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Abstract 

In Indonesia, spicy food is a rapidly growing business. Mie Gacoan is one of the 

restaurants that serves spicy noodle dishes. Customer loyalty in the food business sector 

is influenced by several factors, including product quality, service quality, brand image, 

promotion, price fairness, and customer satisfaction. This study aims to test the influence 

of product quality, service quality, brand image, promotion, and price fairness on 

customer satisfaction and customer loyalty at the Mie Gacoan restaurant. The analysis 

method used is PLS-SEM. The population of this study was consumers who had 

purchased Mie Gacoan products. Respondents were determined using the purposive 

sampling method, with a total of 168 respondents. The results of this study indicate that 

product quality, service quality, promotion, and price fairness have a positive effect on 

customer satisfaction and customer loyalty. The subsequent results show that brand image 

does not influence customer satisfaction, and promotion does not influence customer 

loyalty. The limitations of this study include its focus on only a few aspects affecting 

customer satisfaction and loyalty. Additionally, respondents are not evenly distributed 

across age ranges and are limited to the Jabodetabek area. Therefore, it is suggested that 

further research can expand aspects that can affect customer satisfaction and customer 

loyalty, such as trust, store atmosphere, and physical environment quality. Further 

research can also expand the research area, and a larger number of respondents is needed. 
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INTRODUCTION 

In the contemporary era, like today, the culinary or food business is growing very 

rapidly; now spicy food is skyrocketing and growing quickly in the Indonesian culinary 

world, which is experiencing rapid growth in this era (Maharani et al., 2022). In 

Indonesia, there are many restaurants that serve unique dishes, including mie gacoan. Mie 

gacoan is a leading spicy noodle restaurant in Indonesia and is part of the company PT 

Pesta Pora Abadi, which is known for its best quality and competitive prices (Prasasti & 

Maisara, 2022). Mie Gacoan also has competitors with the same products, such as Mie 

Clubbing, Mie Gaccor, Mie Talk, Mie Ngacoan, and others. The fierce competition in the 

culinary industry makes companies have to continue to compete to survive and continue 

to be recognized for the superiority of their products. Therefore, in the face of 

competitors, Mie Gacoan continues to make efforts to increase sales by attracting new 

customers and retaining old customers (Jannah et al., 2023). 
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It is important to remember that retaining existing customers is more profitable 

and more cost-effective than trying to acquire new customers (Myler, 2016). Therefore, 

customer loyalty to a company's services depends on customer satisfaction (Olson & 

Peter, 2016; Budi, 2018). The influence of customer satisfaction on loyalty in restaurants 

needs to be known; management or those in charge of each company must consider 

opportunities related to the future of their business due to current growth and competition. 

Therefore, managers need to be aware of the characteristics of their customers so that they 

keep coming back and enjoying the food at the restaurant (Gulam et al., 2023). By 

measuring customer satisfaction, you can estimate the level of future purchases and also 

estimate the level of reduction in purchases in the future (Kotler & Keller, 2016; 

Lainatussifa et al., 2021). In order for a company to obtain loyal customers, the company 

must satisfy customers by providing attractive services and offers, and this goal can be 

achieved if the company provides good service, because good service is believed to lead 

to customer satisfaction, customer loyalty, or repeat purchases (Zhong & Moon, 2020; 

Daud et al., 2022). 

If a product is of poor quality and has a negative brand image, consumers will 

experience dissatisfaction and may switch to similar products or brands. Therefore, high-

quality products must be able to increase customer satisfaction (Amri, 2013). Research 

by Dharmawati et al. (2022) also states that customer loyalty arises from the effect of 

customer satisfaction on the product quality received, or it can be said that loyalty is 

created when customers feel their expectations are met. Nyonyie et al. (2019), Djumarno 

et al. (2018), and Naini et al. (2022) stated that there is a positive influence on the 

relationship between product quality, customer satisfaction, and customer loyalty, 

meaning that the greater the product quality that customers receive, the greater the level 

of customer satisfaction, which will then increase customer loyalty to the product. Several 

previous studies have shown that product quality has a positive effect on customer 

satisfaction and customer loyalty (Rahmawati & Sentana, 2021; Lone & Bhat, 2022; 

Rahman Rahim et al., 2022). 

Several researchers, Naik et al. (2010) and Ramadhaniati et al. (2020), stated that 

service quality plays an important role in increasing customer satisfaction, retaining 

customers, and creating customer loyalty; therefore, excellent service quality ultimately 

creates customer satisfaction so that they can continue to use the product and maintain 

the existing market share. Moon (2013) stated that excellent service significantly 

increases customer satisfaction because quality and satisfaction are the main factors for a 

company to maintain loyal customers. 

A positive brand image can be an important element in increasing customer 

satisfaction with a product (Yani & Sugiyanto, 2022). This means that when customers 

have a positive perception of a brand, they tend to feel satisfied and are more likely to 

always remember it. Mohamad & Ari (2016), in the research of Ma'azzah & Prasetyo 

(2023), said that brand image is associated with increasing customer satisfaction because 

growing a strong brand association can increase a sense of security and satisfaction. This 

also indicates that a positive brand image significantly increases customer satisfaction 

and makes customers believe that the brand image is a reflection of the product or service 

provided. This perception will also affect the level of customer loyalty to the brand 

(Jacksen et al., 2021). Thus, a positive brand image for a brand can produce better 

customer reactions and greater satisfaction (Junaedi et al., 2022). Customers will feel 



 
 

271 
 

satisfied and loyal if they choose a brand from a trustworthy brand or product (Ernawati 

& Prihandono, 2017). 

Promotion is often used to strengthen the relationship between companies and 

consumers. This program provides special prizes such as discounts, bonuses, vouchers, 

and gifts to loyal customers who frequently buy or use the company's products and 

services as a way to maintain customer loyalty to the company's brand (Nasrul & Zulkifli, 

2019). Research by Sitorus et al. (2023) also states that promotion is an important factor 

in increasing customer loyalty in the beverage industry. The use of social media sites is 

an effective strategy to introduce products, increase brand awareness, and attract new 

customers. Based on previous research by Yuliyanto (2020), Ing et al. (2020), and Kartini 

et al. (2021), it was stated that there is a positive influence between promotion and 

customer satisfaction and loyalty. So when a company carries out a large and effective 

promotion, the greater the positive impact on customer satisfaction and loyalty.  

Another element that can affect customer satisfaction is the price factor (Kristanto, 

2018). To maintain customer satisfaction, companies offer fair prices and provide high-

quality services to retain customers (Gulla et al., 2015). Githiri's (2018) study of Kenyan 

starred restaurants in Nairobi also showed caution because it allows customers to assess 

the quality of service provided based on the costs charged. Because consumer perceptions 

of price fairness involve measuring prices against certain standards or references, when 

consumers consider price fairness, they subjectively conceptualize price as something 

different from value (Kim & Kim, 2020). 

This study replicates a previous study (Mubarok et al., 2023). However, there is a 

difference between this study and the previous study is by replacing the facilities variable 

with the price fairness variable by using a study on the gacoan noodle restaurant and the 

respondents needed in this study are customers of the gacoan noodle restaurant who live 

in Jabodetabek. Thus, this study aims to understand and evaluate the impact or influence 

of product quality, service quality, brand image, promotion and price fairness on customer 

satisfaction and customer loyalty, as well as the relationship between customer 

satisfaction and customer loyalty at the gacoan noodle restaurant. 

 

RESEARCH METHODS 

The method used in this study is deductive with a focus on the use of primary data 

in quantitative analysis. The data collected in this study used a questionnaire instrument 

and was carried out online via Google Form, where the Google Form link will be shared 

via social media, WhatsApp, Telegram, and Instagram. This study encompasses a large 

population of individuals who have ever purchased Mie Gacoan. Therefore, this study 

applies a purposive sampling method to collect the data needed for statistical testing, with 

the criteria for respondents being consumers over 17 years of age, having made purchases 

at Mie Gacoan restaurants in the last 3 months 5 times and respondents who live in 

Jabodetabek. The data collection method in this study refers to the guidelines suggested 

by Hair et al. (2019), namely using a minimum sample size of seven times the total 

number of questionnaire questions (7 x 24); therefore, 168 respondents are needed for 

this study. 

The researcher will use the Confirmatory Factor Analysis (CFA) method to look 

at the pretest results and check the Kaiser Meyer Olkin (KMO) and Measure of Sampling 
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Adequacy (MSA) values to make sure that the questionnaire is consistent and valid. Both 

values must exceed 0.5 to be accepted, while the value in the component matrix must 

reach 1. Furthermore, we will use the Cronbach's Alpha method to test reliability, 

requiring a value of 0.6 or more (Hair et al., 2019). The Partial Least Square Structural 

Equation Modeling (PLS-SEM) method and SmartPLS 4.0 software carried out the data 

analysis in this study. The PLS-SEM analysis method consists of two stages: evaluation 

of the measurement model (outer model) and evaluation of the structural model (inner 

model) (Sofyan & Rianty, 2023). 

 

RESULTS AND DISCUSSION 

The goal of this study is to identify and analyze all hypotheses based on previous 

theories. The results of testing the first hypothesis prove that product quality has a positive 

effect on customer satisfaction. Therefore, we have proven the proposed hypothesis to be 

correct. Therefore, the better the product quality provided by the Mie Gacoan restaurant, 

the more customer satisfaction will increase. Customers will be satisfied if the taste of the 

food provided by Mie Gacoan is excellent. This means that the quality of the product or 

food served by Mie Gacoan is able to meet customer expectations. These results are in 

line with the findings of previous studies that emphasize product quality as the main 

determinant of customer satisfaction (Abdullah et al., 2018; Majid et al., 2021; Mubarok 

et al., 2023).  

The results of the second hypothesis test show that product quality has a positive 

effect on customer loyalty. This means that the better the quality of the food and taste 

provided by Mie Gacoan, the more customer loyalty will increase. Customers feel that 

the quality of the taste of the mie gacoan food or drink is very delicious and has its own 

characteristics compared to other spicy noodle restaurants, by having these characteristics 

it can be the target of customers who make customers continue to repurchase mie gacoan, 

so that if customers are loyal to the mie gacoan restaurant they will also recommend mie 

gacoan to people around them. These findings are in line with previous researchers who 

have shown that product quality has a positive effect on customer loyalty (Rahman Rahim 

et al., 2022; Mubarok et al., 2023). 

Furthermore, the results of the third test indicated that service quality has a positive 

effect on customer satisfaction. Customers feel that the service they receive, especially in 

terms of speed and timeliness of food serving, is satisfactory. This means that aspects 

such as speed of service and accuracy of presentation can make a significant contribution 

to the level of customer satisfaction. This study is also in accordance with the findings of 

previous researchers, namely that service quality has a positive effect on customer 

satisfaction (Nafisa & Sukresna, 2018; Tjahjaningsih et al., 2021; Puspasari et al., 2022; 

Mubarok et al., 2023).     

The results of the fourth test show that service quality has a positive effect on 

customer loyalty. This means that the higher the level of service quality received by 

customers, the higher customer loyalty will be. Based on the service provided by Mie 

Gacoan employees, customers will be satisfied and loyal when they get rapid and timely 

service. Because based on customer experience regarding the service received, when 

customers eat at the place, it will determine the customer's attitude to continue visiting 

the Mie Gacoan restaurant. The service provided by Mie Gacoan employees is good 

enough, so with the service provided, it will make customers continue to visit again and 
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recommend it to those closest to them. This study is in line with previous studies that state 

that service quality has a positive effect on customer loyalty (Saulina & Syah, 2018; 

Supriyanto et al., 2021). 

Furthermore, the results of the fifth test prove that brand image does not have a 

positive effect on customer satisfaction. Although Mie Gacoan has a widely known brand 

image, customer perceptions of the brand are more related to characteristics such as fast 

food or affordable places to eat. This is because customer satisfaction is more influenced 

by other factors that are more relevant to their direct experience. Factors such as 

reasonable prices, unique tastes, and speed of service play a bigger role in determining 

the level of customer satisfaction than brand image. If customers are satisfied with low 

prices and good tastes, as well as fast service, then brand image becomes a secondary 

factor in customer satisfaction. This result is not in line with the hypothesis proposed and 

is contrary to the research of Diputra & Yasa (2021) and Mubarok et al. (2023), which 

found a positive relationship between brand image and customer satisfaction. However, 

several previous studies are in line with the results of the study, which found that brand 

image has no effect on customer satisfaction (Rivai & Zulfitri, 2021; Singh et al., 2021). 

The results of the sixth test prove that brand image has a positive effect on customer 

loyalty. Therefore, this aligns with the proposed hypothesis. In other words, customers 

are more likely to remain loyal, make repeat purchases, and recommend the Mie Gacoan 

restaurant to others if they have a better brand image of it. Therefore, the favorite noodle 

restaurant needs to maintain a positive reputation to increase customer loyalty. Research 

conducted by Espinosa et al. (2018), Hussein (2018), and Nastiti et al. (2023) proves that 

brand image has a positive influence on customer loyalty.  

The results of the seventh test show that promotion has a positive effect on customer 

satisfaction. According to the study's findings, one element in reaching customer 

satisfaction is promotion. Mie Gacoan restaurants often provide discounts and cashback 

compared to other restaurants. This promotion has a big impact on customer satisfaction. 

Effective implementation of each promotion indicator will lead to an increase in customer 

satisfaction. This finding is in line with previous studies by Kurniawan & Hildayanti 

(2019), Nastiti et al. (2023), and Pramesti et al. (2021), which stated that promotion has 

a positive effect on customer satisfaction. 

The results of the eighth test show that promotion has no effect on customer loyalty. 

The evidence shows that promotion is not a determining factor in customer loyalty, but 

rather there are other factors that have a more dominant influence on customer loyalty, 

such as food quality, service quality, reasonable prices, direct experience, and consumer 

habits. Mie Gacoan customers exhibit greater loyalty not due to promotions, but due to 

consistently affordable prices and high-quality products. Customers return because they 

feel consistent satisfaction, not just interest in discounts or other attractive offers. So 

promotions are only temporary and may not be enough to build long-term loyalty if not 

supported by positive experiences and consistent value for customers. This result is 

inconsistent with the hypothesis proposed and contradicts the research (Hatta et al., 2018) 

and (Permono & Pasharibu, 2021), which states that there is a positive influence between 

promotion and customer loyalty. However, several previous studies have proven that 

promotion does not affect customer loyalty (Cerina & Cuandra, 2022; Khanifah & 

Budiono, 2022; Nastiti et al., 2023). 



 
 

274 
 

Furthermore, the results of the ninth test show that price fairness has a positive 

effect on customer satisfaction. This means that the more reasonable the price given by 

the noodle restaurant, the more customer satisfaction can increase. Therefore, the 

proposed hypothesis aligns with the study's results. Customers are satisfied because the 

prices on the noodle restaurant menu are more reasonable compared to other spicy noodle 

restaurants. When customers pay the price and get food quality that is in accordance with 

customer expectations, then customers can be satisfied with the experience when eating 

at the noodle restaurant. This study is in line with the research of Dhisasmito & Kumar 

(2020) and Singh et al. (2021), which proves that price fairness has a positive impact on 

customer satisfaction. 

The tenth result shows that customer satisfaction has a positive influence on 

customer loyalty. Therefore, the proposed hypothesis aligns with the findings of this 

study. Overall, customers feel satisfied with their experience when eating at the Mie 

Gacoan restaurant, due to good service, food quality meeting expectations for the price 

paid, and a comfortable restaurant layout and decoration. The mie gacoan restaurant 

competes with other spicy noodle restaurants to provide optimal satisfaction to increase 

customer loyalty and trust in the brand. When reality is in accordance with customer 

expectations and they feel satisfied, they are more likely to return to buy the product, 

recommend it to people around them and become loyal customers. These results are in 

line with previous studies that prove that customer satisfaction has a positive effect on 

customer loyalty (Suhendar & Ruswanti, 2019; Gill et al., 2021; Mubarok et al., 2023). 

 

CONCLUSION 

This study has succeeded in achieving its objectives, namely to understand and 

evaluate the influence of product quality, service quality, brand image, promotion, and 

price fairness on customer satisfaction and customer loyalty, as well as the relationship 

between customer satisfaction and customer loyalty at the Mie Gacoan restaurant. The 

Partial Least Squares Structural Equation Modeling (PLS-SEM) method was used in this 

study to figure out how all of these variables were connected. Of the ten hypotheses 

proposed, eight were accepted; namely, the results of this study indicate that product 

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

quality has a very significant effect on customer satisfaction and customer loyalty. The 

loyalty of customers is also positively impacted by brand image. Promotion also 

influences customer satisfaction, price fairness has a positive influence on customer 

satisfaction, and customer satisfaction has a positive influence on customer loyalty. 

Furthermore, there are two rejected hypotheses, namely, brand image has no effect on 

customer satisfaction and promotion also has no effect on customer loyalty. 

An important finding of this study is that Mie Gacoan customers prioritize product 

and service quality over brand image or promotion. This finding emphasizes how 

important it is for management to focus on improving quality as a primary strategy to 

build customer satisfaction and loyalty. The results of this study provide valuable 

contributions to Mie Gacoan management in formulating more effective and efficient 

strategies. In addition, this research is also useful for other culinary industry players and 

academics in understanding the dynamics of customer satisfaction and loyalty, especially 

in the context of the fast food industry in Indonesia. 

 



 
 

275 
 

REFERENCES 

Abdullah, D., Hamir, N., Nor, N. M., Jayaraman, K., & Rostum, A. M. M. (2018). Food quality, service 

quality, price fairness and restaurant re-patronage intention: The mediating role of customer 

satisfaction. International Journal of Academic Research in Business and Social Sciences, 8(17), 

211–226. https://doi.org/10.6007/IJARBSS/v8-i17/5226 

Achmad, G. N., Nisha, A. N., Yusniar,  yusniar, & Ridwan, M. (2021). Service Quality, Brand Image and 

Price Fairness Impact on The Customer Satisfaction and Loyalty Towards Grab Bike. Business 

and Accounting Research (IJEBAR), 5(3), 1067–1077. https://jurnal.stie-

aas.ac.id/index.php/IJEBAR 

Akbar, M. M., & Parvez, N. (2009). Impact Of Service Quality, Trust, And Customer Satisfaction On 

Customer Loyalty. ABAC Journal, 29(1), 24–38. 

Akil, S., & Ungan, M. C. (2022). E-commerce logistics service quality: Customer satisfaction and loyalty. 

Journal of Electronic Commerce in Organizations, 20(1), 1–19. 

https://doi.org/10.4018/JECO.292473 

Al Kadrie, N., & Santoso, B. H. (2018). Pengaruh harga, promosi dan kualitas pelayanan terhadap kepuasan 

pelanggan Sakinah Supermarket Surabaya. Jurnal Ilmu Dan Riset Manajemen, 7(12), 1–17. 

Amri, D. (2013). Pengaruh Kepuasan Atas Kualitas Produk Terhadap Loyalitas Pengguna Blackberry Di 

Kota Padang. Ekonomi Dan Bisnis, 2(1), 1–11. 

Anang firmansyah. (2019). Pemasaran Produk dan Merek (Planning dan Staregy). In Manajemen 

Pemasaran. 

Anjani, S., & Djamaluddin, S. (2018). Effect of Product Quality and Price on Customer Loyalty through 

Customer Satisfaction. International Journal of Business and Management Invention (IJBMI) 

ISSN, 7(8), 13–20. www.ijbmi.org 

Aprisia, G., & Mayliza, R. (2019). Pengaruh Citra Perusahaan (Corporate Image) dan Penanganan Keluhan 

(Complaint Handling) Terhadap Loyalitas Pelanggan (Loyality) Natasha Skin Care di Kota 

Padang. Jurnal OSF Preprints, 1(1), 1–13. 

Armstrong, G. (2012). Principles of Marketing, 14/E. Pearson Prentice Hall. Upper Saddle River. 

Azizan, N. S., & Yusr, M. M. (2019). The Influence Of Customer Satisfaction, Brand Trust and Brand 

Image Towards Customer Loyalty. International Journal of Entrepreneurship and Management 

Practices, 2(7), 93–108. https://doi.org/10.35631/ijemp.270010 

Brown, J. (1997). Impossible dream or inevitable revolution? Investigating the concept of integrated 

marketing communications. Journal of Communication Management, 2(1), 70–81. 

https://doi.org/10.1108/eb023449 

Budi, R. T. P. (2018). Manajemen Pemasaran & Manajemen Pemasaran Jasa. In penerbit Alfabeta (Vol. 1, 

Issue 1). Jakarta : Salemba Empat. 

Budiarto, B. W., Putri Ekaresty Haes, Winanto Nawarcono, Ainil Mardiah, & Tri Apriyono. (2023). The 

Influence Of E-Customer Satisfaction, E-Service Quality And Sales Promotion On E-Customer 

Loyalty Of Tokopedia Customers. JEMSI (Jurnal Ekonomi, Manajemen, Dan Akuntansi), 9(6), 

2472–2479. https://doi.org/10.35870/jemsi.v9i6.1656 

Campbell, M. C. (2007). “says who?!” How the source of price information and affect influence perceived 

price (Un)fairness. Journal of Marketing Research, 44(2), 261–271. 

https://doi.org/10.1509/jmkr.44.2.261 

Cassia, F., Cobelli, N., & Ugolini, M. (2017). The effects of goods-related and service-related B2B brand 

images on customer loyalty. Journal of Business and Industrial Marketing, 32(5), 722–732. 

https://doi.org/10.1108/JBIM-05-2016-0095 

Cerina, C., & Cuandra, F. (2022). Analysis of Factors Affecting Customer Loyalty and Customer 

Satisfaction of Netflix Users in Batam City. Inovbiz: Jurnal Inovasi Bisnis, 10, 166–172. 

https://doi.org/10.35314/inovbiz.v10i1.2414 

Chandra, S., Rizan, M., & Aditya, S. (2022). Pengaruh E-Service Quality dan Customer Experience 



 
 

276 
 

Terhadap Repurchase Intention dengan Customer Satisfaction sebagai Variabel Intervening. 

Jurnal Bisnis, Manajemen, Dan Keuangan, 3(3). 

Chien, L. H., & Chi, S. Y. (2019). Corporate image as a mediator between service quality and customer 

satisfaction: difference across categorized exhibitors. Heliyon, 5(3), e01307. 

https://doi.org/10.1016/j.heliyon.2019.e01307 

Chun, S. H., & Ochir, A. N. (2020). The effects of fast food restaurant attributes on customer satisfaction, 

revisit intention, and recommendation using DINESERV scale. Sustainability (Switzerland), 

12(18), 1–19. https://doi.org/10.3390/SU12187435 

Daud, R. R. R., Hasbolah, H., Sidek, S., Abdullah, F. A., & ... (2022). Factors Influencing Customers 

Purchase Intention in Online Shopping Among Students At Universiti Malaysia Kelantan, City 

…. System, 7(27), 300–309. https://doi.org/10.35631/JISTM.727024 

Delima, A., Ashary, H. M., & Usman, O. (2019). Influence of Service Quality, Product Quality, Price, 

Brand Image, and Promotion to Consumer Satisfaction Affecting on Consumer Loyalty (Online 

Shop). SSRN Electronic Journal. https://doi.org/10.2139/ssrn.330870 

Dhisasmito, P. P., & Kumar, S. (2020). Understanding customer loyalty in the coffee shop industry (A 

survey in Jakarta, Indonesia). British Food Journal, 122(7), 2253–2271. 

https://doi.org/10.1108/BFJ-10-2019-0763 

Diputra, A. W., & Yasa, N. N. (2021). the Influence of Product Quality, Brand Image,Brand Trust on 

Customer Satisfaction andLoyalty. American International Journal of Business Management 

(AIJBM), 4(01), 25–34. 

El-Adly, M. I. (2019). Modelling the relationship between hotel perceived value, customer satisfaction, and 

customer loyalty. Journal of Retailing and Consumer Services, 50(xxxx), 322–332. 

https://doi.org/10.1016/j.jretconser.2018.07.007 

Ernawati, N., & Prihandono, D. (2017). Pengaruh Customer Experience Dan Brand Image Pada Kepuasan 

Dan Dampaknya Terhadap Loyalitas. Management Analysis Journal, 6(1), 221–241. 

http://link.springer.com/10.1007/978-3-319-32591-0_16 

Ernest Grace, Rosita Manawari Girsang, Sudung Simatupang, Vivi Candra, & Novelyn Sidabutar. (2021). 

Product Quality and Customer Satisfaction and Their Effect on Consumer Loyalty. International 

Journal of Social Science, 1(2), 69–78. https://doi.org/10.53625/ijss.v1i2.138 

Espinosa, J. A., Ortinau, D. J., Krey, N., & Monahan, L. (2018). I’ll have the usual: how restaurant brand 

image, loyalty, and satisfaction keep customers coming back. Journal of Product and Brand 

Management, 27(6), 599–614. https://doi.org/10.1108/JPBM-10-2017-1610 

Fang, Y. H., Chiu, C. M., & Wang, E. T. G. (2011). Understanding customers’ satisfaction and repurchase 

intentions: An integration of IS success model, trust, and justice. Internet Research, 21(4), 479–

503. https://doi.org/10.1108/1066224111115833 

Gill, A. A., Abdullah, M., & Ali, M. H. (2021). A Study to Analyze the Determinants of Fast-food 

Restaurant Customer Loyalty through Mediating Impact of Customer Satisfaction. Global 

Economics Review, VI(I), 214–226. https://doi.org/10.31703/ger.2021(vi-i).16 

Githiri, M. (2018). An Examination of the Relationship between Perceived price Fairness on Customer 

Satisfaction and Loyalty in Kenyan Star-Rated Restaurants. International Journal of Scientific 

Research and Management (IJSRM), 6(10), 763–770. https://doi.org/10.18535/ijsrm/v6i10.em06 

Griffin, J. (2005). Customer Loyalty Management. CV. Mandar Maju, Bandung. 

Gulam B, M. I., Suryadi, N., & Prima Waluyowati, N. (2023). The effect of service quality and perceived 

value on customer loyalty in Tuban restaurants with customer satisfaction mediation. International 

Journal of Research in Business and Social Science (2147- 4478), 12(5), 62–73. 

https://doi.org/10.20525/ijrbs.v12i5.2667 

Gulla, R., Oroh, S. G., & Roring, F. (2015). Analysis of Price, Promotion, and Service Quality To Consumer 

Satisfaction on Manado Grace Inn Hotel. Jurnal EMBA, 3(1), 1313–1322. 

Hair, J. F., Babin, B. J., Black, W. C., & Anderson, R. E. (2019). Multivariate Data Analysis. Cengage. 



 
 

277 
 

https://books.google.co.id/books?id=0R9ZswEACAAJ 

Hair, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or CB-SEM: updated 

guidelines on which method to use. International Journal of Multivariate Data Analysis, 1(2), 

107. https://doi.org/10.1504/ijmda.2017.087624 

Hatta, I. H., Rachbini, W., & Derriawan. (2018). Brand Image Analysis , Promotion, Satisfaction and 

Customer Loyalty. Journal of Business and Management, 20(12), 50–55. 

https://doi.org/10.9790/487X-2012055055 

Herrmann, A., Xia, L., Kent, M. B., & Huber, F. (2007). The influence of price fairness on customer 

satisfaction: An empirical test in the context of automobile purchases. Journal of Product and 

Brand Management, 16(1), 49–58. https://doi.org/10.1108/10610420710731151 

Hsieh, S.-W., Lu, C.-C., & Lu, Y.-H. (2018). A Study on the Relationship Among Brand Image, Service 

Quality, Customer Satisfaction, and Customer Loyalty – Taking ‘the Bao Wei Zhen Catering 

Team’ As an Empirical Study. KnE Social Sciences, 3(10), 1768–1781. 

https://doi.org/10.18502/kss.v3i10.3512 

Hurriyati, R. (2005). Marketing mix and consumer loyalty. Bandung: Alfabeta. 

Hussein, A. S. (2018). Effects of brand experience on brand loyalty in Indonesian casual dining restaurant: 

Roles of customer satisfaction and brand of origin. Tourism and Hospitality Management, 24(1), 

119–132. https://doi.org/10.20867/thm.24.1.4 

Ing, I., & Dahlan, K. S. S. (2023). The Influence Of Price, Location And Promotion On Customer Loyalty 

Mediated By Customer Satisfaction. International Journal of Social Service and Research, 3(10), 

2681–2691. https://doi.org/10.46799/ijssr.v3i10.568 

Irawati, C. (2021). Pengaruh Brand Experience dan Brand Image terhadap Brand Loyalty pada Pelanggan 

BonCabe di Jakarta: Customer Satisfaction debagai Variabel Mediasi. Jurnal Manajemen Bisnis 

Dan Kewirausahaan, 5(1), 16. https://doi.org/10.24912/jmbk.v5i1.10230 

Jacksen, Chandra, T., & Putra, R. (2021). Service Quality and Brand Image on Customer Satisfaction and 

Customer Loyalty At Pesonna Hotel Pekanbaru. Journal of Applied Business and Technology, 

2(2), 142–153. https://doi.org/10.35145/jabt.v2i2.70 

Jannah, M. W. Al, Faradita, P. A., & Adriyanto, A. T. (2023). Pengaruh Brand Image dan Kualitas Produk 

Terhadap Keputusan Pembelian Mie Gacoan Majapahit. Jurnal Ilmiah Bidang Ilmu Ekonomi, 

21(2), 518–529. 

Jin, N. (Paul), Line, N. D., & Merkebu, J. (2016). The effects of image and price fairness. International 

Journal of Contemporary Hospitality Management, 28(9), 1895–1914. 

https://doi.org/10.1108/ijchm-03-2015-0094 

Jun, M., & Cai, S. (2001). The key determinants of Internet banking service quality: A content analysis. 

International Journal of Bank Marketing, 19(7), 276–291. 

https://doi.org/10.1108/0265232011040982 

Junaedi, A. T., Wijaya, E., Santoso, P. H., & Chandra, S. (2022). Improving Customer Loyalty Wardah 

Brand Through Brand Image and Price Fairness: Customer Satisfaction As an Intervening 

Variable. Jurnal Aplikasi Manajemen, 20(2), 379–387. 

https://doi.org/10.21776/ub.jam.2022.020.02.14 

Kartini, I., Wibowo, E. W., & Sugiyanto, E. (2021). Pengaruh Promosi Terhadap Kepuasan Konsumen 

Berdampak Loyalitas Dalam Berbelanja Online Pada Shopee. Jurnal Lentera Bisnis, 10(1), 57. 

https://doi.org/10.34127/jrlab.v10i1.423 

Keller, K. L. (2009). Building strong brands in a modern marketing communications environment. Journal 

of Marketing Communications, 15(2–3), 139–155. https://doi.org/10.1080/13527260902757530 

Khanifah, A. N., & Budiono, A. (2022). Customer Loyalty Analysis Affected by Location and Promotion 

through Purchase Decisions and Customer Satisfaction. Ilomata International Journal of 

Management, 3(3), 417–428. https://doi.org/10.52728/ijjm.v3i3.520 

Khare, A., Achtani, D., & Khattar, M. (2014). Influence of price perception and shopping motives on Indian 



 
 

278 
 

consumers’ attitude towards retailer promotions in malls. Asia Pacific Journal of Marketing and 

Logistics, 26(2), 272–295. https://doi.org/10.1108/APJML-09-2013-0097 

Kim, B., & Kim, D. (2020). Attracted to or locked in? Explaining consumer loyalty toward airbnb. 

Sustainability (Switzerland), 12(7), 1–19. https://doi.org/10.3390/su12072814 

Kotler, P., & Keller, K. L. (2016a). Marketing Managemen (15th ed.). Pearson Education,Inc. 

Kotler, P., & Keller, K. L. (2016b). Marketing Mangement, Global Edition, 15e Edition. New 

Jersey:Pearson Education. 

Kristanto, J. O. (2018). Pengaruh Kualitas Layanan, Kualitas Produk, dan Harga Terhadap Kepuasan 

Pelanggan di Cafe One Eighteenth Coffee. Agora, 6(1), 1–11. 

Kurniawan, M., & Hildayanti, S. K. (2019). Analisis Citra Merek, Harga, Pelayanan, dan Promosi Terhadap 

Kepuasan Konsumen Di Kota Palembang (Studi Kasus Konsumen Grab). Jurnal Ecoment Global, 

4. 

Lainatussifa, L., Priatna, W. B., & Suwarsinah, H. K. (2021). Analisis Kepuasan dan Kepercayaan 

Pengunjung Agrowisata Edukasi Sentulfresh, Kabupaten Bogor. Forum Agribisnis (Agribusiness 

Forum), 11(1), 45–64. https://doi.org/10.29244/fagb.11.1.45-64 

Leclercq-Machado, L., Alvarez-Risco, A., Esquerre-Botton, S., Almanza-Cruz, C., de las Mercedes 

Anderson-Seminario, M., Del-Aguila-Arcentales, S., & Yáñez, J. A. (2022). Effect of Corporate 

Social Responsibility on Consumer Satisfaction and Consumer Loyalty of Private Banking 

Companies in Peru. Sustainability (Switzerland), 14(15). https://doi.org/10.3390/su14159078 

Lee, W. S., Jung, J., & Moon, J. (2022). Exploring the antecedents and consequences of the coffee quality 

of Starbucks: a case study. British Food Journal, 124(4), 1066–1080. 

Liao, K. (2012). The Casual Effects of Service Quality, Brand Image, Customer Satisfaction on Customer 

Loyalty in the Leisure Resort Enterprise. China-USA Business Review, 11(05), 631–642. 

https://doi.org/10.17265/1537-1514/2012.05.005 

Lone, R. A., & Bhat, M. A. (2022). Product Quality and Customer Loyalty: A Review of literature. 

International Journal of Marketing and Technology, 12(06), 1–21. 

Ma’azzah, N., & Prasetyo, A. (2023). The Influence of Brand Image on Customer Loyalty through 

Customer Satisfaction as Intervening Variable on Skincare Products. Airlangga Journal of 

Innovation Management Vol., 4(1), 219–228. 

https://doi.org/https://doi.org/10.20473/ajim.v4i2.50401 

Mahadin, B. K., Abu Elsamen, A., & El-Adly, M. I. (2023). Airline brand equity: do advertising and sales 

promotion matter? An empirical evidence from UAE traveler’s perspective. International Journal 

of Organizational Analysis, 31(6), 2031–2058. https://doi.org/10.1108/IJOA-07-2021-2868 

Maharani, L., Prasetyo, A. W., Pratama, Y., Nastain, M., & Fariha, N. F. (2022). Pengaruh Strategi Promosi 

Mie Gacoan Melalui Aplikasi Shopee Food Terhadap Tingkat Minat Pembeli di Lingkup 

Mahasiswa Universitas Mercu Buana Yogyakarta Angkatan 2022. Jurnal Ilmu Komunikasi, 1(1), 

73–86. 

Majid, M. A. A., Rojiei, A. M., Shafii, N. A. M., Ghoni, N. N. A., & Hassan, H. (2021). Factors Influencing 

Customer Satisfaction at Fast Food Restaurant in Klang Valley, Malaysia. International Journal 

of Advanced Research in Economics and Finance, 3(3), 248–256. 

http://myjms.mohe.gov.my/index.php/ijaref 

Martín-Ruiz, D., & Rondán-Cataluña, F. J. (2008). The nature and consequences of price unfairness in 

services: A comparison to tangible goods. International Journal of Service Industry Management, 

19(3), 325–352. https://doi.org/10.1108/09564230810875002 

Maulana, A. S. (2016). Pengaruh Kualitas Pelayanan Dan Harga Terhadap Kepuasaan pelanggan PT. TOI. 

Jurnal Ekonomi Volume, 7(2), 113–125. 

Mevita, A. S., & Suprihhadi, H. (2013). Pengaruh bauran pemasaran terhadap kepuasan konsumen. Jurnal 

Ilmu \& Riset Manajemen, 2(9), 1–18. 

Mofokeng, T. E. (2021). The impact of online shopping attributes on customer satisfaction and loyalty: 



 
 

279 
 

Moderating effects of e-commerce experience. Cogent Business and Management, 8(1). 

https://doi.org/10.1080/23311975.2021.1968206 

Mohammed, A., & Rashid, B. (2018). A conceptual model of corporate social responsibility dimensions, 

brand image, and customer satisfaction in Malaysian hotel industry. Kasetsart Journal of Social 

Sciences, 39(2), 358–364. https://doi.org/10.1016/j.kjss.2018.04.001 

Moon, Y. J. (2013). The tangibility and intangibility of e-service quality. International Journal of Smart 

Home, 7(5), 91–102. https://doi.org/10.14257/ijsh.2013.7.5.10 

Mubarok, E. S. (2017). The effect of service quality on customer loyalty in healthcare sector: Mediating 

role of patient satisfaction. European Journal of Business and Management, 4(9), 87–93. 

Mubarok, E. S., Subarjo, B., Raihan, R., Wiwin, W., & Bandawaty, E. (2023). Determinants of customer 

satisfaction and loyalty Waroeng Steak Restaurant in DKI Jakarta. Cogent Business and 

Management, 10(3), 1–21. https://doi.org/10.1080/23311975.2023.2282739 

Muthi, L. H., & Utama, A. P. (2023). The Effect of Price , Brand Image and Promotion on Easy Shopping 

Customer Repurchase Intention Mediated By Customer Satisfaction. Dinasti International 

Journal of Management Science, 4(4), 613–626. 

Myler, L. (2016). Acquiring New Customers Is Important, But Retaining Them Accelerates Profitable 

Growth. Forbes.Com. https://www.forbes.com/sites/larrymyler/2016/06/08/acquiring-new-

customers-is-important-but-retaining-them-accelerates-profitable-growth/?sh=2513c10e6671 

Nafisa, Ji., & Sukresna, I. (2018). Analisis Pengaruh Kualitas Layanan, Harapan Kinerja dan Citra 

Perusahaan terhadap Loyalitas Pelanggan melalui Kepuasan Pelanggan sebagai Variabel 

Intervening (Studi pada Rumah Sakit Islam Sultan Agung Semarang). Diponegoro Journal of 

Management, 7(3), 1–27. 

Naik, K. C. N., Gantasala, S. B., & Prabhakar, G. V. (2010). Service Quality (Servqual) and its effect on 

customer satisfaction in retailing. European Journal of Social Sciences, 16(2), 239–251. 

Naini, N. F., Sugeng Santoso, Andriani, T. S., Claudia, U. G., & Nurfadillah. (2022). The Effect of Product 

Quality, Service Quality, Customer Satisfaction on Customer Loyalty. Journal of Consumer 

Sciences, 7(1), 34–50. https://doi.org/10.29244/jcs.7.1.34-50 

Nasrul, H. W., & Zulkifli, Z. (2019). Efek Harga, Promosi dan Kualitas Layanan terhadap Loyalitas 

Pelanggan melalui Kepuasan Pelanggan. Jurnal Dimensi, 8(2), 307–316. 

https://doi.org/10.33373/dms.v8i2.2161 

Nastiti, H., A, J. G., & Pangestuti, D. C. (2023). Analysis of the customer ’ s loyalty of the online 

transportation service Gojek. International Journal Of Research In Business And Social Science, 

12(5), 17–29. 

Ningrum, P. N., Harahap, R. S., Wibisono, D., & Syah, T. A. (2022). The Effect Of Product Quality And 

Brand Image On Customer Loyalty With Customer Satisfaction As A Mediation Variable (Study 

On …. … : Asian Journal of …, 1(4), 134–139. https://doi.org/10.53866/ajirss.v1i4.275 

Nugroho, E., Santoso, H. B., & Safi’i, I. (2020). Analisis Pengaruh Kualitas Produk Terhadap Kepuasan 

Pelanggan. JURMATIS : Jurnal Ilmiah Mahasiswa Teknik Industri, 2(2), 106. 

https://doi.org/10.30737/jurmatis.v2i2.953 

Nuraini, D., & Hendratmi, A. (2021). Analysis of Factors Affecting Customer Satisfaction and Customer 

Retention on E-Commerce. Jurnal Ekonomi Dan Bisnis Islam (Journal of Islamic Economics and 

Business), 7(2), 163. https://doi.org/10.20473/jebis.v7i2.25936 

Nurrahmi, M., Wibowo, W., & Sijintak, T. (2021). Determinants Of Hotel Consumer Loyalty In South 

Sumatra. International Journal of Management and Economics Invention, 07(09), 2298–2307. 

https://doi.org/10.47191/ijmei/v7i9.01 

Nyonyie, R. A., Kalangi, J. A. F., & Tamengkel, L. F. (2019). Pengaruh Kualitas Produk Terhadap 

Loyalitas Pelanggan Kosmetik Wardah di Transmart Bahu Manado. Jurnal Administrasi Bisnis, 

9(3), 18. https://doi.org/10.35797/jab.9.3.2019.25123.18-24 

Olson, J. C., & Peter, J. P. (2016). Consumer behaviour and marketing strategic (8th ed.). In McGraw-Hill. 



 
 

280 
 

Omar, H. F. H., Saadan, D. K. Bin, & Seman, P. K. Bin. (2015). Determining the Influence of the Reliability 

of Service Quality on Customer Satisfaction: The Case of Libyan E-Commerce Customers. 

International Journal of Learning and Development, 5(1), 86. 

https://doi.org/10.5296/ijld.v5i1.6649 

Pan, Y., Sheng, S., & Xie, F. T. (2012). Antecedents of customer loyalty: An empirical synthesis and 

reexamination. Journal of Retailing and Consumer Services, 19(1), 150–158. 

https://doi.org/10.1016/j.jretconser.2011.11.004 

Pérez-Morón, J., Madan, S., Cheu, J. Y., Kee, D. M. H., Cheong, L. C., Chin, R., Cheng, J., & García, A. 

P. M. (2022). Effect of Service Quality and Customer Satisfaction on Customer Loyalty: A case 

study of Starbucks in Malaysia. International Journal of Tourism and Hospitality in Asia Pasific, 

5(1), 62–74. https://doi.org/10.32535/ijthap.v5i1.1402 

Permono, V. R., & Pasharibu, Y. (2021). Pengaruh Kualitas Layanan, Harga dan Promosi Terhadap 

Loyalitas Pelanggan Pada Pizza Hut. Jimek : Jurnal Ilmiah Mahasiswa Ekonomi, Volume 04, 47–

61. 

Plungpongpan, J., Tiangsoongnern, L., & Speece, M. (2016). International Journal of Educational 

Management University social responsibility and brand image of private universities in Bangkok. 

International Journal of Educational Management, 30(4), 571–59110. 

Prabawati, E., & Handoyo, S. E. (2023). The Effect of Brand Image and Brand Experience on Brand 

Satisfaction and Brand Loyalty of Wardah Cosmetics. Formosa Journal of Sustainable Research, 

2(9), 2203–2218. https://doi.org/10.55927/fjsr.v2i9.5655 

Praja, D. A., & Haryono, T. (2022). Pengaruh Brand Image Dan Kualitas Produk Terhadap Repurchase 

Niat Yang Diperantarai Oleh Kepuasan Konsumen Belajar Di Uniqlo Di Solo. International 

Journal of Economics, Business and Accounting Research (IJEBAR), 6(2), 1229–1232. 

https://jurnal.stie-aas.ac.id/index.php/IJEBAR%0ATHE 

Pramesti, D. Y., Widyastuti, S., & Riskarini, D. (2021). Pengaruh kualitas pelayanan, keragaman produk, 

dan promosi e-commerce terhadap kepuasan konsumen shopee. JIMP, 1(1), 27–39. 

http://journal.univpancasila.ac.id/index.php/JIMP 

Prasasti, G. A., & Maisara, P. (2022). Pengaruh Fasilitas, Harga Dan Cita Rasa Terhadap Kepuasan 

Konsumen Mie Gacoan Di Solo Raya. Jurnal Manajemen Sumber Daya Manusia, Administrasi 

Dan Pelayanan Publik, 9(2), 276–288. https://doi.org/10.37606/publik.v9i2.327 

Puspasari, N., Said, L. R., & Rusniati, R. (2022). Analisis kepuasan nasabah bank terhadap pelayanan 

mobile banking di masa pandemi Covid-19. Jurnal Manajemen, 13(2), 263. 

https://doi.org/10.32832/jm-uika.v13i2.6961 

Rahi, S., Ghani, M. A., & Ngah, A. H. (2020). Factors propelling the adoption of internet banking: The role 

of e-customer service, website design, brand image and customer satisfaction. International 

Journal of Business Information Systems, 33(4), 549–569. 

https://doi.org/10.1504/IJBIS.2020.105870 

Rahman Rahim, A., Mappatompo, A., & Simiati. (2022). The Impact Of Service Quality And Product 

Quality On Customer Loyalty And Its Impact On Repeats Order At Astra Credit Companies 

Makassar Branch. Enrichment: Journal of Management, 12(4), 2561–2571. 

https://enrichment.iocspublisher.org/index.php/enrichment/article/view/694 

Rahmawati, R., & Sentana, I. P. E. (2021). The Effect of Product Quality on Customer Loyalty with the 

Mediation of Customer Satisfaction. International Journal of Managerial Studies and Research, 

9(2), 22–32. https://doi.org/10.20431/2349-0349.0902004 

Ramadhan, M. A. F. (2020). Pengaruh Citra Merek, Kepercayaan, Dan Komitmen Terhadap Loyalitas 

Pelanggan Aplikasi Transportasi Online Gojek Di Kota Malang. Jurnal Ilmu Manajemen 

(JIMMU), 4(2), 153. https://doi.org/10.33474/manajemen.v4i2.3733 

Ramadhaniati, S., Susanti, E., Wiwaha, A., & Tyas, I. W. (2020). Pengaruh Kualitas Pelayanan dan Harga 

Terhadap Kepuasan Pelanggan. International Journal of Digital Entrepreneurship and Business 

(IDEB), 1(1), 1–10. https://ejournal.jic.ac.id/ideb/ 



 
 

281 
 

Rambat, L. (2001). Manajemen Pemasaran Jasa: Jasa Teori dan Praktik. Edisi Pertama, Salemba Empat, 

Jakarta. 

Rijal, S., Sahade, & Nurhalisah, I. (2022). The Effect of Service Quality, Price, and Promotion on Customer 

Satisfaction Of Futry Bakery & Cake Branch in Gowa. Jurnal Administrare: Jurnal Pemikiran 

Ilmiah Dan Pendidikan Administrasi Perkantoran, 9(1), 123–134. 

https://doi.org/10.1109/SSIM49526.2021.9555193 

Rivai, J., & Zulfitri. (2021). The Role of Purchasing Decisions Mediating Product Quality, Price Perception, 

and Brand Image on Customer Satisfaction of Kopi Janji Jiwa. Journal of Business and 

Management Studies (JBMS), 3(2), 31–42. https://doi.org/10.32996/jbms 

Rizky, Y. D. H., Sularso, R. A., & Irawan, B. (2016). Pengaruh Citra Merek Terhadap Loyalitas Melalui 

Kepuasan Konsumen Pada Distro 3Second Di Kabupaten Jember ( The Influence Of Brand Image 

To Loyalty Through Customer Satisfaction Distributions On 3Second Distro On Jember District 

). Jurnal Artikel Ilmiah Mahasiswa, 1(2), 1–5. 

Rua, S., Saldanha, E. D. S., & Amaral, A. M. (2020). Examining the Relationships among Product Quality, 

Customer Satisfaction and Loyalty in the Bamboo Institute, Dili, Timor-Leste. Timor Leste 

Journal of Business and Management, 2(1), 33–44. https://doi.org/10.51703/bm.v2i2.28 

Rusiyati, S., Suleman, D., Zuniarti, I., Nurhayaty, E., Puspasari, A., Mustomi, D., Ariawan, J., & Hakim, 

L. (2022). Mediation Of Consumer Satisfaction On Product Quality And Quality Of Service To 

Customer Loyalty Hanamasa Restaurant In Jakarta. International Journal of Social and 

Management Studies (Ijosmas, 3(6), 71–77. http://www.ijosmas.org 

Ryu, K., & Han, H. (2010). Influence of the Quality of Food, Service, and Physical Environment on 

Customer Satisfaction and Behavioral Intention in Quick-Casual Restaurants: Moderating Role of 

Perceived Price. Journal of Hospitality and Tourism Research, 34(3), 310–329. 

https://doi.org/10.1177/1096348009350624 

Sari, A. C. M., & Lestariningsih, M. (2021). Pengaruh Promosi Dan Kepercayaan Konsumen Terhadap 

Loyalitas konsumen Melalui Kepuasan Pelanggan Aplikasi Shopee (STUDI PADA 

MAHASISWA STIESIA SURABAYA). Jurnal Ilmu Dan Riset Manajemen, Volume 10(5), 1–17. 

Sari, N. M. D. S., & Jatra, I. M. (2019). Peran Kepuasan Pelanggan Dalam Memediasi Pengaruh Kualitas 

Produk Terhadap Loyalitas Pelanggan KFC Di Kota Denpasar. E-Jurnal Manajemen, 8(12), 

7349–7369. https://doi.org/https://doi.org/10.24843/EJMUNUD.2019.v08.i12.p22 

Saulina, A. R., & Syah, T. Y. R. (2018). How Service Quality Influence of Satisfaction and Trust Towards 

Consumer Loyalty in Starbucks Coffee Indonesia. 5(10), 11–19. 

https://doi.org/10.17148/IARJSET.2018.5102 

Saura, I. G., Francés, D. S., Contrí, G. B., & Blasco, M. F. (2008). Logistics service quality: A new way to 

loyalty. Industrial Management and Data Systems, 108(5), 650–668. 

https://doi.org/10.1108/02635570810876778 

Sebastian, N., & Rojuaniah. (2020). Pengaruh Kualitas Pelayanan Dan Harga Pelanggan Pada Bengkel 

Astra Honda Authorized Servis Station Sarana Motor Di Tangerang. Journal of Contemporary 

Accounting Ekonomi, 1(2), 444–453. https://digilib.esaunggul.ac.id/pengaruh-kualitas-pelayanan-

dan-harga-terhadap-loyalitas-pelanggan-melalui-kepuasanpelanggan-pada-bengkel-astra-honda-

authorized-servis-station-sarana-motor-di-tangerang-22091.html 

Setiawan, E. B., Wati, S., Wardana, A., & Ikhsan, R. B. (2020). Building trust through customer satisfaction 

in the airline industry in Indonesia: Service quality and price fairness contribution. Management 

Science Letters, 10(5), 1095–1102. https://doi.org/10.5267/j.msl.2019.10.033 

Severt, K., Shin, Y. H., Chen, H. S., & DiPietro, R. B. (2022). Measuring the Relationships between 

Corporate Social Responsibility, Perceived Quality, Price Fairness, Satisfaction, and Conative 

Loyalty in the Context of Local Food Restaurants. International Journal of Hospitality and 

Tourism Administration, 23(3), 623–645. https://doi.org/10.1080/15256480.2020.1842836 

Sholikhah, A. F., & Hadita, H. (2023). Pengaruh Kualitas Layanan, Kualitas Produk Dan Harga Terhadap 

Loyalitas Pelanggan Melalui Kepuasan Pelanggan Mie Gacoan Di Bekasi Timur. Jurnal 

Economina, 2(2), 692–708. https://doi.org/10.55681/economina.v2i2.352 



 
 

282 
 

Singh, G., Slack, N., Sharma, S., Mudaliar, K., Narayan, S., Kaur, R., & Sharma, K. U. (2021). Antecedents 

involved in developing fast-food restaurant customer loyalty. TQM Journal, 33(8), 1753–1769. 

https://doi.org/10.1108/TQM-07-2020-0163 

Sitorus, A. N., Supriandi, S., & Sasmito, P. (2023). The Influence of Promotions, Prices and Location on 

Customer Loyalty of The Beverage Industry in Bogor City. West Science Journal Economic and 

Entrepreneurship, 1(05), 84–90. https://doi.org/10.58812/wsee.v1i02.71 

Sofyan, J. F., & Rianty, M. (2023). Karakteristik Manajemen dan Kepemimpinan Transformasional sebagai 

Penentu Kreativitas Karyawan yang Dimediasi oleh Kepuasaan Kerja. Jurnal Maksipreneur: 

Manajemen, Koperasi, Dan Entrepreneurship, 12(2), 448. 

https://doi.org/10.30588/jmp.v12i2.1186 

Suharyono, S., & Pahlamalidie, N. (2021). The Effect of Product Quality, Price and Personal Selling on 

Customer Satisfaction and Loyalty of Herbalife Customers. Open Access Indonesia Journal of 

Social Sciences, 4(1), 143–156. https://doi.org/10.37275/oaijss.v4i1.40 

Suhendar, U., & Ruswanti, E. (2019). Effect of Product Quality , Perception of Price and Satisfaction To 

Customer Loyalty ( Study on Agroindustrial Company in Indonesia ). International Journal of 

Economics, Commerce and Management, VII(3), 23–33. 

Sukardi, S., Jahid, M. A., & Hendrawan, S. (2023). E-Service Quality and Promotion on Customer Loyalty: 

the Importance of Customer Satisfaction. Jurnal Fokus Manajemen Bisnis, 13(2), 241–254. 

https://doi.org/10.12928/fokus.v13i2.9130 

Supriyanto, A., Wiyono, B. B., & Burhanuddin, B. (2021). Effects of service quality and customer 

satisfaction on loyalty of bank customers. Cogent Business and Management, 8(1). 

https://doi.org/10.1080/23311975.2021.1937847 

Surya, A. P., & Kurniawan, A. (2021). The Effect of Product Quality and Perceived Price on Customer 

Satisfaction and Loyalty: Study on Halal Cosmetic Products in Indonesia. International Journal 

of Economics, Business and Management Research, 5(04), 1–17. www.ijebmr.com 

Susanto, T. W. P., Sudapet, I. N., Subagyo, H. D., & Suyono, J. (2021). The Effect of Service Quality and 

Price on Customer Satisfaction and Repurchase Intention (Case Study at Crown Prince Hotel 

Surabaya). Quantitative Economics and Management Studies, 2(5), 288–297. 

https://doi.org/10.35877/454ri.qems325 

Sutrisno, A., Andajani, E., & Widjaja, F. N. (2019). The Effects of Service Quality on Customer 

Satisfaction and Loyalty in a Logistics Company. KnE Social Sciences, October 2019. 

https://doi.org/10.18502/kss.v3i26.5360 

Syah, T. Y. R., Alimwidodo, P. C., Lianti, L., & Hatta, H. (2022). Perceived Price As Antecedent of 

Satisfaction and Loyalty: Learn From Fast Food International Restaurants. Central European 

Business Review, 11(4), 63–84. https://doi.org/10.18267/j.cebr.304 

Tabri, N., & Elliot, C. M. (2012). Principles and Practice of Structural Equation Modeling. Canadian 

Graduate Journal of Sociology and Criminology, 1(1), 305. 

https://doi.org/https://doi.org/10.15353/cgjsc-rcessc.v1i1.25 

Timo, F., Mugiono, M., & Djawahir, A. H. (2019). the Effect of Product Quality and Service Quality on 

Customer Loyalty Mediated By Customer Satisfaction (Evidence on Kharisma Store in Belu 

District, East Nusa Tenggara Province). South East Asia Journal of Contemporary Business, 

Economics and Law, 19(5), 13–26. 

Tjahjaningsih, E., Widyasari, S., Maskur, A., & Kusuma, L. (2021). The Effect of Customer Experience 

and Service Quality on Satisfaction in Increasing Loyalty. Proceedings of the 3rd International 

Conference on Banking, Accounting, Management and Economics (ICOBAME 2020), 

169(Icobame 2020), 395–399. https://doi.org/10.2991/aebmr.k.210311.079 

Widia, P. A., Hidayat, N., & Yusuf, M. (2021). The Effect of Price and Product Quality on Customer 

Loyalty With Customer Satisfaction As an Intervening Variable in the Coffee Shop. International 

Journal of Current Economics & Business Ventures, 1(2), 1–13. 

https://scholarsnetwork.org/journal/index.php/ijeb 



 
 

283 
 

Xhema, J., Metin, H., & Groumpos, P. (2018). Switching-Costs, Corporate Image and Product Quality 

effect on Customer Loyalty: Kosovo Retail Market. IFAC-PapersOnLine, 51(30), 287–292. 

https://doi.org/10.1016/j.ifacol.2018.11.303 

Yani, M. I., & Sugiyanto, S. (2022). Pengaruh Kualitas Layanan, Kepercayaan, Citra Merek Dan Kepuasan 

Pelanggan Terhadap Loyalitas Pelanggan Edwin Jeans Indonesia Pada E-Commerce Shopee. 

SINOMIKA Journal: Publikasi Ilmiah Bidang Ekonomi Dan Akuntansi, 1(3), 443–472. 

https://doi.org/10.54443/sinomika.v1i3.285 

Yanto, R. T. Y., & Anjarsari, A. D. (2021). Pengaruh E-Service Quality Terhadap Kepuasan Pelanggan E-

Commerce (Studi Kasus Pengguna Toko Online Shopee). Jurnal Bisnis Dan Pemasaran, 11(1), 

1–13. https://ejurnal.poltekpos.ac.id/index.php/promark/article/view/1319 

Yeh, T. M., Chen, S. H., & Chen, T. F. (2019). The relationships among experiential marketing, service 

innovation, and customer satisfaction-A case study of tourism factories in Taiwan. Sustainability 

(Switzerland), 11(4), 1–12. https://doi.org/10.3390/su11041041 

Yuliyanto, W. (2020). Pengaruh Promosi Terhadap Kepuasan Pelanggan di Toko Aleea Shopid Kebumen. 

Journal of Business and Economics Research (JBE), 1(2), 168–172. 

https://doi.org/10.47065/jbe.v1i2.244 

Zaw, Z. M., & Nuangjamnong, C. (2023). Critical Factors Affecting Revisit Intention for the “ Feel 

Restaurant ” in Yangon , Myanmar. The AU EJournal of Interdisciplinary Research, 8(2), 48–62. 

http://www.assumptionjournal.au.edu/index.php/eJIR/article/view/7806%0Ahttp://www.assumpt

ionjournal.au.edu/index.php/eJIR/article/view/7806/3938 

Zhong, Y., & Moon, H. C. (2020). What drives customer satisfaction, loyalty, and happiness in fast-food 

restaurants in china? Perceived price, service quality, food quality, physical environment quality, 

and the moderating role of gender. Foods, 9(4). https://doi.org/10.3390/foods9040460 

 

 


