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ThelnfluenceofServiceQualityand Priceon
CustomerLoyaltywithCustomerSatisfaction
asaninterveningVariable:Studyofindomaret

inBandungRaya

ABSTRACT

This study aims to examine the influence of service quality and price on customer
loyalty,mediated by customer satisfaction in the Indomaret in Bandung Raya. Population
in thisstudy consisting of consumers who have shopped at Indomaret who is >17 years
old anddomicilied in Bandung Raya. The sample size for this research is 160 respondents,
selectedusing convenience sampling. The data type utilized in this study is primary data
collectedthrough a survey strategy using online questionnaires, with a cross-sectional time
horizon.The research utilises analytical techniques like validity and reliability assessments
forinstruments, tests for classical assumptions, hypothesis testing by multiple
linearregression, and the Sobel test utilising an online Sobel calculator. The study is
backed
bythestatisticalsoftwareprogrammeSocialScience(SPSS)version25.Amongthenineteenres
earchhypothesesputforward,empiricaldatasupport9inamongthem.Theresultshowthatcusto
mersatisfactiondoesnotplayaroleasamediatedbetweentheimpactofservicequality
(tangibles, reliability, responsiveness, assurance and empathy) and price oncustomer
loyalty. In addition, the results of this research are useful for management whicheveluates
and similar minimarket industries in designing relevant strategies for improve forthequality

Keywords:[tangibles,reliability,responsiveness,assurance,empathy,price,customer
satisfactionandcustomerloyalty}

1.INTRODUCTION

Themodernretail industryinindonesiahasbecomeastrategicindustrialsectorbecauseof
itslargecontributiontothe nationaleconomy andcanexpandemploymentopportunitiesfor
thecommunity. Thisindustrialsectorisalsoexperiencingquiterapiddevelopmentinlinewith
Indonesia'srelativelystableeconomicgrowth,largepopulation,increasingpercapitaincome
andthedevelopmentofmoremodernretailinfrastructure.BasedonAssociationdata(2023),
thenumberofmodernretailoutletsregisteredandownedbymembersofthisassociation
reached36,915unitsin2019.Thisfigureisestimatedtoreach94.4percentoftheentire
populationofmodernretailstoresinindonesia.ltisrecordedthatin2022, mostmodernretail
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companieswillexperiencesignificantgrowthinthenumberofoutletscomparedtothe
previousyear[1].Severalfactorsthatinfluencechangesinconsumerpurchasingpreferences
arerelatedtoproductavailability,productpriceandproductquality[2].Oneofthebigplayers
inthelndonesianretailindustryisindomaretwhichismanagedbyPT.Indomarco
Prismatama.Accordingtoindomaret.co.id(2023)attheendof2019thenumberofindomaret
outletswas17,600outletsandthetargetisthatbytheendof2020itwillreach18,6000utlets,
whichmeansthe targetis1000newoutletsin2020,andnowIndomaretisgrowingveryrapidly
withthenumberofstoresasofAugust2023thereare22,077.0fthisamount,30%are
franchises,while70%arecompany-owned.Asreportedbyidxchannel.com(2023),
Indomaret'ssalesturnoverin2022willreach100.37trillion,thisvalueiscalculatedtohave
grownby10.78percentcomparedtothecompany'srealizedrevenuein2021.Indomaret
competeswithotherbrandssuchasAlfamart,Alfamidi,SevenEleven,Familymart,CeriaMart,
andothers[3].Eventhoughretailconditionsinindonesiaareimproving,theTopBrandindex
dataforindomaretretailisdecreasing. TheTopBrandindextableisasfollows:

Tablel.TopBrandindeks

NO. BRAND 2020 2021 2022 2023
1. ALFAMART 49,30% 47,50% 46,60% 45.60%

2. INDOMARET 39,80% 38,70% 39,00% 37,80%
3. FAMILYMART - - 9,20%  9,30%

Basedontheresultsofthe2022TopBrandAward,Indomaretisinsecondplaceinthe
minimarketcategorywithanindex valueof 39.00%, whiletheresultsofthe2023TopBrand
Award,Indomaretisstillinsecond placewithanindexvalueof37.80%.Based onthetable
data,itcanbeseenthattherewasadecreaseinthelndomaretindexvalueofl.2%(Top
BrandIndex,2023).Thisphenomenonindicatesadeclineinindomaretcustomerloyaltyasa
probleminthisresearch.[4]Customerloyaltyis purchasingbehavior,whilecustomer
satisfactionisanattituderelatedtothepossibilityofcustomersmakingrepeatpurchases.
Servicequalityhasapositiveeffectoncustomersatisfaction[5]. Asaresult,customer
satisfactionincreasesalongwithimprovementsinservicequality. Thisresearchuses
dimensionsofservicequalityareasfollows:tangibles,reliability,responsiveness,assurance
andempathy.Inthisresearch,thesamplesusedwereconsumerswhohadshoppedat
Indomaretandwere>17yearsold,andlocatedinBandung.

2.LITERATUREREVIEW
2.1ServiceQuality

Servicequalityisthepresentationofaproductorserviceaccordingtotheapplicablestandards
wheretheproductisproducedanditsdeliveryisatleastthesameaswhatconsumersexpect
andwant[6].FulfillmentofpromisesinservicewillrelatetoandreflecttheCompany's
interests. Theappearanceandcapabilityofphysicalfacilitiesandinfrastructuremustbe
reliable,theconditionofthesurroundingenvironmentisconcreteevidenceoftheservices
providedbytheserviceprovider.Servicequalityhasfivedimensions,namelytangibles,
reliability,responsiveness,assuranceandempathy[7]. Thefivemaindimensionsare:(i)
tangiblesdescribephysicalfacilities,equipment,andpersonnelappearance,(iireliability
describestheabilityofstaffandthecompanytoperformpromisedservicesreliablyand
accurately,(iii)responsivenessdescribesemployees'willingnesstohelpcustomersand
providepromptservice,(iv)assurance,describestheknowledgeandcourtesyofemployees
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andtheirabilitytoinspiretrustandconfidence,and(v)empathydescribestheindividualcare
andattentionprovidedbythecompanytoitscustomers[8].

2.2Price

Priceisavalue(usuallyexpressedinmoney)thatmustbesacrificedtobeable toown,use
orconsumegoodsandservicesinordertoobtainsatisfaction[9].Pricingisamarketing
strategythatdeterminestheoccurrenceoftransactionsbetweensellersandbuyers.
Transactionswillonlyoccurifthepricesetonaproductisagreeduponbythesellerand
buyer.Therefore,companiesthatareabletosetpricesaccuratelywillcertainlyobtain
satisfactorymarketingresults.Priceistheamountofmoneychargedforaproductorservice
thatcustomersexchangeforthebenefitsofowningorusingproductservices[10].Price
measuresare:affordability,suitabilityforbenefits,andcompetitiveprices[11].

2.3CustomerSatisfaction

Customersatisfactionistheresultoftheirevaluationofproductperformancewhenwhatthey
consumemeetsorexceedsinitialexpectations,notonlyrelatedtoassessmentbutalso related

to the attitudesandemotionalfeelingsthat consumersgiveafterconsuming[12].Customer
satisfactionisaperson'sfeelingofhappinessordisappointmentthatisobtainedfrom
comparingtheperceivedoractualperformanceofgoodsorserviceswithexpectations[13].If
performanceorexperiencefallsshortofexpectations,customersaredissatisfied. Satisfaction
isaperson‘'semotionalresponsetosomethingtheyarefacingwhichshowsfeelingsofliking
ordislikingsomething[14].Thereare4measuresofcustomersatisfaction,namely:
expectation,performance,comparisonandconfirmationordisconfirmation[15].

2.4CustomerLoyalty

Customerloyaltyisacustomer'scommitmenttoabrand,shoporsupplier,basedonavery
positiveattitudeand reflectedinconsistentpurchases[16].Customer loyaltyistheintention
torepurchaseproductsandservicesasacompanygoal[17].Loyaltyisapositiveattitudeand
consumerattachmentthatisbasedonfeelingsofliking,familiarityandprideinbeingabrand
userandbuyingitconsistently,andshown bycommitment tocontinue using[18].Thereare
fourtypesofcustomerloyaltymeasures,namely:(i)makingregularrepeatpurchases, (ii)
makingpurchasesacrossproductandservicelines),(iii)providingreferencestootherpeople.
(refersothers),and(iv)showsimmunitytopullfromcompetitors(demonstratesin immunity)105
[19].

2.5TheoreticalFrameworksAndHypotheses

Basedonpreviousresearch,customersatisfactionispositivelyinfluencedbytangible[20].
Customersatisfactionispositivelyinfluencedbyreliability[21]. Furthermore,customer
satisfactionispositivelyinfluencedbyresponsiveness[22]. Customersatisfactionispositively
influencedbyassurance[23]. Then,customersatisfactionispositivelyinfluencedbyempathy
[24]. Thestatement aboveisusedasabasisfordeterminingthefirsthypothesispointsa,b,
c,dandeasfollows:

H1la:Tangibleshaveapositiveandsignificanteffectoncustomersatisfaction.
H1b:Reliabilityhasapositiveandsignificanteffectoncustomersatisfaction.
H1c:Responsivenesshas apositiveandsignificant effectoncustomersatisfaction.
H1d:Assurancehasapositiveandsignificanteffectoncustomersatisfaction.
H1le:Empathyhasapositiveandsignificanteffectoncustomersatisfaction.



118
119

120

121
122

123

124
125
126
127
128

129
130
131
132
133

134
135

136

137
138
139
140
141
142

143
144

145
146

147
148

149
150

151
152

153
154

155

Customersatisfactionispositivelyinfluencedbyprice[25]. Thestatementaboveisusedasa
basisfordeterminingthesecondhypothesisasfollows:

H2:Pricehasapositiveandsignificanteffectoncustomersatisfaction.

Customerloyalty is positively influencedbycustomersatisfaction[26]. Thestatementabove
isusedasabasisfordeterminingthethirdhypothesisasfollows:

H3:Customersatisfactionhasapositiveandsignificanteffectoncustomerloyalty.

Customerloyaltyispositivelyinfluencedbytangibles[27].Customerloyaltyispositively
influencedbyreliability[28].Customerloyaltyispositivelyinfluencedbyresponsiveness[29].
Customerloyaltyispositivelyinfluencedbyassurance.Furthermore,customerloyaltyis
positivelyinfluencedbyempathy[30].Thestatementaboveisusedasabasisfordetermining
thehypothesisforthefourpointsa,b,c,dandeasfollows:

H4a:Tangibleshaveapositiveandsignificanteffectoncustomerloyalty.
H4b:Reliabilityhasapositiveandsignificanteffectoncustomerloyalty.
H4c:Responsivenesshasapositiveandsignificanteffectoncustomerloyalty.
H4d:Assurancehasapositiveandsignificanteffectoncustomerloyalty.
H4e:Empathyhasapositiveandsignificanteffectoncustomerloyalty.

Customerloyaltyisalsopositivelyinfluencedbyprice[31]. Thestatementaboveisusedasa
basisfordeterminingthefifthhypothesisasfollows:

H5:Pricehasapositiveandsignificanteffectoncustomerloyalty.

Customersatisfactionplaysaroleinmediatingtangiblesoncustomerloyalty[32].Customer
satisfactionplaysaroleinmediatingreliabilityoncustomerloyalty[33]. Customersatisfaction
playsaroleinmediatingresponsivenesstowardscustomerloyalty[34]. Customersatisfaction
playsaroleinmediatingassuranceoncustomerloyalty[35]. Customersatisfactionplaysa
roleinmediatingempathytowardscustomerloyalty[36]. Theabovestatementisusedasa
basisfordeterminingthehypothesisforthesixpointsa,b,c,dandeasfollows:

H6a:Customersatisfactionplaysaroleinmediatingtheinfluenceoftangibleson
customerloyalty.

H6b:Customersatisfactionplaysaroleinmediatingtheeffectofreliabilityon
customerloyalty.

H6c:Customersatisfactionplaysaroleinmediatingtheinfluenceofresponsiveness
oncustomerloyalty.

H6d:Customersatisfactionplaysaroleinmediatingtheeffectofassuranceon
customerloyalty.

H6e:Customersatisfactionplaysaroleinmediatingtheinfluenceofempathyon
customerloyalty.

Customersatisfactionplaysaroleinmediatingpriceoncustomerloyalty[37]. Thestatement
aboveisusedasabasisfordeterminingtheseventhhypothesisasfollows:

H7:Customersatisfactionplaysaroleinmediatingpriceoncustomerloyalty.
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Basedontherelationshipsbetweenvariablesdescribedinthetheoreticalframeworkabove,
thisisamanifestationoftheconceptualmodelshownintheimagebelow.

SERVICE QUALITY
CUSTOMER
. Hoa o TANGIBLES
SATISFACTION (Y)

b b - RELIABILITY
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Fig.1ConceptualFramework

Theconceptualmodeldescribestherelationshipbetweenservicequalityparameters
(tangibles,reliability,responsiveness,assuranceandempathy),priceandloyaltymediatedby
customersatisfactionatindomaret,asseeninFigurel.

3.METHODOLOGY
3.1ResearchObjectives,Approaches,AndStrategies

Thisresearchusesquantitativetechniquesusingsurveysasthemainresearchtool. The
processofoperationalizingvariablesandassessingtheeightvariablesinthisresearchwas
carriedoutusingalikertscale.Participantsindicatedtheirlevelofagreementordisagreement
withtheitemsusingafive-pointlikertscale,providingaratingfrom1to5.Questionnaires
wereusedtocollectprimarydata. Assessmentofthevalidityofeachstatementonthe
guestionnairewascarriedoutusingtheproductmomentcorrelationapproach,meanwhile
reliabilitywasevaluatedusingthecronbach'salphacoefficientmeasurementtechnique.This
researchusesconveniencesamplingasasamplingstrategy,whichisatype ofnonprobability
sampling.Conveniencesamplingisthecollectionofinformationfrommembersofthe
populationwhoagreetoprovidethatinformation[38]. Thatway,anyonewhoagreestoprovide
therequiredinformationwiththeresearcher,eitherdirectlyorindirectly,canbeusedasa
sampleinthisresearchiftherespondentissuitableasadatasource.Thisresearchhasa
minimumsamplesizereferringtotheideasputforwardby[39]whichissupportedby[40]
wherethesamplesizerecommendedbytheseexpertsisatleast10timesthenumberof
researchvariables.Meanwhile,inthisresearch,researchersappliedasamplesizeof20times
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thenumberofvariablesconsistingofperceptionsabouttangibles,reliability,responsiveness,
assurance,empathy,price,customersatisfaction,andcustomerloyalty.

3.2CharacteristicsOfTheResearchPopulation

Thisresearchwillinvolvesamplesfromthepopulationofindomaretcustomerswholivein
GreaterBandungwithanage rangeof>17years.Theagerequirementissetbasedonthe
assumptionthattheyhavesufficientcognitivecapacitytobeabletofillinthestatementsthat
remainonthequestionnaire.Apartfromthat,thisageisincludedintheproductivegroup[41].199
3.3DataProcessingAndAnalysisMethods

Accordingto[42],afterthedatawasobtainedthroughasurveyusingaquestionnaire,thenext
stepwasdataprocessingwhichconsistedoffourstages,namelydatacoding,dataentry,data
editinganddatatransformation.Dataprocessingtoanalyzemultipleregressionresearchers



205 usedstatisticalprogramofscience(SPSS)version25.Meanwhile,totestthesobeltest,
206 researchersusedanonlinesobeltestcalculatorfrom[43].207

208 4.RESULTSANDDISCUSSION

209

210  4.1RespondentProfile

211

212 Basedonthedatapresentedintable 2,participantsinthisresearch areindividualswhoact
213 asconsumers.Age>17yearsandhasalsoshoppedatindomaret3timesin2023,domiciled
214 in Bandung

Raya.215
216 Table2.RespondentProfile
217
No Information Sum (%)
Age
1 17n/d21 71 42.2%
2 22n/d26 62 36.9%
3 27n/d31 20 11.9%
4 32n/d40 10 6%
5 >40 5 3%
Total 168 100%
Occupation
1 Student 22 13.2%
2 CollergerStudent 86 51.4%
3 Government 9 5.4%
Employees
4 Businessman 21 12%
5 PrivateSector 17 10.2%
Employee
6 Other 13 7.8%
Total 168 100%
Income/Month
1 <RP.1.500.000 92 54.5%
2 RP.1.500.000- 48 29.1%
RP.5.000.000
3 >RP.5.000.000 28 16.4%
Total 168 100%
Location
1 BANDUNGCITY 38 23%
2 BANDUNG 18 10,9%
DISTRICT
3 WESTBANDUNG 37 21.2%
REGENCY
4 CIMAHICITY 75 44.9%
Total 168 100%
HaveYouShoppedMoreThan3TimesAtindomaretin2023?
1 YES 165 98.2%
2 NO 3 1.8%
Total 168 100%
218
219

220
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4.2ValidityAndReliabilityTest

Thisstudyexamineseightvariables,namelytangibles(X1a),reliability(X1b),responsiveness
(X1c),assurance(X1d),empathy(X1e),price(X2),customersatisfaction(Z)andcustomer
loyalty(Y).Eachofthesevariablescomprisesseveralindicatorswithmeasurementsspecified
inthequestionnairestatements.Priortoevaluatingthefindings, itisessentialtoconducta
validityandreliabilitytestforthemeasurementsoftheseeightvariables.Usingspsssoftware
version25,thecalculationforthevalidityandreliabilitytestsyieldedthefollowingresults.229
Table3.ValidityAndReliability Test

NO Statement Rcalculate Note Cronbach’s Note
alpha

Tangibles

1. Inmyopinion,
Indomarethas 0.770 Valid
attractivephysical
facilities.
2. Inmyopinion,
Indomarethas
complete 0.870 Valid 0.739 Reliable
equipment
accordingtomy
expectations.
3. Inmyopinion,
Indomaret
employeeshavean 0.789 Valid
attractive
appearance.
Reliability
4, Inmyopinion,
Indomaretprovides
theserviceas 0.803 Valid
promised.
5. Inmyopinion,
Indomarethas
employeeswhoare
reliableinsolving 0.903 Valid Reliable
customerproblems. 0.785
6. Inmyopinion,
Indomarethas
employeeswhoare 0.799 Valid
accuratein
providingservice.

Responsiveness

7. In my
opinion,Indoma
rethasemploye
eswho 0.804 Valid
alwaysprovidefasts
ervice
tocustomers.
8. In my Reliable
opinion,Indom
arethas



employeeswhoarea
Iwayswillingto
help
customers.lnm
yopinion,
Indomarethas
employeeswhoarea
Iwaysreadyto
respond
tocustomerrequests.

0.864

0.876

Valid

Valid

0.803

Assurance

10.

11.

12.

Inmyopinion,|

ndomarethas
employeeswhoarep
olitetocustomers.

Inmyopinion,

Indomaretemp
loyeeshavein-
depthknowledge.

Inmyopinion,
Indomaret
employees

havetheabilitytoins
pire
customerc
onfidence.

0.691

0.846

0.808

Valid

Valid

Valid

0.685
Reliable

Empathy

13.

14.

Inmyopinion,|
ndomarethas
employeeswho
care
aboutcust
omers.

In my opinion,
Indomarethasem
ployeeswho

careaboutc
ustomers.

0.873

0.893

Valid

Valid

0.717

Reliable

Price

15.

16.

17.

Inmyopinion,
Indomaret
hasaffordablepricesfor
allgroups.

Inmyopinion,|

ndomarethas
pricesthatmatchits

benefits.

Inmyopinion,

Indomaret
hascompetitivepric
es

whencomparedtocomp

etitors.

0.851

0.844

0.790

Valid

Valid

Valid

Reliable
0.764

CustomerSatisfaction

18.

lamhappythatthes
erviceprovidedby



Indomaretisinlinew 0.781 Valid
ithexpectations.
19. Ifeelhappythatthe
performance
providedby 0.790 Valid
Indomaretisinlinewithe 0.793
Xpectations. Reliable
20.
Ifeelhapp 0.850 Valid
ywiththeservi
ce
providedbyl
ndomaret.
Ifeelhappythatthe
decision
inchoosingtoshopat 0.721 Valid
Indomaretwas
right.

2

=

CustomerLoyalty

232
233
234
235
236
237
238
240
241
242
243
244
245
246
247
248
249
250
251
252

22.
lamwillingtor 0.839 Valid
epurchaseat
Indomaretregularly.
23.
lamwilling 0.839 Valid
tobuyotherprodu
ctsat
Indomaret.
24. Iwouldrecommend
Indomaretto Valid 0.842 Reliable
others. 0.784
25. lwillremainloyalto
shoppingatl
ndomaret 0.841 Valid
compared to
otherminimark
ets.

4.3ClassicalAssumptionsTest

Thisstudywillbesubjectedtotestingemployingtwo(2)variabletechniques,particularly
designedfortheinvestigationofinterveningfactors.Consequently,theclassicalassumption
testwillbeundertakenusingthesetwo(2)methodologies.239

4.3.1Testtheclassicalassumptionofinterveningvarjables

4.3.1.1Equationl

Equationlusesastraightforwardregressionequationtolookathowtangibles,reliability,
responsiveness,assurance,empathyandpriceallplayaroleincustomersatisfaction.These
arethebasictermsoftheregressionequation:

Y=ai1+b1X1a+b2X1p+b3sX1lc+baX1g+bsX1e+beX2
Note:

Y =CustomerSatisfaction
a =Constant
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b =CoefficientofIncreaseofBoundVariableslfthereisAnincreaseofOneUnitof

FreeVariables.
Xla  =Tangibles
X1b =Reliability

Xlc =Responsiveness
X1ld  =Assurance

Xle  =Empathy

X2 =Price

Thefindingsoftheclassicalassumptiontest,whichincludestestsforheteroskedasticity,
multicollinearity,andnormalcy,whenappliedtomultipleregressionanalysis,areasfollows:264

4.3.1.1.1 Normality

“Withasignificantvalue>(0.05),specificallyasignificancevalueof(0.200),itcanbe
concluded from theanalysisresultspresentedinthe tableabovethatthedatainequation 1
followsanormaldistribution”.2

Table4.Normalitytestequationl

N 160
NormalParametersab Mean .000
Std.Deviation 1.47211300
MostExtremeDifferences Absolute .054
Positive .040
Negative -.054
TestStatistic .054
Asymp.Sig.(1-tailed) .200¢4
a. TestdistributionisNormal,b.Calculatedfromdata,c.LillieforsSignificanceCorrection.
Source:SPSSOutputDataVersion25(2023)
4.3.1.1.2Heteroskedasticitytest
Theexaminationofthetableindicatesthattherearenosignsofheteroskedasticityinthedata
ofequationl,sincethesignificantvalue>(0.05).
Tableb.Heteroskedasticitytestequationl
Coefficients®
Unstandardized StandardizedC
Coefficients oefficients
Model B Std.Error Beta t Sig.
(Constant) 1.611 .650 2.477 .014
tangibles .03( .042 .065 713 ATT7
reliability -.06¢ .047 -.139 -1.395 .165
responsiveness .007 .045 .014 152 .879
assurance -.01¢ .050 -.039 -.364 716
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295
296
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299
300
301
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empathy -.040 .068 -.061 -.592 .555
price .037 .042 .088 .886 377

a.DependentVariable:Abs

4.3.1.1.3Multicholenieritytest

Theresultsfromthetableanalysisindicatethatthedatainequationlisdevoidof
multicollinearity,giventhatthetolerancevaluesforthevariablesare>(0.1)andtheVIFvalue285

is<(10).
Table6.Multicholenieritytestequationl
CollinearityStatistic

Variable ToleranceValue VIF
Tangibles 757 1.322
Reliability .638 1.567
Responsiveness .733 1.364
Assurance .550 1.817
Empathy .600 1.667
Price .640 1.562

a.DependentVariable:customersatisfaction

4.3.1.2Equation2

Thehypothesisistoevaluatethesignificantlinkbetweentangibles, reliability,responsiveness,
assurance,empathy,priceandcustomersatisfactionwithcustomerloyalty. Thebasic
regressionequationisasfollows:

Note:

T <N

X1b
Xlc
X1d

Z=az+b7X1a+bsX1p+boX1lc+b10X1b+b11X1c+b12X2+b13Y

=CustomerLoyalty

=CustomerSatisfaction

=Constant
=CoefficientofIncreaseofBoundVariableslfthereisAnincreaseofOneUnitof
FreeVariables.

=Tangibles

=Reliability

=Responsiveness

=Assurance
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Xle  =Empathy
X2 =Price

Theclassicalassumptiontestconductedonthemultipleregressionanalysisincludes

assessmentsfornormality,heteroskedasticity,andmulticollinearity. Thestudy'sfindings

regardingtheclassicalassumptiontestareasfollows:

4.3.1.2.1Normalitytest

Theresultsofthestudycanbeseeninthetableabove;asignificancevalueof(0.200)>
(0.05),indicatingthatthedatainequation2followsanormaldistribution.

Table7.Normalitytestequation2

N 160
NormalParametersaP Mean .000
Std.Deviation 1.80555244

MostExtremeDifferences  Absolute .038
Positive .030

Negative -.038

TestStatistic .038
Asymp.Sig.(1-tailed) .200¢d

TestdistributionisNormal,b.Calculatedfromdata,c.LillieforsSignificanceCorrection.Source:SPSS

OutputDataVersion25(2023)

4.3.1.2.2Heteroskedasticitytest

“Theanalysisresultsfromthetableleadtotheconclusionthat,inthedataofequation2,there
arenoindicationsofheteroskedasticity,asevidencedbythesignificantvaluebeing>(0.05)".

Table8.Heteroskedasticitytestequation2

UnstandardizedResidual

Spearman’srho Variable Correlation Sig
Coefficien
Tangibles .029 .357
Reliability .007 466
responsiveness .006 A71
Assurance -.012 442
Empathy .008 461
Price -.044 291
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Customer -.017 414
satisfaction

a.DependentVariable:Abs  RES2Source:SPSSOutputDataVersion25(2023)
4.3.1.2.3Multicholenieritytest
Accordingtotheresultsfromthetableanalysis,itcanbeassertedthatthedatainequation2
isdevoidofmulticollinearity,asindicatedbytolerancevaluesforthevariablesbeing>(0.1)
andtheVIFvaluebeing<(10).

Table9.Multicholenieritytestequation2

CollinearityStatistic

Variable ToleranceValue VIF
Tangibles 757 1.322
Reliability .634 1.587
Responsiveness .654 1.530
Assurance .525 1.904
Empathy .580 1.723
Price .607 1.647
CustomerSatisfaction .504 1.985

a.DependentVariable:customerloyalty

fmultipl , lysiswithi , iabl

4.3.3.1Multipleregressionanalysisequation1’s

“Drawingconclusionsfromtheanalysisresultsdisplayedinthegraph,itcanbeconcluded
thatconsumersatisfaction(Z)issignificantlyinfluencedbythevariablesresponsiveness
(X1c),guarantee(X1d),empathy(X1e),andpriceconsideringthesignificancevalueis<0.05.
Asaresult,H1cn/dH2isaccepted. Theresultsofthisresearchareinlinewithresearch
conducted[44]whichstatesthatresponsiveness,guarantee,empathyandpricehavea
significanteffectoncustomersatisfaction”.

Tablel10.Multipleregressiontestresultsequationl

Coefficients?®

Unstandardized StandardizedC

Coefficients oefficients
Model B Std.Error Beta t Sig.
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350
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352

353

354

(Constant) 3.568 1.133 3.149 .002
Xla -.001 .073 -.001 -.018 .986
X1b -.086 .082 .076 1.058 292
Xlc .340 .079 .289 4.316 .000
X1d .233 .086 .209 2.703 .008
Xle .269 118 .169 2.277 .024
X2 212 .073 .207 2.889 .004
a.DependentVariable:Z
4.3.3.2Multipleregressionanalysisequation2’s
"Fromtheanalysisresultsdepictedinthegraph,itcanbeconcludedthatcustomerloyalty(Y)
isinfluencedpositivelyandsignificantlybythevariablesresponsiveness(X1c)andprice(X2),
whichisindicatedbytheirsignificancevalue.<(0.05).Asaresult,H4candH5areaccepted.
Thefindingsofthisresearchareinlinewiththeresearchconducted.[Herawatiatal,2021]
whichstatesthatresponsivenessandpricehaveasignificantpositiveeffectoncustomer
loyalty.However,H4a,H4b, H4d,andH4ewereignored, thisisproven bythe resultsofthe
analysisonthegraph,wherethesignificancevaluefortangibles(X1a),reliability(X1b),
assurance(X1d)andempathy(X1e)is>(0.05).whichshowsthatthisvariabledoesnothave
asignificantinfluenceonthecustomerloyaltyvariable(Y).Thisresearchdeviatesfromthe
resultsofresearchconductedby[45]”.
Tablell.Multipleregressiontestresultsequation2
Coefficients®
StandardizedC
UnstandardizedCoefficients oefficients
Model B Std.Error Beta t Sig.
1 (Constant) 2.704 1.439 1.880 .062
Xla .162 .090 125 1.793 .075
X1b -.141 .101 -.106 -1.395 165
Xlc .258 .103 .189 2.515 .013
X1d 154 .109 118 1.414 .159
Xle .149 .148 .081 1.010 314
X2 423 .093 .356 4.574 .000
Z 129 .099 11 1.298 196

a.DependentVariable:Y
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4.3.3.3Sobeltest

"BasedonthetestfindingsofH6an/dH7 itshowsthatcustomersatisfactionisnotsuccessful
inmediatingtheinfluenceoftangibles,reliability,responsiveness,assurance,empathyand
priceoncustomerloyalty. ThisisshownfromtheanalysiscarriedoutusingtheSobel
calculator,wherethesignificancevalueis>(0.05).Theresultsofthisstudyarenotinlinewith

previousresearch”.

Table.12ResultSobelTest

RELATIONSHIP
BETWEENHYPO

THESIZED

VARIABLES

Sa

SB

Tcalculate

Customers
atisfaction

—tangibles

—customeroyalty

Customers
atisfaction

—reliability

—customeroyalty

Customers

atisfaction

—>responsiveness

—customerloyalty

Customers
atisfaction

—assurance

—customeroyalty

Customers
atisfaction

—empathy

—customeroyalty

Customers

atisfaction

—price—customer

loyalty

-0.001

0.086

0.340

0.233

0.269

0.212

0.129

0.129

0.129

0.129

0.129

0.129

0.073

0.082

0.079

0.086

0.118

0.073

0.099

0.099

0.099

0.099

0.099

0.099

-0.01369

0.81701

1.24712

1.17427

1.13126

1.18884
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379
380
381
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383
384
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386
387
388
389
390
391
392
393
394
395
396
397
398
399
400
401
402
403
404
405
406
407
408
409
410
411
412

413

414

3.CONCLUSION

Thel9(nineteen)hypothesesofthestudyarecategorizedinto6(six)thatareacceptedand
thatarerejected.Thisdivisionillustratesthattheresearchhypotheses,groundedinrelevant
theory,receivecompleteempiricalsupport.Additionally,theresultsunderscorethe
endorsementofpriorresearchregardingtheexaminationofinfluencesamongvariables.The
410outcomesofthisinquirycanbesummarizedasfollows:

1.Tangibleshasnopositiveandsignificanteffectoncustomersatisfactionat
INDOMARETiInBandungRaya.
2.Reliabilityhasnopositiveandsignificanteffectoncustomersatisfactionat
INDOMARETiInBandungRaya.
3.Responsivenesshasapositiveandsignificanteffectoncustomersatisfactionat
INDOMARETInBandungRaya.
4.Assurancehasapositiveandsignificanteffectoncustomersatisfactionat
INDOMARETInBandungRaya.
5.EmpathyhasapositiveandsignificanteffectoncustomersatisfactionatiINDOMARET
inBandungRaya.
6. Privehasapositiveandsignificanteffectoncustomersatisfactionati NDOMARETIn
BandungRaya.
7.Customersatisfactionhasnopositiveandsignificanteffectoncustomerloyaltyat
INDOMARETiInBandungRaya.
8.Tangibleshasnopositiveand significanteffectoncustomerloyaltyati INDOMARET
inBandungRaya.
9.Reliabilityhasnopositiveandsignificanteffectoncustomerloyaltyatt NDOMARET
inBandungRaya.
10.Responsivenesshasapositiveandsignificanteffectoncustomerloyaltyat
INDOMARETiInBandungRaya.
11.Assurancehasnopositiveandsignificanteffectoncustomerloyaltyatt NDOMARET
inBandungRaya.
12.EmpathyhasnopositiveandsignificanteffectoncustomerloyaltyatiINDOMARETIn
BandungRaya.
13.PricehasapositiveandsignificanteffectoncustomerloyaltyatiINDOMARETIn
BandungRaya.
14.Tangibleshas nopositiveandsignificanteffectoncustomerloyalty atINDOMARET
inBandungRaya.
15.Reliabilityhasnopositiveandsignificant effectoncustomerloyalty atINDOMARET
inBandungRaya.
16.Responsivenesshasnopositiveandsignificanteffectoncustomerloyaltyat
INDOMARETInBandungRaya.
17.AssurancehasnopositiveandsignificanteffectoncustomerloyaltyatiNDOMARET
inBandungRaya.
18.EmpathyhasnopositiveandsignificanteffectoncustomerloyaltyatitNDOMARETIn
BandungRaya.
19.Pricehasnopositiveandsignificanteffectoncustomerloyaltyatt NDOMARETIn
BandungRaya.
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6.SUGGESTION

Referringtothefindingsofthisresearch,severalsuggestionsarepresentedthatcanprovide
benefitsforindomaretcompaniesinBandungRaya,thefollowingistheexplanation:

6.1Scientificimplications

Thisresearchisdifferentfrompreviousresearchers,namelytheuseof SERVQUAL
dimensionsincluding:tangibles,reliability,responsiveness,assuranceandempathy.Several
otherthingsthatdifferfrompreviousresearcharedifferentobjects,characteristicsandloci.
Wheretheobjectof thisresearchisindomaretwithcharacteristicsofrespondentsaged>17
yearsandadifferentlocus,namelyinBandungRaya.Apartfromthat,thelimitationofthis
researchisthattheresearchlocationisonlyinBandungRaya.Forfutureresearchers,the
researcherssuggestusingadifferentlocus.Itishopedthatfutureresearcherswillbeableto
addmoreothervariablesordimensionsnotexaminedinthisstudyanddoingthingsthathave
aninfluenceoncustomerloyalty.

6.2Manageriallmplications

Thesuggestionaddressedtothelndomaretcompanyisthatitcanusetheresultsofthis
researchasareferencefordecisionmakingregardinghowthecompanyincreasescustomer
loyalty.Basedontheresultsofthisresearch,customersatisfactiondoesnotplayarolein
mediatingtheSERVQUALandpricedimensionsofcustomerloyalty.Researchers
recommendthatmanagerscontinuetopayattentiontothevariablesthatinfluencecustomer
loyalty,eventhoughinthisresearchthereweremanyvariablesthathadnoeffectoncustomer
loyalty. Thelndomaretcompanymustpayattentiontotheresponsiveness,assuranceand
empathyofemployeestowardscustomers,sothattheyfeelsatisfiedwiththeservices
provided.Thelndomaretcompanymustpayattentiontopricelevelscomparedtocompetitors,
suitabilityofpricestothebenefitsobtainedbycustomersandaffordablepricesforallgroups
sothatcustomersaresatisfiedandloyal.
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