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ABSTRACT 

This study aims to determine the effect of customer preferences on product quality, service quality, 

product image on customer satisfaction and customer loyalty in the Merry's Lampung pastry business. The 

research method used in this research is a purposive random sampling method with 200 customers as 

respondents and uses the SEM (Structural Equation Modeling) analysis method. the results of this study note 

that product quality has a positive and significant influence on customer satisfaction and on customer 

loyalty, service quality has a positive and significant influence on customer satisfaction and on customer 

loyalty, product image has a positive and significant influence on customer satisfaction and loyalty and then 

customer satisfaction as an intervening variable has a positive and significant influence on customer loyalty. 

The recommendation obtained in this study are Merry's Lampung pastry business managers need to innovate 

such as making more attractive cake shapes, more unique packaging, ease of payment, adding premium 

products and improving facilities to increase customer satisfaction and customer loyalty. 

 

Keywords: Customer Preferences, Product Quality, Service Quality, Product Image, Customer 

Satisfaction, Customer Loyalty. 

Introduction 

Rapidly increasing economic competition has made entrepreneurs take advantage of technological 

developments to create business opportunities because the production and distribution process has become easier, 

but this can also create very tight competition. (Gugler et al., 2015)  

One of the most promising business fields is the pastry industry, in terms of the level of demand just before 

the feast days. Merry's Lampung cookies has been running for 38 years and has quite dominating the market. This 

is evidenced by its existence getting a big turnover from its customer every year. However, in 2020-2021 the level 

of sales of Merry's Lampung Cookies has decreased, as can be seen in table 1 below. 

Table 1. Merry's Lampung Cookies Sales 2019-2021 

Years Sales Result Changes 

2019 5.210 dozen (±IDR 2,5 million)  

2020 4.150 dozen (±IDR 1,9 million) 20,34 % 

2021 4.250 dozen (±IDR 2 million) 18,42 % 
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Source: primary data, 2021 

Based on table 1, the sales in 2020 and 2021 have decreased by 20.34% and 18.42% from sales in 2019. 

Furthermore, a pre-survey was carried out related to the influence of product quality, service quality, and product 

image from Merry's Lampung Cookies on customer satisfaction and customer loyalty, this pre-survey was 

conducted on 35 random respondents as shown in table 2 below.  

Table 2. Pre-Survey’s Result 

No Questionnaire Result 

1 Have you ever received Merry's pastry product that is not 

of good quality (expired, changed flavor, smells)? 

 

91,4% I have not 

8,6% I have 

2 I have always received friendly service when purchasing 

products and other necessities at sales outlets. 

 

97,1% Yes 

2,9% No 

3 Have you ever heard or received bad news about the 

image of Merry's pastries? 

 

0 % I have 

100% I have not 

4 I am satisfied with the price and flavor offered through 

Merry's pastry products. 

97,1% Satisfied 

2,9% Not satisfied 

 

5 I have been a customer of Merry's pastries for about 3 

years. 

 

91,4 % Yes 

7,6 % No 

Source: pre-Survey, 2022 

 

Based on the results of the pre-survey, it shows high levels of satisfaction and loyalty, but in contrary, the 

sales levels was declined. Therefore, this study aims to determine the effect of customer preferences on Merry’s 

Lampung cookies on customer satisfaction and customer loyalty. 

 

Literature Review 

a. Product Quality 

According to Tjiptono (2011), product quality as the characteristic of a product in fulfilling customer need. 

Rita et al., (2019) also propose the dimension of product quality are: (a) Performance, (b) Durability, (c) 

Conformance to Specifications, (d) Features, (e) Reliability, (f) Aesthetics, and (g) Perceived Quality. Product 

quality refers to the level of excellence or superiority of a product in meeting or exceeding customer expectations. 

It encompasses various aspects of a product, such as its performance, reliability, durability, safety, functionality, 

aesthetics, and conformance to specifications or standards.(Linder et al., 2017). A high-quality product is one that 

meets or exceeds customer needs, is reliable and performs its intended functions consistently, is durable and long-

lasting, safe for use, visually appealing, and made to specifications or standards. It is free from defects or 

deficiencies that could affect its performance or customer satisfaction. On the other hand, a low-quality product 

may have defects, may not perform as expected, may not meet customer needs, and may have a shorter lifespan. 

(Yooyen et al.,  2019). 

Product quality is important for businesses and customers alike. For businesses, it affects customer 

satisfaction, brand reputation, repeat business, and customer loyalty (Dennisa and Santoso, 2016) (Barusman and 

Suwandi 2020). High-quality products are more likely to generate positive reviews and referrals, leading to 

increased sales and customer retention. For customers, product quality directly affects their satisfaction and the 

value they derive from a product. A high-quality product can provide better performance, reliability, and durability, 

which in turn can enhance customer satisfaction and loyalty (Minar, 2017). 

 

b. Service Quality 

Service Quality, Pakurár et al., (2019), defined service quality as the evaluation of the service for customer; 

whether it fits the customer' expectations or not. Service quality refers to the overall level of excellence and 

http://journal.ubl.ac.id/index.php/mabuss
mailto:andala@ubl.ac.id


Journal of Management, Business, and Social Science 

18 

 

1st Edition, January, 23 

Journal Homepage: http://journal.ubl.ac.id/index.php/mabuss  

*Corresponding Author 

Email address: andala@ubl.ac.id 

 

satisfaction experienced by customers when they interact with a product or service provider. It is a measure of how 

well a company meets or exceeds customer expectations and delivers value to its customers (Barusman, 2019). 

According to Lecturer (2014), Service quality can be assessed through various dimensions, including 

reliability, responsiveness, assurance, empathy, and tangibles. An summary of these dimensions is provided below: 

a) Reliability refers to a company's capacity to supply products or services consistently and dependably. 

Customers can rely on a dependable service provider to deliver on its promises, fulfill deadlines, and 

give accurate and consistent information. 

b) Responsiveness: The desire and capacity of a corporation to respond quickly to customer demands, 

requests, and enquiries. Responding to customer concerns and resolving difficulties requires the 

organization to be attentive, proactive, and quick. 

c) Assurance: The company's expertise, competence, and kindness in providing its products or services. 

Assured service implies that the organization instills trust in its consumers by its knowledge, 

professionalism, and dependability. 

d) Empathy: The capacity of a corporation to understand and relate to the sentiments, needs, and 

expectations of its consumers. Empathetic service implies that the organization understands, cares for, 

and considers the unique conditions and views of its consumers. 

e) Tangibles: Physical or tangible components of a service, such as the look of facilities, equipment, or 

staff. Tangible service implies that the organization displays itself properly and keeps its surroundings 

clean, well-maintained, and aesthetically appealing. 

Companies that consistently deliver high-quality service are more likely to retain customers, generate positive 

word-of-mouth, and build a loyal customer base. Therefore, service quality is a critical factor in customer 

satisfaction and overall business success. Companies can improve service quality by continuously monitoring and 

measuring customer feedback, identifying areas for improvement, and implementing appropriate strategies and 

training programs to enhance the customer experience. Overall, providing excellent service quality is essential for 

maintaining customer loyalty, building a positive reputation, and achieving long-term business success (Zygiaris 

et al., 2022). 

c. Product Image 

According to Ali and Raza (2017), The definition of product image is as everything that formed and stuck to 

the customer's notion of a product. There are four dimensions of product image: (a) Brand personality, (b) Brand 

value, (c) Brand-customer relation, and (d) User image. According to Yamoah (2013), Product image can have a 

significant impact on customer satisfaction. Here are some ways product image can impact customer satisfaction: 

a) Perception of Quality: High-quality product images that accurately represent the product can help manage 

customer expectations and improve their satisfaction with the product. Customers who perceive a product 

as high quality are more likely to be satisfied with their purchase. 

b) Visual Appeal: Product images can impact customers' perception of the product's visual appeal. High-

quality product images that showcase the product in a positive light can lead to increased satisfaction with 

the product's appearance. 

c) Accurate Representation: Product images that accurately represent the product can increase customer 

satisfaction by reducing the likelihood of disappointment or dissatisfaction with the product when it is 

received. 

d) emotional: Customers have a passion for liking the product image, This emotional attachment to a product 

may enhance a customer's entire shopping experience and product enjoyment. 

e) Brand Perception: Consumers' perceptions of a company's overall quality and attention to detail may be 

influenced by the caliber of product photographs, which might raise their level of satisfaction with the 

brand as overall 
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d. Customer Satisfaction 

Customer Satisfaction Definition A customer satisfaction plan is created in response to consumer contentment 

or dissatisfaction with an item or service that meets their demands (Barusman and Rulian, 2020). High customer 

satisfaction is desirable for several reasons. Satisfied customers are more likely to remain loyal to a brand or 

business, repeat their purchases, and recommend the business to others. They are also more likely to provide 

positive reviews and testimonials, which can help attract new customers and enhance the reputation of the business 

(Minciullo et al., 2022). 

On the other hand, low customer satisfaction can lead to customer complaints, negative reviews, and lost 

business. Unhappy customers may switch to competitors, resulting in a decrease in revenue and market share. 

Therefore, businesses and organizations strive to achieve high levels of customer satisfaction by providing 

excellent customer service, delivering quality products or services, and understanding and meeting customer needs 

and expectations (Lahap et al., 2016). 

e. Customer Loyalty 

In Izogo and Ogba (2015) explained that customer loyalty is a condition where customer consciously and 

consistently spend their money on a product or service which gives them satisfaction. According to Kotler (2015) 

there are four dimensions of customer loyalty: (a) Recommendation, (b) Purchase, (c) First option, and (d) Word 

of mouth. Customer loyalty refers to the degree of commitment or attachment that a customer has to a brand, 

product, or service. It is a measure of the likelihood that a customer will continue to do business with a company, 

make repeat purchases, and recommend the company to other (Budianto, 2019). 

Loyal customers are more likely to make repeat purchases and become brand advocates, promoting the 

company to others through word-of-mouth recommendations. This can lead to increased revenue and profitability 

for the company, as well as a positive reputation in the market (Rosadi et al., 2022). Building customer loyalty 

requires providing a high level of customer satisfaction and consistently delivering high-quality products or 

services. Companies can also use loyalty programs, personalized marketing strategies, and excellent customer 

service to build strong relationships with their customers and keep them coming back ( Azizan and Yusr, 2019). 

f. Hypothesis and Framework 

The following hypotheses and framework were derived from the literature research and pre-survey: 

1. Hypothesis I: It is proposed that consumer happiness is positively and significantly influenced by the 

product quality of Merry's Lampung cookies. 

2. Hypothesis II: It is proposed that customer satisfaction is greatly and favorably influenced by the service 

quality of Merry's Lampung cookies. 

3. Hypothesis III: It is hypothesized that the product image of Merry's Lampung cookies is a preference 

factor that has a positive and significant influence on customer satisfaction. 

4. Hypothesis IV: It is hypothesized that the product quality of the Merry's Lampung cookies product is a 

preference factor that has a positive and significant influence on customer loyalty. 

5. Hypothesis V: It is hypothesized that the service quality of the Merry's Lampung cookies product is a 

preference factor that has a positive and significant influence on customer loyalty. 

6. Hypothesis VI: It is hypothesized that the image of the Merry's Lampung cookies product is a preference 

factor that has a positive and significant influence on customer loyalty. 

7. Hypothesis VII: It is hypothesized that the customer satisfaction on Merry Lampung cake is a preference 

factor and has a positive and significant effect on customer loyalty. 
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Figure 1. Framework 

Methodology 
 

The method used in this research is descriptive quantitative. The data used is primary data obtained from the 

Merry's Lampung pastry home industry through a questionnaire containing statements about the variables to be 

studied, namely the independent variables (preferences: product quality, service quality, product image, customer 

satisfaction on the dependent variable (loyalty customer). Primary data is data obtained directly from data sources, 

observed and recorded for the first time (Sugiyono, 2017). The data collection method is by surveying 200 

respondents from a total population of 500 customer and data processing techniques using data processing 

application assistance, namely Structural Equation Modeling (SEM) with the Lisrel 8.8 program. 

 

Result and Discussion 

a. Validity Test and Reliability Test 

Table 3. Validity Test and Reliability Test 

Indicator Factor loadings T-value Error Explanation CR VE Explanation 

Product Quality (X1) 

X1.1 0.92 16.98 0.15 Valid 0.96 0.78 Reliable 

X1.2 0.85 14.83 0.28 Valid 

X1.3 0.96 18.34 0.08 Valid 

X1.4 0.92 16.95 0.16 Valid 

X1.5 0.93 17.26 0.14 Valid 

X1.6 0.69 11.04 0.31 Valid 

X1.7 0.89 16.17 0.20 Valid 

Service Quality (X2) 

X2.1 0.89 14.95 0.22 Valid 0.94 0.84 Reliable 

X2.2 0.60 8.87 0.31 Valid 

X2.3 0.79 12.60 0.14 Valid 
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X2.4 0.80 12.89 0.36 Valid 

X2.5 0.71 10.65 0.19 Valid 

Brand Image (X3) 

X3.1 0.91 16.74 0.17 Valid 0.95 0.84 Reliable 

X3.2 0.89 16.03 0.21 Valid 

X3.3 0.97 18.68 0.06 Valid 

X3.4 0.95 18.08 0.09 Valid 

Customer Satisfaction (Y1) 

Y1.1 0.96 18.09 0.08 Valid 0.93 0.85 Reliable 

Y1.2 0.93 17.29 0.13 Valid 

Y1.3 0.90 16.38 0.18 Valid 

Customer Satisfaction (Y2) 

Y2.1 0.91 16.44 0.18 Valid 0.93 0.80 Reliable 

Y2.2 0.87 15.29 0.25 Valid 

Y2.3 0.95 17.63 0.11 Valid 

Y2.4 0.81 13.78 0.34 Valid    

Source: data processed, 2022 

Table 4. Goodness of Fit (GoF) Analysis 

Goodnes of Fit Statistic Cut off Limit Value Explanation 

Absolute Match Size 

Chi-square  Chi square (the smaller the better)  212.54 Good fit 

P value  p>0.05 0.98 Good fit 

Non-Centrality Parameter (NCP) Smaller value 0.00 713.54 Close fit 

Goodness of Fit Index (GFI) >0.9 0.91 Good fit 

RMSR <0.05 0.044 Good fit 

RMSEA < 0,08 0.13 Marginal Fit 

Expected Cross Validation Index (ECVI) Model <Saturated and Independence  5.26 Good fit 

Incremental Match Size 

AGFI (Adjusted Goodness of Fit Index)  > 0.90 0.64 Close fit 

TLI >0.9 1 Good fit 

Normal Fit Index (NFI) >0.9 0.94 Good fit 

Non-Normed Fit Index (NNFI) >0.9 0.95 Good fit 

Relative Fit Index (RFI) >0.9 0.93 Good fit 

Incremental Fit Index (IFI) >0.9 0.95 Good fit 

Comparative Fit Index (CFI) >0.9 0.95 Good fit 

Parsimony Fit Size 

PNFI >0.9 0.81 Good fit 

PGFI >0.9 0.96 Good fit 

AIC Model <Saturated and Independence  1046.54 Close fit 

CAIC Model <Saturated and Independence  1291.54 Good fit 

Source: processed data, 2022 

Based on several tests and model forms with good GOF values, this study has the SEM model as follows: 
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Figure 2. SEM Model through GoF Score 

Based on Figure 2 above, the results of the structural model analysis are obtained which are translated through the 

coefficient values and the significant level of the variables studied. Then, the hypothetical results were found from 

the Structural Equation Modeling (SEM) data processor in this study, as in table 5 below. 

Table 5. Path with T score and direct level of influence 

Hypothesis Path Estimation T-Value Conclusion 

1 Product Quality - Customer 

Satisfaction 

0.80 9.09 Significant 

(Hypothesis 1 accepted) 

2 Service Quality - Customer 

Satisfaction 

0.33 2.90 Significant 

(Hypothesis 2 accepted) 

3 Product Image - Customer 

Satisfaction 

0.41 3.67 Significant 

(Hypothesis 3 accepted) 

4 Product Quality - Customer 

Loyalty 

0.32 2.28 Significant 

(Hypothesis 4 accepted) 

5 Service Quality - Customer 

Loyalty 

0.26 1.98 Significant 

(Hypothesis 5 accepted) 

6 Product Image - Customer 

Loyalty 

0.62 4.59 Significant 

(Hypothesis 6 accepted) 

7 Customer Satisfaction - 

Customer Loyalty 

0.36 2.84 Significant 

(Hypothesis 7 accepted) 

Source: primary data, 2022 

b. Discussion 
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1. H1: The product quality of Merry's Lampung cookies is a preference factor that has a positive and 

significant influence on customer satisfaction. This hypothesis is accepted as t-value = 9.09 and 

coefficient estimation = 0.80 showing a significant and positive relationship. 

2. H2: The service quality of Merry's Lampung cookies is a preference factor that has a positive and 

significant influence on customer satisfaction. This hypothesis is accepted as t-value = 2.90 and 

coefficient estimation = 0.33 showing a significant and positive relationship. 

3. H3: The product image of Merry's Lampung cookies is a preference factor that has a positive and 

significant influence on customer satisfaction. This hypothesis is accepted as t-value = 3.67 and 

coefficient estimation = 0.41 showing a significant and positive relationship. 

4. H4: The product quality of the Merry's Lampung cookies product is a preference factor that has a positive 

and significant influence on customer loyalty. This hypothesis is accepted as t-value = 2.28 and coefficient 

estimation = 0.36 showing a significant and positive relationship. 

5. H5: A preference element that has a favorable and large impact on patron loyalty is the service quality of 

Merry's Lampung cookies. This theory is approved since the association between the two variables is 

substantial and positive (t-value = 1.98 and coefficient estimation = 0.26). 

6. H6: The Merry's Lampung cookies' brand image is a preference factor that positively and significantly 

affects consumer loyalty. With a t-value of 2.89 and a coefficient estimation of 0.62 indicating a 

significant and favorable connection, this hypothesis is supported. 

7. H7: The customer satisfaction on Merry Lampung cake is a preference factor and has a positive and 

significant effect on customer loyalty. This hypothesis is accepted as t-value = 2.84 and coefficient 

estimation = 0.36 showing a significant and positive relationship. 

 

Conclusion and Recommendations 

 

Conclusion 

Based on the results of customer preference data processing such as product quality, service quality and product 

image on customer satisfaction and customer loyalty in this study it can be concluded that: 

1. The product quality of Merry's Lampung cookies is a preference factor that has a positive and 

significant influence on customer satisfaction. 

2. The service quality of Merry's Lampung cookies is a preference factor that has a positive and significant 

influence on customer satisfaction. 

3. The product image of Merry's Lampung cookies is a preference factor that has a positive and significant 

influence on customer satisfaction. 

4. The product quality of the Merry's Lampung cookies product is a preference factor that has a positive 

and significant influence on customer loyalty. 

5. The product quality of the Merry's Lampung cookies product is a preference factor that has a positive 

and significant influence on customer loyalty. 

6. The product quality of the Merry's Lampung cookies product is a preference factor that has a positive 

and significant influence on customer loyalty. 

7. The customer satisfaction on Merry Lampung cake is a preference factor and has a positive and 

significant effect on customer loyalty. 

Recommendations 

1. Merry's Lampung cookies need to be more creative and innovate, such as creating more attractive cake 

shapes and unique packaging in order to increase customer satisfaction. 

2. In the modern era, Merry's Lampung cookies must make it easier for customer, such as a digital (non-

cash) payment system. 

3. Conduct online sales to make it easier for customer to buy Merry's Lampung pastries without having to 

come directly to the store. 

http://journal.ubl.ac.id/index.php/mabuss
mailto:andala@ubl.ac.id


Journal of Management, Business, and Social Science 

24 

 

1st Edition, January, 23 

Journal Homepage: http://journal.ubl.ac.id/index.php/mabuss  

*Corresponding Author 

Email address: andala@ubl.ac.id 

 

4. Merry's Lampung cookies need to improve facilities to increase customer satisfaction who come directly 

to the store and continuously update products to gain customer loyalty. 

 

Reference 

 

Ali, Muhammad and Raza, Syed Ali. (2017). “Service Quality Perception and Customer Satisfaction in Islamic 

Banks of Pakistan: The Modified SERVQUAL Model.” Total Quality Management & Business Excellence 

28(5–6):559–77. doi: 10.1080/14783363.2015.1100517. 

Barusman, Andala Rama Putra. (2019). “The Effect of Security, Service Quality, Operations and Information 

Management, Reliability &trustworthiness on e-Loyalty Moderated by Customer Satisfaction on the Online 

Shopping Website.” International Journal of Supply Chain Management 8(6):586–94. 

Barusman, Andala Rama Putra and Rulian, Evelin Putri. (2020). “Customer Satisfaction and Retention and Its 

Impact on Turism in Hotel Industry.” Utopia y Praxis Latinoamericana 25(Extra1):117–26. doi: 

10.5281/zenodo.3774581. 

Barusman, Andala Rama Putra and Suwandi, Felicia. (2020). “The Impact of Lifestyle, Social Media Marketing, 

and Influencer Marketing on Purchase Decision for Ayam Geprek Culinary Business.” International Journal 

of Psychosocial Rehabilitation 24(9):2854–60. 

Budianto, Apri. (2019). “The Graduate Program of Universitas Galuh Master of Management Studies Program 

Customer Loyalty : Quality of Service.” 3(1). 

Dennisa, Eugenia Andrea and santoso, Suryono Budi. (2016). “Analisis Pengaruh Kualitas Produk , Kualitas 

Layanan , Dan Citra Merek Terhadap Loyalitas Pelanggan Melalui Kepuasan Pelanggan Sebagai Variabel 

Intervening ( Studi Pada Klinik Kecantikan Cosmedic Semarang ).” 5:1–13. 

Gugler., Klaus, Michael Weichselbaumer, and Zulehner, Christine. (2015). “Competition in the Economic Crisis : 

Analysis of Procurement Auctions.” European Economic Review 73(March 2008):35–57. doi: 

10.1016/j.euroecorev.2014.10.007. 

Izogo, Ernest Emekaand and Ogba, Ike Elechi. (2015). “Service Quality, Customer Satisfaction and Loyalty in 

Automobile Repair Services Sector.” International Journal of Quality and Reliability Management 

32(3):250–69. doi: 10.1108/IJQRM-05-2013-0075. 

Azizan, Nurul Sakinah and Yusr, Maha Mohammed. (2019). “The Influence Of Customer Satisfaction , Brand 

Trust And Brand Image Towards Customer.” 93–108. doi: 10.35631/ijemp.270010. 

Kotler. (2015). Marketing an Introducing Pretiece Hall Twelfth Edition”,. England : 

Lahap, Johanudin., Ramli, Nur Safiah., Said, Noraslinda Moh., Radzi, Salleh Moh and Zain, Razlan Adli. (2016). 

“A Study of Brand Image towards Customer’s Satisfaction in the Malaysian Hotel Industry.” Procedia - 

Social and Behavioral Sciences 224(August 2015):149–57. doi: 10.1016/j.sbspro.2016.05.430. 

Lecturer, Former. (2014). “Achieving Service Quality Through Its Valuable Dimensions Tangibility : An 

Empirical Study Of The Indian Airlines.” 2(2):45–52. 

Linder, Marcus., Sarasini, Steven and Loon, Patricia Van. (2017). “Methods,Tools, And Soft Wa R E A Metric 

for Quantifying Product-Level.” 21(3):545–58. doi: 10.1111/jiec.12552. 

Minar, Demsi. (2017). “Brand Image and Product Quality on Customer Loyalty ( Survey in Cekeran Midun ).” 

16(1):43–50. 

Minciullo, A., Tartaglini, D., Colombo, B., Filomeno and Muzio, M, D. (2022). “Assessing Validity and Reliability 

of a New Tool : The ECSQ (Endoscopy Customer Satisfaction Question- Naire) in Italian for Customer 

Satisfaction in Digestive Endoscopy.” 34(2):166–76. doi: 10.7416/ai.2022.2476. 

Mullatahiri, Vjosa, and Fatos Ukaj. (2019). “The Effects of E-Marketing Communications on Brand Loyalty : The 

Case of Mobile Telephone Operators in 

http://journal.ubl.ac.id/index.php/mabuss
mailto:andala@ubl.ac.id


Journal of Management, Business, and Social Science 

25 

 

1st Edition, January, 23 

Journal Homepage: http://journal.ubl.ac.id/index.php/mabuss  

*Corresponding Author 

Email address: andala@ubl.ac.id 

 

Kosovo.” 6:15–23. 

Pakurár, Miklós., Hossam Haddad., János Nagy., József Popp., and Judit Oláh. (2019). “The Service Quality 

Dimensions That Affect Customer Satisfaction in the Jordanian Banking Sector.” Sustainability 

(Switzerland) 11(4):1–24. doi: 10.3390/su11041113. 

Rita, Paulo., Tiago Oliveira, and Almira Farisa. (2019). “The Impact of E-Service Quality and Customer 

Satisfaction on Customer Behavior in Online Shopping.” Heliyon 5(10):e02690. doi: 

10.1016/j.heliyon.2019.e02690. 

Rosadi, Barkah., Yusuf, Muhammad and Aep Saepu. (2022). “The Effect of Company Reputation and Customer 

Experience on Customer Loyal Behavior Citylink Indonesia.” 5(2):417–21. 

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, Dan R&D. Bandung: Alfabeta, CV. 

Tjiptono, Fandy and Gregorius Chandra. (2011). Serivce Quality and Satisfiation. 3th ed. Jakarta: Andi Offse. 

Yamoah, Emmanuel Eratus. (2013). “Relationship between Compensation and Employee Productivity.” 

Singaporean Journal of Business Economics and Management Studies 2(1). 

Yooyen, A., M. Songkroh, and C. Chuchuen. (2019). “4P’s Marketing Mix Perception of Orchid Buyers in the 

Northern Part of Thailand.” International Conference on … 368–75. 

Zaid, Sudirman, and Patwayati Patwayati. (2021). “Impact of Customer Experience and Customer Engagement on 

Satisfaction and Loyalty : A Case Study in Indonesia.” 8(4):983–92. doi: 

10.13106/jafeb.2021.vol8.no4.0983. 

Zygiaris, Sotirios., Zahid, Hameed., Mubarak, Ayidh, Alsubaie and Shafiq, Ur, Rehman. (2022). “Service Quality 

and Customer Satisfaction in the Post Pandemic World : A Study of Saudi Auto Care Industry.” 

13(March):1–9. doi: 10.3389/fpsyg.2022.842141. 

 

http://journal.ubl.ac.id/index.php/mabuss
mailto:andala@ubl.ac.id

	DAFTAR ISI & DIREKSI 2022 Mabuss.pdf (p.1-2)
	Jurnal 2. Adi Gunawan.pdf (p.3-12)

