, 1982). This definition is supported by Jamal and
Naser (2003) and Mishra (2009). If we say that customer satisfaction also leads to increase
the profit as well as market share of the company and also Customer Loyalty. The result that
customer satisfaction mediates the impact of service quality on loyalty is consonant with the
other empirical studies in the services marketing literature. For instance, in a study of retalil
bank customers in the Netherlands, Bloemer et al. (1998) demonstrated that service quality
affected loyalty directly and indirectly via satisfaction. Similar findings were also reported in
the works of Bei and Chiao (2006) in Taiwan, Cronin et al. (2000) in the USA, Karatepe et al.
(2005) in Northern Cyprus, and Mosahab et al. (2010) in Iran. On the other hand, the results
suggest that customer satisfaction fully mediates the effect of reliability on loyalty. That is,
reliability influences loyalty only via customer satisfaction. This finding can be attributed to
Bagozzi's (1992) appraisal — emotional response — behavior framework. Specifically, it
suggests that customers evaluate past, present and future outcomes based on past
encounters by a focal company and its particular competitors (Babakus et al. 2004). Such
outcomes lead to an emotional reaction (satisfaction or dissatisfaction), which in turn directs
behaviors (loyalty).

CONCLUSION

This study gives results that Quality Service has positive effect both directly or
moderating through customer satisfaction to customer loyalty in Ditlantas Polda NTB. This
research provides theoretical implications that support existing theories and support previous
research. For organizations or institutions, it is expected to always try to improve quality
service by keeping up to date in technology and skill of their employee.

The research suggestion is to policy holders to take attention on the Quality Service
and the level of Customer Satisfaction about the product. Quality Service could be increased
by upgrading resources to new technology, involving BABINKAMTIBMAS and also
socialization to school around NTB province, this method seems to be very effective because
it could be touched people directly. Ditlantas Polda NTB needs to start utilizing print and
electronic media to introduce their product with the principle of regulation and law which exist
in Indonesia so that customers could know and understand the products well.

22



10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

RJOAS, 9(93), September 2019

REFERENCES

Aaker, D. A. (1991). Managing Brand Equity Capitalizing on the Value of the Brand
Name. New York: The Free Pass.

Aaker. 2004. Marketing Research 8th Edition. John Wiley.

Anderson, E.W., Fornell, C. and Mazvancheryl, S.K. (2004), “Customer satisfaction and
shareholder value”, Journal of Marketing, Vol. 68 No. 4, pp. 172-85.

Andreassen, T.M. and Lindestad, B. 1998. Customer Satisfaction and Complex Service.
International Journal of Service Industry Management. Vol. 9, No. 1, hal. 7-23.

Anwar, S. 1997. Validitas dan Rentabilitas, BPFE, Yogyakarta.

Basu. S 1999. Loyalitas Pelanggan, Sebuah Kajian Konseptual. Sebagai Panduan bagi
peneliti, Jurnal Ekonomi dan Bisnis Indonesia. 1999 Bo. 14. No. 3, 73-88.

Basu. S, T.H. Andika, 1987, Manajemen Pemasaran Analisa Perilaku Konsumen,
Cetakan Kedua, Penerbit Liberty Yogyakarta.

Bauer, J., Kotouc, A., & Rudolph, T. (2012). "What constitutes a “good assortment™? A
scale for measuring consumers’ percepti ons of an assortment offered in a grocery
category",. Journal of Retailing and Consumer Services, 19 (1), 11-26.

Bei, L. T.; Chiao, Y. C. 2006. The determinants of customer loyalty: an analysis of
intangible factors in three service industries, International Journal of Commerce and
Management 16(3—-4): 162—-177.

Bennet, R., & Rundle-Thiele, S. (2004). Customer satisfaction should not be the only
goal. Journal of Service Marketing, 18 (7), 514-523.

Bianchi, C. (2009). "Investigating Consumer Expectations of Convenience-Store
Attributes in Emerging Markets: Evidence in Chile",. Journal of International Consumer
Marketing, 21 (4), 309-320.

Blut, M., Evanschitzky, H., Vogel, V. & Ahlert, D. (2007). Switching barriers in the four-
stage loyalty model. Advances in Consumer Research. 34, 726-734.

Brady, M. K., & Cronin, J. J., Jr. (2001). Some new thoughts on conceptualizing
perceived service quality: A hierarchical approach. Journal of Marketing, 65(3), 34—49.
Buchari Alma. 2007. Manajemen Pemasaran dan Pemasaran Jasa. Bandung : Alfabeta.
Caruana, A. (2002), “Service loyalty: the effects of service quality and the mediating role
of customer satisfaction”, European Journal of Marketing, Vol. 36 Nos 7/8, pp. 811-28.
Chao, R. (2015). The impact of experiential marketing on customer loyalty for fithess
clubs: Using brand image and satisfaction as the mediating variables. The Journal of
International Management Studies, 10 (2), 52-60.

Chen, K., Ouyang, Y., Huang, Y., & Lee, T. (2016). The study on the service quality and
satisfaction of public hot springs hotels. The International Journal of Organization
Innovation, 9 (1), 187-199.

Chen, S. (2012). The customer satisfaction—loyalty relation in an interactive e-service
setting:the mediators. Journal of Retailing and Consumer Service, 19 (2), 202-210.
Collier, J.E. and Bienstock, C.C. (2006), “Measuring service quality in e-retailing”, Journal
of Service Research, Vol. 8 No. 3, pp. 260-75.

Cronin, J., & Taylor, S. (1992). “SERVPERF versus SERVQUAL: Reconciling
performance based and perceptions-minus expectations measurement of service
quality”. Journal of Marketing, 125-131.

Cronin, J. J., Jr.; Brady, M. K.; Hult, T. M. 2000. Assessing the effects of quality, value,
and customer satisfaction on behavioral intentions in service environments, Journal of
Retailing 76(2): 193-218.

Dabholkar, P., Shepherd, C.D. and Thorpe, D.l. (2000), “A comprehensive framework for
service quality: an investigation of critical conceptual and measurement issues through a
longitudinal study”, Journal of Retailing, Vol. 76 No. 2, pp. 139-73.

DeWulf, K., Oderkerken-Schroder, G., & lacobucci, D. (2001). Inventments in customer
relationships: A cross-country and cross- industry exploration. Journal of Marketing,
33-50.

23



24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

RJOAS, 9(93), September 2019

Dick, A., & Basu, K. (1994). Customer Loyalty: Toward an integrated conceptual
framework. Journal of the Academy of Marketing Science, 22 (winter), 99-113.

East, R., Sinclair, J., & Phil, G. (2000). Loyalty: definition and explanation. ANZMAC
2000. 286-290.

El-Adly, M., & Eid, R. (2016). An empirical study of the relationship between shopping
environment, customer perceived value, satisfaction, and loyalty in the UAE malls
context. International Journal of Retail and Distribution Management, 31, 217-227.
Fornell, C. 1992. A. National Customer Satisfaction Barometer, The Swedish Experince,
Journal of Marketing. Vol 56, Januari, pp 6-21.

Fullerton, Gordon & Shirley Taylor (2000), The Role of Commitment in Service
Relationship, Kingston, Ontario: School of Business Acadia University, limited
publication. pp. 3-18.

Garga, E., & Bambale, E. (2016). The Impact of Service Quality on Customer Patronage:
Mediating Effects of Switching Costs and Customer Satisfaction. International Journal of
Global Business, 9 (1), 39-58.

Ghozali, Imam (2005) Analisis Multivariate Aplikasi dengan program SPSS. UNDIP
Semarang.

Griffin Jill (2005). Customer loyalty, How to earn it now to keep it. Singapore:lexington
books.

Gronroos, C. (2004). The relationship marketing process: communication, interaction,
dialogue value. Journal of Business and Industrial Marketing, 19 (2), 99-113.

Guijarati, Damodar N (2003). Basic Econometrics Fourth Edition Internasional Edition,
McGraw-Hill Singapore.

Gummerson, E. (1994). Making relational marketing operational. International Journal of
Service Industry Management, 5 (5), 5-20.

Hayes', F. (2013). Introduction to mediation, moderation, and conditional analysis: a
regression- based approach. New York: Guilford Press.

Hazra & Srivastava. 2009. Impact of Service Quality on Customer Loyalty, Commitment
and Trust in the Indian Banking Sector. International journal of marketing management,
8, pp: 75-95.

Heider, R., & Moeller, S. (2012). "Outlet patronage in on-the-go consumption: An analysis
of patronage preference drivers for convenience outlets versus traditional retail outlets",.
Journal of Retailing and Consumer Services, 3, 313—-324.

Herry Susanto. 2008. Pengaruh Kualitas Pelayanan Dan Produk Terhadap Loyalitas
Konsumen Kebunku Nurseyr. Jurnal Ekonomi Bisnis, 13 (1): h:59-68.

Hirschman, E., & Holbrook, M. T.-1. (1982). The Experiential Aspects of Consumption:
Consumer Fantasies, Feelings and Fun. Journal of Consumer Research, 132-140.
Huang, H. e. (2014). "Promote the price promotion: The effects of price promotions on
customer evaluations in coffee chain stores",. International Journal of Contemporary
Hospitality Management, 26 (7), 1065-1082.

Hunt, S., Arnett, D., & Mashavaram, S. (2006). The explanatory foundations of
relationship marketing theory. Journal of Business & Industrial Marketing, 21 (2), 72-87.
Indra. 2009. Pengaruh Kualitas Jasa dan Kepuasan Pelanggan Pada Loyalitas
Pelanggan Pada Warnet Metro, Denpasar Selatan.Skripsi Tidak dipublikasikan. Jurusan
Manajemen Fakultas Ekonomi Universitas Udayana, Denpasatr.

Indrawati, Aniek. 2011. Pengaruh Kualitas Layanan Lembaga Pendidikan Aritmetika
terhadap Kepuasan Konsumen di Kota Malang. Jurnal Ekonomi Bisnis, 1 (16): h: 25-35.
Jamal, A.; Naser, K. 2002. Customer satisfaction and retail banking: an assessment of
some of the key antecedents of customer satisfaction in retail banking, International
Journal of Bank Marketing 20(4): 146-160.

Juvonen, S. & Lahtinen, T. (2010). Investigation of the factors influencing the level of
customer satisfaction of the Club Tax-free members at KappAhl Lappeenranta. Laurea
University of Applied Sciences.

Kapferer, J. (2005). The roots of brand loyalty decline: An international comparison. lvey
Business Journal, 69 (4), 1-6.

24



47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

S7.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

RJOAS, 9(93), September 2019

Karatepe, O. M.; Yavas, U.; Babakus, E. 2005. Measuring service quality of banks: scale
development and validation, Journal of Retailing and Consumer Services 12(5): 373—-383.
Keng, C., Huang, T., Cheng, L., & Hsu, M. (2007). Modelling service encounters and
customer experiential value in retailing An empirical investigation of shopping mall
customers in Taiwan. International Journal of Services Industry Management, 18(4), 349-
367.

Khadraoui, M., Gharbi, J.E., & Plaisent, M. (2007). The causal chain of loyalty. Jendouba
University.

Kotler, P.1997, Marketing Management : Analysis, Planning, Implementation and Control,
Prestice Hall, Inc.

Kotler, Philip. 2002. Manajemen Pemasaran, Analisa perencanaan, Implementasi dan
control, Edisi Kesembilan, Jilid 1 dan jilid 2, Jakarta, Prehalindo, alih bahasa oleh Hendra
Teguh S.E.,A.K., dan Ronny A. Rusli, S.E.

Kresnamurti, Agung, R.P., dan Sinambela, Dian Siskawati. 2011. Analisis kualitas
pelayanan, serta pengaruhnya terhadap kepuasan pelanggan dan loyalitas pelanggan
(survey pada pengunjung snowbay waterpark TMII). Jurnal Riset Manajemen Sains
Indonesia, 2(2): h:15-22.

Kumar. 2010. Influence of Service Quality on Attitudinal Loyalty in Private Retail Banking:
An Empirical Study. The IUP Journal of Management Research,3(4):pp: 21-38.
Kuswanto, Adi. 2009. Pengaruh Kualitas Layanan Terhadap Tingkat Kepuasan Nasabah
Danamon Jakarta. Jurnal Ekonomi Bisnis, 2 (14):h: 125-134.

Lee, M., Hsiao, H., & Yang, M. (2011). “The Study of the Relationships among
Experiential Marketing, Service Quality, Customer Satisfaction and Customer Loyalty”.
The International Journal of Organizational Innovation, 3 (2), 353-379.

Liu, W., Lee, Y., & Hung, L. (2017). The interrelationships among service quality,
customersatisfaction, and customer loyalty: Examination of thefast-food industry. Journal
of Foodservice and Business Research, 20 (2), 146-162.

Majid, M., & Zulhanizar, S. (2016). The Patronage Behaviour of Islamic Bank’s
Customers: Empirical Studies in Aceh. Journal of Islamic Economics, 8 (2), 201-212.
Malhotra. 2006. Basic Marketing Research. Prentice Hall.

McMullan, R., & Gilmore, A. (2002). The conceptual development of customer loyalty
measurement: A proposed scale. Journal of Targeting, Measurement and Analysis for
Marketing, 11 (3), 230-243.

Mittal, V., & Kamakura, W. (2001). Satisfaction, repurchase intent, and repurchase
behavior: investigating the moderating effect of customer characteristics. Journal of
Marketing Research, 131-142.

Moisescu, Ovidiu I. (2006). A conceptual analysis of brand loyalty as core dimension of
brand equity. Babes Bolyai University.

Mosahab, R.; Mahamad, O.; Ramayah, T. 2010. Service quality, customer satisfaction
and loyalty: a test of mediation, International Journal of Business and Management 3(4):
72-80.

Msallam, A. (2015). Customer Satisfaction and Brand Loyalty in Hotel Industry. European
Scientific Journal, 1, 232-251.

Narayandas, Das. (2005, September). Building loyalty in business markets. Harvard
Business Review.

Nauman, E., Williams, P., & Khan, M.S. (2009). Customer satisfaction & loyalty in B2B
services. The Marketing Review. 9.4, 319-333.

Ogwo, E., & Igwe, S. (2012). Some Key Factors Influencing Attitudes to Patronage of
GSM Services: The Nigerian Experience. International Journal of Business and
Management.

Oliver, R. (1997). Satisfaction; A behavioural perspective on the consumer.. Boston:
McGraw-Hill, USA.

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), “A conceptual model of service
quality and its implications for future research”, Journal of Marketing, Vol. 49 No. 4, pp.
41-50.

25



69.

70.

71.

72.

73.

74.

75.

76.
77.

78.
79.

80.

81.
82.

83.
84.

85.
86.

87.

88.

89.

RJOAS, 9(93), September 2019

Parasuraman, A., Berry, L. L., and Zeithaml, V. A. (1988). SERVQUAL: A multiple-item
scale for measuring consumer perceptions of service quality. Journal of Retailing, 64(1),
12-40.

Pham, T., & Huang, Y. (2015). The impact of experiential marketing on customers
experiential value and satisfaction: An empirical study in Vietham's hotel sector. Juornal
of Business Management and Social Sciences Research, 3 (1), 1-19.

Reichheld, F. (1994). Loyalty and the renaissance of marketing. Marketing Management,
2 (4), 10-21.

Reiinger, Y., & Turner, L. (2003). Cross cultural behaviour in tourism: Concepts and
analysis. Oxford: Butterworth Heinemann.

Rust, R. (2004). If everything is a service, why is this happening now, and what difference
does it make? Journal of Marketing, 68(1), 23-40.

Schmitt, B. (1999). Experiential Marketing: How to get customers to sense, feel, think,
act, relate to your company and brands. New York: Free Press.

Sheth, J.N., & Park, C.W. (1974). A theory of multidimensional brand loyalty. University of
lllinois.

Sheth, E., & Kellstadt, Q. (2002). Strategic Market Planning. NJ: Englewood Cliffs.

Sheth, J. (1983). "An Integrative Theory of Patronage Preference and Behavio",
Patronage Behaviour and Retail Management, 9-28.

Silalahi, Ulber. (2010). Metode Penelitian Sosial. Jakarta: Refika Aditama.

Soderlund, M. (2006). "Measuring customer loyalty with multi-item scales: A case for
caution". International Journal of Service Industry Management, 17 (1), 76-98.

Soderlund, M., & Colliander, S. (2015). Loyalty programs rewards and their impact on in
perceived injustice, customer satisfa ction, and repatronize intention. Journal of Retailing
and Consumer Services, 25, 47-57.

Stephan A. Butscher, Membangun Klub Pelanggan Itu Mudah, Seri Manajemen
Pemasaran No. 13. Penerbit PPM. 2006.

Sugiyono, 2008. Metode Penelitian Bisnis. Edisi keduabelas. Bandung: Alfabeta.

(2012). Metode Penelitian Kuantitatif Kualitatif dan R&D. CV.Alfabeta, Bandung.

Suwono, Antoni (2011), Customer Experiencedan Kaitannya Dengan Loyalitas
Konsumen Hoka Hoka Bento: Perspektif B2C, Tesis Program Magister Manajemen
Fakultas Ekonomi, Universitas Indonesia.

Tjiptono, Fandy, 2008. Manajemen Jasa, Edisi keenam, Yogyakarta: Andi.
Torres-Moraga, E., Vasquez-Parraga, A., & Zamora- Gonza’lez, J. (2008). Customer
satisfaction and loyalty: start with the product, culminate with the brand. Journal of
Consumer Marketing, 25, 302-313.

Wong, H., & Tsai, M. (2010). The Effects of Service Encounter and Experiential Value on
Consumer Purchasing Behavior 2(7) 59 -68. WSEAS Transactions on Business and
Economics, 2 (7), 59-68.

Yang, Z., & He, L. (2011). Goal, customer experienceand purchase intention in a retail
context in China. African Journal in Business Management, 5 (16), 6738-6746.

Yin Lam, S., Shankar, V., Erramilli, M.K., Murthy, B. (2004). Customer value, satisfaction,
loyalty, & switching Costs: an illustration from a b2b service context. Journal of the
Academy of Marketing Science. 32.3, 293-311.

26



