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Abstract: The purpose of this study is to examine and explain the 

influence of service quality, brand image, and customer satisfaction on 

customer loyalty, both simultaneously and partially. Data collection was 

conducted using a structured questionnaire distributed to all customers. 

The population and sample of this study consisted of all 40 customers of 

PT. Mentari Mas Multimoda Kendari. The analytical tool used was 

multiple linear regression analysis with the assistance of SPSS software 

version 25. The results of the study indicate that, simultaneously, service 

quality, brand image, and customer satisfaction have a significant 

influence on customer loyalty. Partially: (1) Service quality has a 

positive and significant effect on customer loyalty, (2) Brand image has 

a positive and significant effect on customer loyalty, and (3) Customer 

satisfaction has a positive and significant effect on customer loyalty. 

These findings indicate that enhancing these three variables is crucial 

in building customer loyalty for the company. Practical implications 

suggest that management should focus on optimizing service quality and 

strengthening brand image. Limitations of the study include a small 

sample size & a geographically limited scope restricted to Kendari City. 

 

Abstrak : Tujuan penelitian ini adalah untuk menguji dan menjelaskan 

pengaruh kualitas layanan, citra merek, dan kepuasan pelanggan 

terhadap loyalitas pelanggan, baik secara simultan maupun parsial. 

Pengumpulan data dilakukan dengan menggunakan kuesioner 

terstruktur yang disebarkan kepada seluruh pelanggan. Populasi 

responden sekaligus sampel penelitian ini adalah seluruh pelanggan PT. 

Mentari Mas Multimoda Kendari sebanyak 40 orang. Alat analisis yang 

digunakan adalah analisis regresi linier berganda dengan bantuan 

software SPSS versi 25. Hasil penelitian menunjukkan bahwa secara 

simultan, kualitas layanan, citra merek, dan kepuasan pelanggan 

berpengaruh signifikan terhadap loyalitas pelanggan. Secara parsial: (1) 

Kualitas layanan berpengaruh positif dan signifikan terhadap loyalitas 

pelanggan, (2) Citra merek berpengaruh positif dan signifikan terhadap 

loyalitas pelanggan, dan (3) Kepuasan pelanggan berpengaruh positif 

dan signifikan terhadap loyalitas pelanggan. Temuan ini mengindikasi 

kan bahwa peningkatan ketiga variabel tersebut krusial dalam 

membangun loyalitas pelanggan perusahaan. Implikasi praktisnya, 

manajemen disarankan fokus pada optimalisasi kualitas layanan dan 

penguatan citra merek. Keterbatasan penelitian mencakup sampel yang 

kecil dan lingkup geografis yang terbatas hanya di Kota Kendari. 
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INTRODUCTION 

In the current era of globalization and digitalization, the logistics and 

transportation services industry is experiencing rapid growth and increasingly fierce 

competition. Logistics service providers are required to focus not only on delivery 

reliability but also on building long-term relationships with customers through 

superior service, a strong brand image, and high customer satisfaction. According to 

Kotler and Keller (2016), customer loyalty is one of the most important indicators of 

company performance because loyal customers can significantly contribute to a 

company's survival and growth. 

PT. Mentari Mas Multimoda Kendari, a multimodal logistics service company 

in Kendari City, faces challenges in maintaining customer loyalty. Based on initial 

observations, the company is experiencing a decline in the number of repeat 

customers, while the number of one-time customers is increasing. This phenomenon 

indicates that long-term relationships with customers have not been optimally 

established. Some customers complain about late deliveries, lack of responsiveness 

from customer service, and inconsistencies in service, which ultimately impact 

customer perceptions of the company's brand image. Parasuraman, Zeithaml, & Berry 

(2010) define service quality as the difference between customer expectations and 

perceptions of the actual service provided. If the service provided meets or exceeds 

customer expectations, the service quality is considered good and satisfactory. 

However, if the service received falls short of expectations, the service quality is 

considered poor. 

Brand image is a crucial factor in creating positive customer perceptions of a 

company. A strong brand image can shape consumer trust and preference. Although 

PT. Mentari Mas Multimoda Kendari has a long track record in the logistics services 

industry, public perception of the company's brand image varies. Some customers 

perceive the company as an efficient transportation provider, while others associate 

the brand with slow and unprofessional service. Inconsistencies in customer 

experiences mean the brand image has not yet fully formed in consumers' minds, thus 

hampering its ability to differentiate itself from competitors. According to Kotler and 

Keller (2016), companies must consistently convey messages that reflect brand values 

and excellence to ensure consumer perceptions align with the desired brand identity. 

A mismatch between brand identity and image can lead to confusion and undermine 

customer trust. 
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Satisfied customers tend to make repeat purchases and recommend the company 

to others. The level of customer satisfaction at PT. Mentari Mas Multimoda Kendari 

is suboptimal. This is evident in the number of customers who switch to other logistics 

companies because they feel their needs are not fully met. Factors such as late 

deliveries, ineffective communication, and lack of follow-up on complaints are the 

main causes of declining satisfaction. Although some customers remain loyal due to 

competitive prices or personal relationships with staff, there are generally still gaps 

that need to be addressed to achieve overall satisfaction. 

Pleshko & Heiens (2015) found that satisfied customers are more likely to make 

repeat purchases and become loyal users of a particular product or service brand 

compared to customers who have had unsatisfactory experiences. Customer 

satisfaction creates loyalty that not only increases purchase frequency but also 

strengthens long-term relationships between customers and companies. Oliver (1997) 

defines customer satisfaction as a post-purchase consumer evaluation that assesses 

whether a product or service meets their needs and expectations. 

Parasuraman, Zeithaml, & Berry (1985) define service quality as the difference 

between customer perceptions of current service and expectations of excellent service. 

This means that service quality is assessed based on the extent to which the service 

provided meets or exceeds customer expectations. Chakrabarty et al. (2007) defines 

service quality as adapting to customer needs in delivering a service. This approach 

emphasizes the importance of flexibility and responsiveness in the service delivery 

process, so that each service received by customers is not only standardized but also 

tailored to individual customer preferences, conditions, and desires. In other words, 

service quality is measured not only by the conformity of products and services 

provided to general customer expectations but also by how well the service provider 

can recognize and meet each customer's unique needs. This adaptation encompasses 

various aspects, from communication and personalized service to adjusting processes 

and products to make them more relevant and valuable to customers. 

Balinado et al. (2021) in their research explain that measuring service quality 

consists of five indicators: tangibles, reliability, responsiveness, assurance, and 

empathy. 

a) Tangibles. Tangible indicators are the physical means used by an organization to 

create and perform work. The supporting equipment and appearance of employees 

used to serve customers can create a memorable impression for customers. 
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b) Reliability. Reliability is the ability and commitment of employees to provide services 

as agreed. Decisions are made based on the desire to align performance with customer 

expectations, which means punctuality and consistent service for all customers. 

c) Responsiveness. Responsibility is the behavior of employees in an organization to act 

in a timely manner and convey information according to customer needs. The ability 

to respond to what employees have is positively assessed by customers, thus fostering 

competence when serving customers. 

d) Assurance. Assurance is a core indicator of service quality that impacts customer 

satisfaction. 

e) Empathy. Without empathy, customers will remain dissatisfied with service quality; 

therefore, empathy significantly impacts customer satisfaction. 

Brand image is a consumer's perception of a brand, formed from their experiences, 

expectations, and interactions with the product or service. Keller (1993) explains that 

brand image is a consumer's perception reflected by the brand associations held in their 

memory. These associations can take the form of product attributes, benefits, or even 

specific symbols or emotions associated with the brand. Nguyen and Leblanc (1998) 

define brand image as cognitive and affective perceptions formed through direct or 

indirect experiences with an institution or service. Brand image contributes significantly 

to customer trust. 

Brand image is a consumer's perception of a brand, formed from their experiences, 

expectations, and interactions with the product or service. Keller (1993) explains that 

brand image is a consumer's perception reflected by the brand associations they hold in 

their memory. These associations can take the form of product attributes, benefits, or 

even specific symbols or emotions associated with the brand. 

Nguyen and Leblanc (1998) define brand image as cognitive and affective 

perceptions formed through direct and indirect experiences with an institution or service. 

Brand image contributes significantly to customer trust, satisfaction, and loyalty. This 

means that brand image is not only built from actual consumer interactions with the 

institution but also from information, promotions, or opinions of others received 

indirectly. Brand image plays a crucial role in shaping customer trust, as positive 

perceptions can increase feelings of security and confidence in the institution. Nguyen 

and Leblanc (1998) define brand image as cognitive and affective perceptions formed 

through direct and indirect experiences with an institution or service. Brand image 

contributes significantly to customer trust, satisfaction, and loyalty. This means that 
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brand image is not only built from actual consumer interactions with an institution, but 

also from information, promotions, or the opinions of others indirectly received. Brand 

image plays a crucial role in shaping customer trust, as positive perceptions can increase 

feelings of security and confidence in an institution. 

Nguyen and Leblanc (1998) proposed four indicators of corporate image that 

influence customer perceptions, as cited in Rahman (2012): 

a) Corporate identity is the visual and non-visual representation of the company's 

identity, conveyed to employees, customers, shareholders, and the general public. It 

represents the company's identity in visual and non-visual forms, reflecting the 

organization's involvement in the corporate identity symbol. 

b) Personal contact is a deliberate, ongoing effort to build and maintain mutual 

understanding between the company and its customers. This demonstrates that 

personal contact is considered a process or activity aimed at establishing 

communication between the company and external parties. 

c) Physical environment is tangible evidence that can convey a company's image in the 

eyes of consumers. 

d) Service access is the direct experience customers experience when consuming goods 

and services. This relates to the ease with which consumers can obtain information 

about services related to products or services. 

Kotler & Keller (2009) define consumer satisfaction as a person's feeling of 

pleasure or disappointment arising from comparing perceived product performance with 

their expectations. If product performance meets or exceeds expectations, consumers will 

be satisfied or even delighted. However, if product performance falls short of 

expectations, consumers tend to be disappointed. Therefore, consumer satisfaction is an 

important indicator in assessing the success of a product or service in meeting customer 

needs and expectations, which can ultimately influence loyalty and future purchasing 

decisions. 

Kotler and Keller (2006:177) state that measuring consumer satisfaction, or in this 

case, customer satisfaction, includes expectations regarding product or service 

performance, performance toward product or service performance, conformity to product 

or service performance, and satisfaction with product or service performance. 

1) Expectations regarding product or service performance are a state in which consumer 

perceptions align with consumer expectations. 
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2) Performance toward product or service performance is the performance perceived by 

consumers based on information obtained from various sources. 

3) Conformity to product or service performance is the congruence of perceived product 

or service performance (results) with expected performance (results). 

4) Satisfaction with product or service performance, feelings of disappointment, 

pleasure, and extreme pleasure will arise after comparing the perceived performance 

(result) of the product or service to the expected performance (result). If performance 

is below expectations, the customer is dissatisfied. If performance meets expectations, 

the customer is satisfied. If performance exceeds expectations, the customer is 

extremely satisfied. 

According to Oliver (1999), loyalty is defined as a deep commitment to repurchase 

or repatronize a preferred product or service consistently in the future, despite situational 

influences and marketing efforts that have the potential to cause brand switching. This 

shows that loyalty is not only repeat purchasing behavior, but also involves the affective 

and cognitive aspects of customers. In conclusion, customer loyalty theory explains that 

loyalty is not just about purchasing frequency, but also an emotional relationship and 

long-term commitment between customers and brands. To build strong loyalty, 

companies need to combine functional approaches (quality products and services) and 

emotional (relationships and trust), so that customers are not only satisfied but also 

psychologically attached to the brand. According to Kotler and Keller (2016), consumer 

loyalty can be measured using the following indicators: 

a) Repeat Purchase, which is a consumer's willingness to repurchase a product. 

b) Retention, which is a consumer's resistance to negative influences regarding the 

company. 

c) Referrals, which is a consumer's willingness to offer or inform others about the 

product. 

Based on the conceptual framework and the relationships between the existing 

variables, the hypotheses in this study can be formulated as follows: 

H1 : Service Quality, Brand Image, and Customer Satisfaction have a positive and 

significant effect on customer loyalty. 

H2 : Service Quality has a positive and significant effect on customer loyalty. H3. 

Brand Image has a positive and significant effect on customer loyalty. 

H4 : Customer satisfaction has a positive and significant effect on customer loyalty. 
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METHOD 

The population in this study was all customers of PT. Mentari Mas Multimoda 

Kendari who had used the delivery service twice or more, totaling 40 people. Considering 

the population size that could be reached by the study, the entire population was used as 

respondents. 

The data collection method used a questionnaire, which consisted of statements 

corresponding to each research variable distributed to customers of PT. Mentari Mas 

Multimoda Kendari. The questionnaire was closed-ended, meaning that respondents 

were limited to providing only a few alternatives or one answer for each statement. The 

questionnaire was distributed online using Google Forms. 

The data measurement scale in this study used a Likert scale. In data processing, 

the Likert scale is an interval scale, with a Likert scale ranging from 1 to 5. The data were 

analyzed using multiple linear regression analysis, which was performed using SPSS 24 

statistical software. This analysis estimated the influence of all independent variables 

(X), namely Service Quality, Brand Image, and Customer Satisfaction on (Y), customer 

loyalty. 

 

RESULTS AND DISCUSSION 

The respondents included in this study were all 40 customers of PT. Mentari Mas 

Multimoda Kendari. The description of respondent characteristics in this study aims to 

explain the characteristics of PT. Mentari Mas Multimoda Kendari's customers, including 

age, gender, occupation, port of destination, and type of goods shipped. Therefore, the 

respondent characteristics can be defined as follows: 

Table 1: Respondent Characteristics 
No Respondent Characteristics Frequency Percentage (%) 

 

1 

 

Age (Years)) 

21-32 14 35.0 

33-44 16 40.0 

45-57 10 25.0 

Amount 40 100 

 

2 

Gender Male 17 42.5 

Female 23 57.5 

Amount 40 100 

3 Job Private sector employees 26 65.0 

State-owned enterprise employees 1 2.5 

Self-employed 12 30.0 

Indonesian National Armed 

Forces/Indonesian National Police 

1 2.5 

Amount 40 100 

4 Surabaya 14 35.0 
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No Respondent Characteristics Frequency Percentage (%) 

Destination 

Port 

Makassar 6 15,00 

Jakarta 2 5.0 

Lebih dari satu tujuan 18 45.0 

Amount 40 100 

5 Types of 

goods 

Agricultural products 9 22.5 

Sea products 5 12.5 

General cargo 9 22.5 

Spare part 2 5.0 

IBC TANK 1 2.5 

FROZEN FOOD 1 2.5 

Wall paint 1 2.5 

More than one type 12 30.0 

Amount 40 100 

 

From table 1 Characteristics of respondents based on age at PT. Mentari Mas 

Multimoda Kendari shows that the majority of customers are in the productive age range, 

namely 33-44 years (40.0%), followed by 21-32 years (35.0%) and 45-57 years (25.0%). 

based on gender at PT. Mentari Mas Multimoda Kendari shows that the majority of 

respondents are women as many as 23 people (57.5%), while men numbered 17 people 

(42.5%). Characteristics of respondents based on type of work at PT. Mentari Mas 

Multimoda Kendari shows that the majority are private employees as many as 26 people 

(65.0%), followed by entrepreneurs as many as 12 people (30.0%), while BUMN 

employees and members of the TNI each only number 1 person (2.5%). based on the 

destination port at PT. Mentari Mas Multimoda Kendari shows that most customers, as 

many as 18 people (45.0%), have more than one destination port. Followed by Surabaya 

with 14 people (35.0%), Makassar with 6 people (15%), and Jakarta with 2 people 

(5.0%). Respondent characteristics based on the type of goods sent through PT. Mentari 

Mas Multimoda Kendari show that the majority of customers, namely 12 people (30.0%), 

send more than one type of goods. Meanwhile, the most dominant types of goods 

specifically are agricultural products and general cargo, each with 9 people (22.5%), 

followed by seafood (12.5%), and the rest such as spare parts, IBC tanks, frozen food, 

and wall paint are in the range of 2.5%–5.0%. 

 

Hypothesis Testing 

To address the research questions, namely the influence of service quality, brand 

image, and customer satisfaction on customer loyalty at PT. Mentari Mas Multimoda 

Kendari, both simultaneously and partially, multiple linear regression analysis was 
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conducted. The results of the multiple linear regression analysis are presented in Table 2 

as follows: 

 

Table 2. Results of Multiple Linear Regression Analysis 

Relationship between variables 
coefficient 

(standardized) 
t-value Sig.t Results 

Service quality ‒> customer loyalty 0.244 2.684 0.011 Accepted 

Brand image ‒> customer loyalty 0.305 2.595 0.014 Accepted 

Customer satisfaction ‒> customer loyalty 0.469 3.633 0.001 Accepted 

R : 0.905 

Rsquare  : 0.820 

Fvalue  : 54.542 

Sign. F   : 0.000 

 

Based on the results of the multiple linear regression analysis presented in Table 3 

above, the R2 value of 0.905 indicates a strong relationship between the independent 

variables—service quality, brand image, and customer satisfaction—and the dependent 

variable—customer loyalty at PT. Mentari Mas Multimoda Kendari, as it approaches 

one. The coefficient of determination (R2) of 0.820 indicates that the model explains 82.0 

percent of the variability in the variables of service quality, brand image, and customer 

satisfaction toward customer loyalty at PT. Mentari Mas Multimoda Kendari. This 

suggests that this research model has good accuracy and precision, as the coefficient of 

determination approaches one. The remaining 18 percent is explained by variables not 

included in the model. 

Based on a simultaneous test of the influence of service quality, brand image, and 

customer satisfaction on customer loyalty at PT. Mentari Mas Multimoda Kendari, the 

F-test results obtained an F-value of 54.542, with a significance level of 0.000 <α = 0.05. 

These results indicate that service quality, brand image, and customer satisfaction 

simultaneously have a significant effect on customer loyalty at PT. Mentari Mas 

Multimoda Kendari, thus accepting the first hypothesis proposed in this study. The results 

of the test of the influence of service quality on customer loyalty at PT. Mentari Mas 

Multimoda Kendari obtained a coefficient estimate of 0.244 with a positive direction. A 

positive path coefficient indicates that the influence of service quality on customer 

loyalty is unidirectional. Furthermore, the significant t-value of 0.011 <α = 0.05 indicates 

that service quality has a positive and significant effect on customer loyalty. Therefore, 

the second hypothesis proposed in this study is accepted. Based on the results of testing 

the influence of brand image on customer loyalty at PT. Mentari Mas Multimoda 
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Kendari, the estimated coefficient value was 0.305 with a positive direction. A positive 

path coefficient indicates that the influence between brand image and customer loyalty 

is unidirectional. Furthermore, a significant t-value of 0.014 <α = 0.05 is evident. Based 

on these results, it can be concluded that brand image has a positive and significant 

influence on customer loyalty, thus, the third hypothesis proposed in this study can be 

accepted. 

Based on the results of testing the influence of customer satisfaction on customer 

loyalty at PT. Mentari Mas Multimoda Kendari, the estimated coefficient value was 

0.469 with a positive direction. A positive path coefficient indicates that the influence 

between customer satisfaction and customer loyalty is unidirectional. Furthermore, a 

significant t-value of 0.000 <α = 0.05 is evident. Based on these results, it can be said 

that customer satisfaction has a positive and significant effect on customer loyalty, so 

that with these results it can be said that the fourth hypothesis proposed in this study can 

be accepted and is the variable with the highest coefficient value on customer loyalty. 

 

CONCLUSION 

Based on the results and discussion of this research, several research conclusions 

can be put forward, which include: (1) Service quality, brand image, and customer 

satisfaction simultaneously have a significant effect on customer loyalty at PT. Mentari 

Mas Multimoda Kendari; (2) Service quality has a positive and significant effect on 

customer loyalty at PT. Mentari Mas Multimoda Kendari; (3) Brand image has a positive 

and significant effect on customer loyalty at PT. Mentari Mas Multimoda Kendari; (4_ 

Customer satisfaction has a positive and significant effect on customer loyalty at PT. 

Mentari Mas Multimoda Kendari. 

Based on the results, research discussion, and conclusions, several recommended 

research suggestions are: (1) Service quality at PT. Mentari Mas Multimoda Kendari, a 

factor that needs to be considered for improvement is the level of tangibles, especially in 

terms of physical and digital facilities, so that the company's professional image is 

strengthened and customer satisfaction can be further improved; (2) Improving brand 

image, a factor that is still being considered for improvement is company identity, 

especially in terms of consistency and wider communication reach so that the company's 

identity is more attached and recognized more deeply by customers and the general 

public; (3) The majority of customers at PT. Mentari Mas Multimoda Kendari already 

have a good level of satisfaction. However, there is still a need for improvement, 
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especially regarding expectations regarding product or service performance. This can be 

done by consistently improving service quality, especially in terms of information 

accuracy, service speed, and employee professionalism, which is necessary so that the 

company can better meet or even exceed customer expectations as a whole; (4) Customer 

loyalty at PT. Mentari Mas Multimoda Kendari still needs to be improved, especially 

regarding retention. Improvement Retention can be achieved by improving transparent 

communication, responsive crisis management, and strengthening the company's positive 

image so that customer loyalty can be maintained more strongly in the face of external 

challenges. 

 

REFERENCES 

Aaker, D. A. (1991). MANAGING BRAND EQUITY: CAPITALIZING ON THE 

VALUE OF A BRAND NAME. New York: Free Press. 

Abriyanto, R., Zulkarnain, Z., & Garnasih, R. L. (2025). ANALYSIS OF SERVICE 

QUALITY AND BRAND IMAGE ON CUSTOMER SATISFACTION 

AND LOYALTY: CASE STUDY OF PRECIOUS METAL PRODUCts. 

Golden Ratio of Marketing and Applied Psychology of Business, 5(1), 219-

233. https://doi.org/10.52970/grmapb.v5i1.870 

Adzan, I., Bisma, M. A., & Fayaqun, R. (2023). PENENGARUH LOGISTICS 

QUALITY TERHADAP LOYALITAS DENGAN KEPUTUSAN 

PELANGGAN SEBAGAI VARIABEL INTERVENING PADA JASA 

FREIGHT FORWARDING DIVISI SEA FREIGHT DI PT HRW. Innovative: 

Journal Of Social Science Research, 3(6), 764-776. 

Agiesta, W., Sajidin, A., & Perwito, P. (2021). PENGARUH KUALITAS 

PELAYANAN DAN KEPUASAN CUSTOMER TERHADAP LOYALITAS 

CUSTOMER KA LOKAL BANDUNG RAYA. Jurnal Ilmiah Manajemen, 

Ekonomi, & Akuntansi (MEA), 5(2), 1653-1664. 

Ahmed, Z., Rizwan, M., Ahmad, M., & Haq, M. (2014). EFFECT OF BRAND TRUST 

AND CUSTOMER SATISFACTION ON BRAND LOYALTY IN 

BAHAWALPUR. Journal of Sociological Research, 5(1), 306–326. 

https://doi.org/10.5296/jsr.v5i1.6568 

Akbar, M. M., & Parvez, N. (2019). IMPACT OF SERVICE QUALITY, TRUST, 

AND CUSTOMER SATISFACTION ON CUSTOMER LOYALTY. 

International Journal of Bank Marketing, 37(2), 460-478. 



AT-TARIIZ: Volume 4 (No.01) 2025 Pp 01-17 

 
 

Yususf 
 

12 

 

 

https://doi.org/10.1108/IJBM-09-2018-0249 

Alhaddad, A. (2019). THE IMPACT OF BRAND EXPERIENCE, BRAND TRUST 

AND BRAND SATISFACTION ON BRAND LOYALTY. International 

Journal of Business and Management, 14(2), 21-35 

Ali, M., Raza, S. A., & Qazi, W. (2012). THE RELATIONSHIP BETWEEN SERVICE 

QUALITY AND CUSTOMER SATISFACTION IN TELECOM SECTOR 

OF PAKISTAN. Interdisciplinary Journal of Contemporary Research in 

Business, 4(1), 700–709. 

Anderson, E. W., Fornell, C., & Lehmann, D. R. (2011). CUSTOMER 

SATISFACTION, MARKET SHARE, AND PROFITABILITY: FINDINGS 

FROM SWEDEN. Journal of Marketing, 58(3), 53-66. 

Andrews, R. and Van de Walle, S. (2012), NEW PUBLIC MANAGEMENT AND 

CITIZENS’ PERCEPTIONS OF LOCAL SERVICE EFFICIENCY, 

RESPONSIVENESS, EQUITY AND EFFECTIVENESS, Public 

Management Review, doi:10.1080/14719037.2012.725757 

Anselmsson, J., Bondesson, N., & Johansson, U. (2014). BRAND IMAGE AND 

CUSTOMERS’ WILLINGNESS TO PAY A PRICE PREMIUM FOR FOOD 

BRANDS. Journal of Product & Brand Management, 23(2), 90–102. 

https://doi.org/10.1108/JPBM-10-2013-0414 

Arora, R., & Stoner, C. (2009). A MIXED METHOD APPROACH TO 

UNDERSTANDING BRAND PERSONALITY. Journal of Product & Brand 

Management, 18(4), 272-283. https://doi.org/10.1108/10610420910972792 

Ashari, A. (2023). PENGARUH MANAJEMEN HUBUNGAN PELANGGAN, 

CITRA PERUSAHAAN DAN TARIF PELAYANAN JASA TERHADAP 

LOYALITAS PELANGGAN PADA PT PELINDO JASA Maritim. Nobel 

Management Review, 4(3), 426-440. 

Balinado, J. R., Prasetyo, Y. T., Young, M. N., Persada, S. F., Miraja, B. A., & Redi, 

A. A. N. P. (2021). THE EFFECT OF SERVICE QUALITY ON CUSTOMER 

SATISFACTION IN AN AUTOMOTIVE AFTER- SALES SERVICE. 

Journal of Open Innovation: Technology, Market, and Complexity, 7(2), 116. 

Batra, R., Ahuvia, A., & Bagozzi, R. P. (2012). BRAND LOVE. Journal of Marketing, 

76(2), 1-16. 

Bezes, P., Demazie`re, D., Le Bianic, T., Paradeise, C., Normande, R., Benamouzig, R., 

Pierru, F. And Evetts, J. (2012), NEW PUBLIC MANAGEMENT AND 



AT-TARIIZ: Volume 4 (No.01) 2025 Pp 01-17 

 
 

Yususf 
 

13 

 

 

PROFESSIONALS IN THE PUBLIC SECTOR. WHAT NEW PATTERNS 

BEYOND OPPOSITION?, Sociologie du travail, Vol. 54 No. 1, pp. e1-e52 

Biel, A. L. (1992). HOW BRAND IMAGE DRIVES BRAND EQUITY. Journal of 

Advertising Research, 32(6) 

Bowersox, D. J., Closs, D. J., & Cooper, M. B. (2013). SUPPLY CHAIN LOGISTICS 

MANAGEMENT (4th ed.). McGraw-Hill Education 

Caruana, A. (2002). SERVICE LOYALTY: THE EFFECTS OF SERVICE QUALITY 

AND THE MEDIATING ROLE OF CUSTOMER SATISFACTION. 

European Journal of Marketing, 36(7/8), 811–828 

Chakrabarty, S., Whitten, D., & Green, K. (2007). UNDERSTANDING SERVICE 

QUALITY AND RELATIONSHIP QUALITY IN IS OUTSOURCING: 

CLIENT ORIENTATION AND PROMOTION, PROJECT 

MANAGEMENT EFFECTIVENESS, AND THE TASK-TECHNOLOGY-

STRUCTURE FIT. Journal of Computer Information Systems, 48(2), 1–15. 

https://doi.org/10.1080/088 74417.2008.11646004 

Chaudhuri Arjun,Holbrook B.Moris. 2001. THE CHAIN OF EFFECTS FROM 

BRAND TRUST AND BRAND AFFECTS TO BRAND PERFORMANCE:  

THE ROLE OF BRAND LOYALTY. Journal of Marketing Vol.65,p.81-93 

Chaudhuri, A., & Holbrook, M. B. (2015). THE CHAIN OF EFFECTS FROM 

BRAND TRUST AND BRAND AFFECT TO BRAND PERFORMANCE: 

THE ROLE OF BRAND LOYALTY. Journal of Marketing, 65(2), 81- 93. 

Chi, C. G., & Gursoy, D. (2013). EMPLOYEE SATISFACTION, CUSTOMER 

SATISFACTION, AND FINANCIAL PERFORMANCE: AN EMPIRICAL 

EXAMINATION. International Journal of Hospitality Management, 30(2), 

245-253. 

Chinomona, R., & Sandada, M. (2021). THE IMPACT OF SERVICE QUALITY ON 

CUSTOMER SATISFACTION AND LOYALTY: EMPIRICAL 

EVIDENCE FROM ZIMBABWEAN RETAIL BANKS. Journal of African 

Business, 22(1), 85-102. https://doi.org/10.1080/15228916.2020.1742866 

Christopher, M., Payne, A., & Ballantyne, D. (1991). RELATIONSHIP 

MARKETING: BRINGING QUALITY, CUSTOMER SERVICE AND 

MARKETING TOGETHER. Butterworth-Heinemann 

Churchill, G. A., & Surprenant, C. (1982). AN INVESTIGATION INTO THE 

DETERMINANTS OF CUSTOMER SATISFACTION. Journal of Marketing 



AT-TARIIZ: Volume 4 (No.01) 2025 Pp 01-17 

 
 

Yususf 
 

14 

 

 

Research, 19(4), 491-504 

Cooper, D. R., & Schindler, P. (2014). BUSINESS RESEARCH METHODS. Mcgraw-

hill. 

Cuong, D. T., & Khoi, B. H. (2019). THE RELATIONSHIP BETWEEN SERVICE 

QUALITY, SATISFACTION, TRUST, AND CUSTOMER LOYALTY 

WAS STUDIED IN A STUDY OF CONVENIENCE STORES IN 

VIETNAM. Journal of Advanced Research in Dynamical and Control 

Systems, 11(1 Special Issue), 327– 333. 

Dam, S. M., & Dam, T. C. (2021). RELATIONSHIPS BETWEEN SERVICE 

QUALITY, BRAND IMAGE, CUSTOMER SATISFACTION, AND 

CUSTOMER LOYALTY. The Journal of Asian Finance, Economics and 

Business, 8(3), 585-593. 

Deheshti, M., Adabi Firouzjah, J., & Alimohammadi, H. (2016). THE 

RELATIONSHIP BETWEEN BRAND IMAGE AND BRAND TRUST IN 

SPORTING GOODS CONSUMERS. Annals of Applied Sport Science, 4(3), 

27-34. 10.18869/acadpub.aassjournal.4.3.27 http://www.aesasport.com/ 

http://www.aassjournal.com/ 

Desiyanti, N. L., Sudja, I. N., & Budi Martini, L. K. (2018). EFFECT OF SERVICE 

QUALITY ON CUSTOMER SATISFACTION, CUSTOMER DELIGHT 

AND CUSTOMER LOYALTY (STUDY ON LPD DESA ADAT 

SEMBUNG AND LPD DESA ADAT SESEH). International Journal of 

Contemporary Research and Review, 9(03),20660–20668. https://doi.org/10. 

15520/ijcrr/2018/9/03/483 

Dichter, E. (1985). WHAT'S IN AN IMAGE? Journal of Consumer Marketing, 2(1), 

75-81. http://dx.doi.org/10.1108/eb038824 

Dick, A. S. and Basu, K. (1994). CUSTOMER LOYALTY : TOWARD AN 

INTEGRATED CONCEPTUAL FRAMEWORK, in: Journal of the Academy 

of Marketing Science 22(2): 99-113 

Dick, A. S., & Basu, K. (2014). CUSTOMER LOYALTY: TOWARD AN 

INTEGRATED CONCEPTUAL FRAMEWORK. Journal of the Academy of 

Marketing Science, 22(2), 99-113 

Diputra, I. G. A. W., & Yasa, N. N. (2021). THE INFLUENCE OF PRODUCT 

QUALITY, BRAND IMAGE, BRAND TRUST ON CUSTOMER 

http://www.aesasport.com/
http://www.aassjournal.com/
http://dx.doi.org/10.1108/eb038824


AT-TARIIZ: Volume 4 (No.01) 2025 Pp 01-17 

 
 

Yususf 
 

15 

 

 

SATISFACTION AND LOYALTY. American International Journal of 

Business Management (AIJBM), 4(1), 25-34. 

Dobni, D., & Zinkhan, G. M. (1990). IN SEARCH OF BRAND IMAGE: A 

FOUNDATION ANALYSIS. Advances in Consumer Research, 17, 110–119. 

Dobni, D., & Zinkhan, G. M. (2004). CONCEPTUALIZING AND MEASURING 

BRAND IMAGE: A REVIEW. Journal of the Academy of Marketing Science, 

22(2), 110–126. https://doi.org/10.1177/0092070304222002 

Durgee, J. F., & Stuart, R. W. (1987). ADVERTISING SYMBOLS AND BRAND 

NAMES: THAT BEST REPRESENT KEY PRODUCT MEANINGS. Journal 

of Consumer Marketing, 4, 15–24. 

Engel. James.F.Roger. D.Black Well And Paul. W.Miniard. 1995. PERILAKU 

KONSUMEN. Jakarta.Bina Rupa Aksara 

Faircloth, J. B., Capella, L. M., & Alford, B. L. (2005). THE EFFECT OF BRAND 

ATTITUDE AND BRAND IMAGE ON BRAND EQUITY. Journal of 

Marketing Theory and Practice, 9(3), 61–75. 

https://doi.org/10.1080/10696679.2001.11501897 

Firmansyah, M. A., & Mahardhika, B. W. (2018). PENGANTAR MANAJEMEN. 

Deepublish. 

Fornell, C., Johnson, M. D., Anderson, E. W., Cha, J., & Bryant, B. E. (2012). THE 

AMERICAN CUSTOMER SATISFACTION INDEX: NATURE, 

PURPOSE, AND FINDINGS. Journal of Marketing, 60(4), 7-18. 

Ganiyu, R. A. (2017). CUSTOMER SATISFACTION AND LOYALTY: A STUDY 

OF INTERRELATIONSHIPS AND EFFECTS IN NIGERIAN DOMESTIC 

AIRLINE INDUSTRY. Oradea Journal of Business and Economics, 2(1), 7–

20. https://doi.org/10.47535/1991ojbe013 

Ghozali, F. (2013). PENGARUH RETURN ON ASSET (ROA), EARNING PER SHARE 

(EPS), DAN DEBT TO EQUITY RATIO (DER) TERHADAP HARGA SAHAM 

(STUDI PADA PERUSAHAAN PROPERTI YANG LISTING DI BURSA 

EFEK INDONESIA TAHUN 2007-2011) (Doctoral dissertation, Universitas 

Brawijaya). 

Ghozali, I. (2006). APLIKASI MULTIVARIATE DENGAN PROGRAM SPSS. 

Semarang: Badan Penerbit Diponegoro 

Gounaris, S. (2005). MEASURING SERVICE QUALITY IN B2B SERVICES: AN 

EVALUATION OF THE SERVQUAL SCALE VIS‐À‐VIS THE INDSERV 



AT-TARIIZ: Volume 4 (No.01) 2025 Pp 01-17 

 
 

Yususf 
 

16 

 

 

SCALE. Journal of Services Marketing, 19(6), 421-435. 

Gramer dan Brown. (2006). LOYALITAS CUSTOMER SEBAGAI STRATEGI 

BERSAING.  

Erlangga: Jakarta Griffin, J. (2005). CUSTOMER LOYALTY: HOW TO EARN IT, 

HOW TO KEEP IT. Jossey-Bass 

Harris, L. C., & Goode, M. M. H. (2017). THE FOUR LEVELS OF LOYALTY AND 

THE PIVOTAL ROLE OF TRUST: A STUDY OF ONLINE SERVICE 

DYNAMICS. Journal of Retailing, 84(2), 231-242 

Hawkins, B. Coney.(1995). CONSUMER BEHAVIOR: IMPLICATIONS FOR 

MARKETING STRATEGY, 5. 

Homburg, C., Koschate, N., & Hoyer, W. D. (2013). THE ROLE OF COGNITION 

AND AFFECT IN THE FORMATION OF CUSTOMER SATISFACTION: 

A DYNAMIC PERSPECTIVE. Journal of Marketing, 73(3), 15-31. 

Hsieh, M. H., & Li, C. K. (2010). THE MODERATING EFFECT OF BRAND IMAGE 

ON PUBLIC RELATIONS PERCEPTION AND CUSTOMER LOYALTY. 

Marketing Intelligence & Planning, 26(1), 26–42. 

https://doi.org/10.1108/02634501011014525 

Hur, Youngjin. Ko, Yong Jae. Valacich, Joseph. (2011). A STRUCTURAL MODEL OF 

THE RELATIONSHIPS BETWEEN SPORT WEBSITE QUALITY, E-

SATISFACTION,AND E-LOYALTY. Journal of Sport Management, Vol. 25, 

Pp. 458 – 473. DOI:10.1123/jsm.25.5.458 

Hussain, R., Al Nasser, A., & Hussain, Y. K. (2014). SERVICE QUALITY AND 

CUSTOMER SATISFACTION OF A UAE-BASED AIRLINE: AN 

EMPIRICAL INVESTIGATION. Journal of Air Transport Management, 42, 

167–175. https://doi.org/10.1016/j.jairtraman.2014.10.001 

Islam, J., & Rahman, Z. (2021). THE INFLUENCE OF SERVICE QUALITY AND 

CUSTOMER SATISFACTION ON CUSTOMER LOYALTY: A STUDY IN 

INDIAN RETAIL BANKING SECTOR. International Journal of Bank 

Marketing, 39(6), 972-994. https://doi.org/10.1108/IJBM-03-2020-0115 

Kang, G. D., & James, J. (2011). SERVICE QUALITY DIMENSIONS: AN 

EXAMINATION OF GRÖNROOS’S SERVICE QUALITY MODEL. 

Managing Service Quality, 14(4), 266–277. https://doi.org/10.1108/0960452 

0410546806 

Keller, K. L. (1993). CONCEPTUALIZING, MEASURING, AND MAN AGING 



AT-TARIIZ: Volume 4 (No.01) 2025 Pp 01-17 

 
 

Yususf 
 

17 

 

 

CUSTOMER-BASED BRAND EQUITY. Journal of Marketing, 57, 1–22. 

Keller, K. L. (2001). BUILDING CUSTOMER-BASED BRAND EQUITY: A 

BLUEPRINT FOR CREATING STRONG BRANDS. Marketing 

Management, 10(2), 15–19 

Keller, K. L. (2003). STRATEGIC BRAND MANAGEMENT: BUILDING, 

MEASURING, AND MANAGING BRAND EQUITY (2ND ED.). Upper 

Saddle River, NJ: Prentice Hall. 

Kim, J., Park, J., & Jeong, D. (2018). THE EFFECT OF BRAND EXPERIENCE ON 

BRAND LOYALTY: THE MEDIATING ROLE OF BRAND 

SATISFACTION AND BRAND TRUST. Journal of Business Research, 89, 

92-101. 

Klaus, P. (2018). MEASURING CUSTOMER SATISFACTION: PRACTICAL 

STRATEGIES FOR BETTER SERVICE AND QUALITY. Springer. 

Kotler, P. (2003). MARKETING INSIGHTS FROM A TO Z. Canada: John Wiley And 

Sons.Inc 

Kotler, P., & Keller, K. L. (2004). MARKETING MANAGEMENT (11th ed.). New 

Jersey: Prentice Hall. 

Kotler, P., & Keller, K. L. (2006). DIRECCIÓN DE MARKETING. Pearson 

educación. 

Kotler, P., & Keller, K. L. (2009). MARKETING MANAGEMENT (13th 

ed.). Pearson. 

Kotler, P., & Keller, K. L., 2016. MARKETING MANAGEMENT, 15th ed. Pearson 

Education Limited. 


