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LAMPIRAN

Lampiran 1. Kuesioner

ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

Perkenalkan saya Prayogho Ady Pamungkas,

mahasiswa Universitas Atma Jaya Yogyakarta program studi Manajemen Fakultas Bisnis
dan Ekonomika. Saat ini saya sedang menjalankan penelitian sebagai salah satu syarat
untuk dapat menyelesaikan tugas akhir. Penelitian ini bertujuan untuk menganalisis
kepuasan pelanggan terhadap promosi, harga, dan pelayanan di Baked by Gines (toko kue)
: studi kasus di kota yogyakarta. Baked by Gines adalah salah satu toko kue yang berada di
Yogyakarta.

Untuk mendukung kelancaran penelitian ini, mohon atas kesediaan Anda untuk
berpartisipasi mengisi kuisioner ini dengan kriteria responden sebagai berikut:

1. Responden memiliki pengetahuan atau mengenal toko kue Baked by Gines.

2. Responden pernah melakukan pembelian produk di toko kue Baked by Gines.

3. Responden merasakan layanan secara langsung di toko kue Baked by Gines.
Pengisian kuisioner ini hanya membutuhkan waktu 5 - 10 menit. Semua jawaban akan
dijaga kerahasiaanya dan hanya digunakan untuk kepentingan penelitian sesuai dengan

standar etika penelitian.

Apabila terdapat pertanyaan mengenai kuisioner ini, dapat menghubungi saya melalui
email:

210325966@students.uajy.ac.id

Terima kasih atas perhatian dan partisipasi yang sudah anda berikan
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ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

* Indicates required guestion
Pertanyaan Filter

Apakah anda mengetahui Toko Kue Baked by Gines? *

O Ya
O Tidak

Back Next Clear form
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ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

* Indicates required question
Pertanyaan Filter

Apakah anda pernah melakukan pembelian produk di Toko Kue Baked by Gines? *

o Ya
O Tidak

Back Next Clear form
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ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

* Indicates required question
Pertanyaan Filter

Apakah anda pernah merasakan layanan secara langsung di Toko Kue Baked by *
Gines?

O Ya
O Tidak

Back Next Clear form
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ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

O >= Rp 8.000.001

Produk apa yang sering ada bel
(Bisa Lebih dari 1 Jawaban)

(O] Mini chiffon
[ cheese Cake
[[J Paket Bouquet

[J other:

Produk apa yang paling anda sukai *
(Bisa Lebih dari T Jawaban)

] Mini Chiffon

[] cheese Cake
[[J Paket Bouquet
[ other

| Back Next Clear form



ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

* Indicates required question

PROMOSI

Dalam kuisioner ini, setiap pertanyaan menggunakan skala likert 5 poin untuk mengukur
tingkat kesetujuan responden terhadap berbagai pernyataan yang diberikan. Skala ini
memiliki arti sebagai berikut

» Sangat Tidak Setuju (STS) : poin 1
 Tidak Setuju (TS) : poin 2

* Netral (N) : poin 3

* Setuju (S) : poin4

» Sangat Setuju (SS) : poin 5

Saya suka belanja di Baked by Gines saat ada promosi. *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya akan mempertimbangkan untuk membeli produk Baked by Gines jikaada  *
promosi harga yang bagus (Potongan harga, Beli 2 gratis 1)

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Promosi penjualan Baked by Gines memungkinkan saya untuk melakukan *
pembelian produk dalam bentuk Bundling (Pembelian Bouquet + Mini chiffon).

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Back Next Clear form
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ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

* Indicates required question
HARGA

Menurut saya, Baked by Gines memiliki harga produk yang terjangkau dan *
memuaskan

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Menurut saya, harga produk di Baked by Gines masih di bawah toko kue lainnya *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya merasa harga produk Baked by Gines murah jika dibandingkan dengan toko *
kue sejenis.

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Back Next Clear form
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Bukti Langsung, Keandalan, Daya Tanggap, Jaminan, dan Empati

Ketika konsumen menemukan masalah Baked by Gines selalu menunjukan *
simpati dan menenangkan.

Sangat Setuju

" Karwayan Baked by Gines memberikan layanan sesuai waktu yang dijanjikan *

gat Tidak Setuju

Baked by Gines selalu mel yang akurat dan layanan sesuai *

dengan yang di janjikan
3 4 S

O O O Sangat Setuju

Sangat Tidak Setuju O

Karyawan di Baked by Gines memberi tahu pelanggan kapan tepatnya layanan ~ *
akan dilakukan

1 2 3 4 5

Sangat Tidak Setuju O o o O o Sangat Setuju

Karyawan Baked by Gines selalu bersedia membantu pelanggan *
1 2 3 4 5

Sangat Tidak Setuju o O O O O Sangat Setuju
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Karyawan di Baked by Gines memberikan pelayanan yang cepat kepada
pelanggan

Sangat Tidak Setuju O O O O O Sangat Setuju

Karyawan Baked by Gines yang memiliki pengetahuan untuk menjawab
pertanyaan pelanggan

Sangat Tidak Setuju O O O O O Sangat Setuju

Karyawan Baked by Gines sopan terhadap pelanggan *

Sangat Tidak Setuju O O O O O Sangat Setuju

Pelanggan merasa aman saat bertransaksi dengan Baked by Gines *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Karyawan Baked by Gines memberikan perhatian pribadi kepada pelanggan *

Sangat Tidak Setuju O O O O O Sangat Setuju

Baked by Gines mengutamakan kepentingan terbaik pelanggan *

Sangat Tidak Setuju O O O O O Sangat Setuju

Karyawan di Baked by Gines menghargai rasa hormat dan perhatian secara
individu

Sangat Tidak Setuju O O O O O Sangat Setuju

Back Next Clear form
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ANALISIS KEPUASAN PELANGGAN
TERHADAP PROMOSI, HARGA, DAN
PELAYANAN DI BAKED BY GINES (TOKO
KUE) : STUDI KASUS DI KOTA
YOGYAKARTA

* Indicates required question
Kepuasan Pelanggan

Saya puas dengan keseluruhan layanan yang diberikan oleh Baked by Gines *

1 2 3 4 5)

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya puas dengan cara saya diperlakukan oleh karyawan Baked by Gines *

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Saya puas dengan informasi dan pelayanan yang diberikan oleh karyawan Baked *
by Gines

1 2 3 4 5

Sangat Tidak Setuju O O O O O Sangat Setuju

Back Next Clear form
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Lampiran 2. Data Responden

68

Apakah Apakah
anda anda
Apakah pernah rf i?illia
anda melakuka cras
. mengetahu n n layanan Jenis . .
Timestamp i Toko Kue | pembelian 1 srtlecarfl Kelamin Usia Status Pekerjaan
Baked by produk di Zi ,g[s;lk f
Gines? Toko Kue Kue
Béli‘fl‘eis?,y Baked by
) Gines?
4/28/2025 ! . 11 - 26 Tahun (Gen . .
9:37:59 Ya Ya Ya Laki-Laki 7) Pelajar/Mahasiswa
4/28/2025 . . 11 - 26 Tahun (Gen . .
9:39:56 Ya Ya Ya Laki-Laki 2 Pelajar/Mahasiswa
4/28/2025 . . 11 - 26 Tahun (Gen . .
9-44:43 Ya Ya Ya Laki-Laki 2 Pelajar/Mahasiswa
4/28/2025 Perempua 11 - 26 Tahun (Gen . .
16:42:50 Ya Ya Ya i 7 Pelajar/Mahasiswa
4/29/2025 Perempua 11 - 26 Tahun (Gen . .
9:00:27 Ya Ya Ya n 7) Pelajar/Mahasiswa
4/29/2025 . . 11 - 26 Tahun (Gen . .
10:55:36 Ya Ya Ya Laki-Laki 2 Pelajar/Mahasiswa
4/29/2025 Perempua | 27 - 42 Tahun Pengusaha/Wiraswast
12:07:03 e G & 4 (Milenial) o
4/29/2025 Perempua 11 - 26 Tahun (Gen ’ .
13:22:55 Ya Ya Ya 4 7 Pelajar/Mahasiswa
4/29/2025 . . | 27 - 42 Tahun !
13:27:15 Ya Ya Ya Laki-Laki (Milenial) Pekerja Swasta
4/29/2025 . . 11 - 26 Tahun (Gen i .
13:30:33 Ya Ya Ya Laki-Laki 7 Pelajar/Mahasiswa
4/29/2025 Perempua 11 - 26 Tahun (Gen .
13:33:33 Ya Ya Ya N 2 Pekerja Swasta
4/29/2025 . . 11 - 26 Tahun (Gen .
13:38:58 Ya Ya Ya Laki-Laki 7) Pekerja Swasta
4/29/2025 Perempua | 27 - 42 Tahun
13:40:25 Ya g Ya n (Milenial) PNS
4/29/2025 . .| 27 - 42 Tahun .
13:45:52 Ya Ya Ya Laki-Laki (Milenial) Pekerja Swasta
4/29/2025 . . 11 - 26 Tahun (Gen . .
13:46:56 Ya Ya Ya Laki-Laki 2 Pelajar/Mahasiswa
4/29/2025 . . 27 - 42 Tahun .
13:52:01 Ya Ya Ya Laki-Laki (Milenial) Pekerja Swasta
4/29/2025 Perempua | 27 - 42 Tahun Pengusaha/Wiraswast
13:53:04 Ya Ya Ya n (Milenial) a
4/29/2025 Perempua 11 - 26 Tahun (Gen . .
14:07-18 Ya Ya Ya N 2 Pelajar/Mahasiswa
4/29/2025 Perempua 11 - 26 Tahun (Gen Pengusaha/Wiraswast
14:07:54 Ya Ya Ya n 2 a
4/29/2025 Va Ya Ya Laki-Laki 11 - 26 Tahun (Gen Pengusaha/Wiraswast
14:18:13 7) a
4/29/2025 Perempua 27 - 42 Tahun
14:32:51 Ya Ya Ya n (Milenial) PNS
4/29/2025 Perempua 11 - 26 Tahun (Gen .
15:54:11 Ya Ya Ya n 7 Pekerja Swasta
4/29/2025 Perempua 11 - 26 Tahun (Gen .
16:02:29 Ya Ya Ya n 2) Pekerja Swasta
4/29/2025 Perempua 11 - 26 Tahun (Gen .
16:14:30 Ya Ya Ya N 7) Pekerja Swasta
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4/29/2025 Ya Ya Ya Perempua 27 - 42. Tahun Pengusaha/Wiraswast
16:32:07 n (Milenial) a
4/1269:/329(? Va Ya Ya IIierempua 5 - 26 Tahun (Gen Pekerja Swasta
4/1269222052 Ya Ya Ya Eeremp ua (21\7/[;1:;;?}““1 Pekerja Swasta
4/1269/5220§g Ya Ya Ya rl:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
4/1269:/527();2 Ya Ya Ya Il:erempua (21\7/[i-lgjiz;li§hun aPengusaha/Wiraswast
4/1279:620(32 Va Ya Ya Eerempua (21\7/[;1:;;;1}““1 aﬁ’engusaha/Wiraswast
e I R R Pl e o
4/1279:/1200:(2);5; Ya Va Ya Laki-Laki (21\74;1:§i;§1hun aPengusaha/Wiraswast
4/1279:/32603? Ya Ya Ya Il:erempua (21\7/[i—ljji;a)1hun aPengusaha/Wiraswast
4/36%22(?4213 Ya Ya Ya Laki-Laki ; N =y Pekerja Swasta
4/37(?/227(2(5) Ya Ya Ya Laki-Laki ; =5 e (G Pelajar/Mahasiswa
5/1121/3230§§ Ya Ya Ya Eerempua ; i C Pelajar/Mahasiswa
5/1 162/521053 Ya Ya Ya Eerempua g - 26 Tahun (Gen IFERER . Svasta
5/2 112/2250%3 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pekerja Swasta
5/2112:/329(%3 Ya Ya Ya Eerempua ; = (Ged Pelajar/Mahasiswa
5/21122250?‘5‘ Ya Ya Ya r]:erempua g LT e Pelajar/Mahasiswa
5/2112127(?32 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/2 1122280?; Ya Ya Ya Ecrcmpua ; - 26 Tahun (Gen Pekerja Swasta
5/2112/524052 Ya Ya Ya r]jerempua g udCakalupt(en Pelajar/Mahasiswa
5/2112/5250§§ Ya Ya Ya Eerempua 5 R Pelajar/Mahasiswa
5/2 112:/526(??3 Ya Ya Ya Eerempua g - 26 Tahun (Gen Pekerja Swasta
5/2122620()?; Ya Ya Ya Eeremp ua g - 26 Tahun (Gen Pelajar/Mahasiswa
5/212221)210:(2)3 Ya Ya Ya Eerempua 1Z; - 26 Tahun (Gen Pelajar/Mahasiswa
5/21221)25052 Ya Ya Ya Eerempua 1Z; - 26 Tahun (Gen Pelajar/Mahasiswa
5/2122/322032 Ya Ya Ya Eeremp ua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/2122/323033 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/2122222033 Ya Ya Ya Laki-Laki IZ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/212222402 Ya Ya Ya Eeremp ua IZ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/21321626(22 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/103/2220§§ Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/103:/321%? Ya Ya Ya llzeremp ua IZ; - 26 Tahun (Gen Pelajar/Mahasiswa
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5/103:/5200:3 Ya Ya Ya Il:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/123/32402 Ya Ya Ya IIieremp ua 5 - 26 Tahun (Gen Pelajar/Mahasiswa
5/133623(%2 Ya Ya Ya Eeremp ua ; - 26 Tahun (Gen Pelajar/Mahasiswa
e Ya Ya Tidak

5/1636240(2)3 Ya Ya Ya Il:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/163/1240(2)3 Ya Ya Ya Eeremp ua g - 26 Tahun (Gen Pelajar/Mahasiswa
5/1103/3220?3 Ya Ya Ya Eeremp ua ; R (Gen Pekerja Swasta
TR | S | e e e [ |

5/11832)220%3 Ya Ya Ya Il:erempua g Nafgeg Pelajar/Mahasiswa
5/1 183»/1250151 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pekerja Swasta
5/1183:/127(3(2)451 Ya Ya Ya Eerempua ; = 26 i (e Pelajar/Mahasiswa
5/1183/3240?? Ya Ya Ya Eerempua ; -G Fresh graduate
5/1183:/329(?4212 Ya Ya Ya Eerempua g TN Pelajar/Mahasiswa
5/11936230;; Ya Ya Ya Eerempua ; = 26 el (G0 Pelajar/Mahasiswa
5/1193/2220(2)2 Ya Ya Ya Eerempua ; = (Ged Pelajar/Mahasiswa
5/1193/5220?3 Ya Ya Ya r]:erempua g LT e Pelajar/Mahasiswa
5/2103/1200?3 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pekerja Swasta
5/2103227022 Ya Ya Ya Ecrcmpua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/2113/322052 Ya Ya Ya r]jerempua g udCakalupt(en Pelajar/Mahasiswa
5/1174/224052 Ya Ya Ya Eerempua 5 R Pekerja Swasta
5/1115/1250;5) Ya Ya Ya Eeremp ua g - 26 Tahun (Gen Pelajar/Mahasiswa
5/1115:/128(??3 Ya Ya Ya Eeremp ua g - 26 Tahun (Gen Pelajar/Mahasiswa
5/1115:/1280:%2 Ya Ya Ya Eerempua 1Z; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1115/224012‘2 Ya Ya Ya Laki-Laki 1Z; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1115:/328(?32 Ya Ya Ya Eeremp ua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1115/328032 Ya Ya Tidak

5/11152220(?(5) Ya Ya Ya llzeremp ua IZ; - 26 Tahun (Gen Pelajar/Mahasiswa
WP v Tidak

5/1115:228(2; Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1115:/521(?% Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1 115:/526%3 Ya Ya Ya 1l:erempua IZ; - 26 Tahun (Gen Pekerja Swasta
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5/1115:/5260:3? Ya Ya Ya Il:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1125620()?2 Ya Ya Ya IIieremp ua 5 - 26 Tahun (Gen Pelajar/Mahasiswa
AR

5/1125220%; Ya Ya Ya rl:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1125/321032 Ya Ya Ya Il:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1125/3220‘2‘? Ya Ya Ya Eeremp ua g - 26 Tahun (Gen Pelajar/Mahasiswa
5/1125/3270?3 Ya Ya Ya Eeremp ua ; R (Gen Pelajar/Mahasiswa
5/1125230:?? Ya Ya Ya Eerempua IZ; g o T (G Pelajar/Mahasiswa
5/1125:£126():§2 Ya Ya Ya Il:erempua g Nafgeg Pelajar/Mahasiswa
5/1125/521012 Ya Ya Ya Eerempua ; N =y Pelajar/Mahasiswa
5/1125/525053 Ya Ya Ya Eerempua ; = 26 i (e Pelajar/Mahasiswa
5/1135:/2200:(2)3 Ya Ya Ya Eerempua ; -G Pelajar/Mahasiswa
5/1135:/229(?‘2‘2 Ya Ya Ya Eerempua g TN Pelajar/Mahasiswa
5/11352260%? Ya Ya Ya Eerempua ; = 26 el (G0 Pelajar/Mahasiswa
5/11352230?3 Ya Ya Ya Eerempua ; = (Ged Pelajar/Mahasiswa
5/1135/5240313 Ya Ya Ya r]:erempua g LT e Pelajar/Mahasiswa
5/1135/5270§i Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1135/5280§§ Ya Ya Ya Ecrcmpua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/11451)24%? Ya Ya Ya r]jerempua g udCakalupt(en Pelajar/Mahasiswa
5/11451)290(2)3 Ya Ya Ya Eerempua 5 R Pelajar/Mahasiswa
5/1145/129023 Ya Ya Ya Eeremp ua g - 26 Tahun (Gen Pelajar/Mahasiswa
5/1 155:/126(?(2)(5) Ya Ya Ya Eerempua g - 26 Tahun (Gen Pekerja Swasta
5/1155/224053 Ya Ya Ya Eerempua 1Z; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1155:/5200555; Ya Ya Ya Eerempua 1Z; - 26 Tahun (Gen Pelajar/Mahasiswa
T | |

5/1175/326033 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/1185{)240%3 Ya Ya Ya llzeremp ua IZ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/11856250421? Ya Ya Ya Laki-Laki IZ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/11851628(?)2 Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pekerja Swasta
5/11951)210?; Ya Ya Ya Eerempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
UL Ya Ya Tidak

19:35:47
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5/1 1952230%; Va Va Va Il:erempua é ; - 26 Tahun (Gen Eengusaha/Wiraswast
5/211550(23 Ya Ya Ya IIieremp ua 5 - 26 Tahun (Gen Pelajar/Mahasiswa
5/146/3220?:33 Ya Ya Ya Eeremp ua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/176:/527%; Ya Ya Ya rl:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/186:/5210:%3 Ya Ya Ya Il:erempua ; - 26 Tahun (Gen Pelajar/Mahasiswa
5/196:/527(??2 Ya Ya Ya Eeremp ua g - 26 Tahun (Gen Pelajar/Mahasiswa
5/196:/529(2:53 Ya Ya Ya Eeremp ua ; R (Gen Pelajar/Mahasiswa
5/1106:/220033 Ya Ya Ya Eerempua IZ; LEiEGen Pelajar/Mahasiswa
5/1107:/5290:42‘3 Ya Ya Ya Laki-Laki g Nalghig Pelajar/Mahasiswa
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Lampiran 3. Data Kuesioner Promosi,Harga, Kepuasan Pelanggan

KP3

KP2

KP 1

H3

H2

H1

P3

P2

P1
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Lampiran 4. Data Responden Kualitas Pelayanan

KL

15

KL

14

KL

13

KL

12

KL

11

KL

10

KL

KL

KL

KL

KL

KL

KL

KL

KL
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Lampiran 5. Uji Validitas

Correlations

P1 P2 P3 P
P1 Pearson Correlation 1 4717 759 897
Sig. (2-tailed .009 .000 .000
30 30 30 30
471" 1 447 747"
009 013 .000
0 30 30 30
758 447 1 875
.000 013 .000
30 30 30 30
897" 7477 875 1

.000 .000 .000

30 30 30 30

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
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Correlations

H1
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Correlations

84

KL KL2 KL3 KL 4 KL5 KLE KL7 KL KLS KL10 KL KL12 KL13 KL14 KL 15 KL
KL1  Pearson Comelation 1 451 521" 461 848" 461 381" 461" 7537 461 455" 461" 7837 4617 453" 752
Sig. (2-tailed) 010 003 010 000 010 038 010 000 010 007 010 000 010 012 000
N 30 0 30 30 30 30 30 30 30 30 0 30 30 30 30 30
KL2  Pearson Corelation 461" 1 4217 5127 362" 1.000" 461 512" 4617 1.0007 5017 512" 4847 10007 385" 777"
Sig, (2-tailed) 010 021 004 050 000 010 004 010 000 005 004 010 000 035 000
N 30 30 30 30 30 30 30 a0 30 30 30 30 30 30 30 30
KL3  Pearson Corelation 527" 4217 1 248 633" 421" e 248 653" 121" s1a” 348 637" 121" 806" 760"
Sig. (2-tailed) 003 021 059 000 021 000 058 000 021 000 058 000 021 000 000
i 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30
KL4  Pearson Correlation 461" 5127 348 1 431" 5127 461" 1000 319 5127 5017 000” 396" 5127 ags’ 718"
Sig. (2-tailed) 010 004 059 017 004 010 000 086 004 005 000 030 004 035 000
1 30 30 30 30 a0 30 30 a0 30 30 30 30 30 30 30 30
KL5  Pearson Corelation 849" 362 633" 431 1 362" 425 4317 849" 362" 5247 4317 887" 362" 4957 752"
Sig. (2-tailed) 000 050 000 70_3': ' 050 t Eg . o7 000 050 003 017 000 050 005 000
1 30 30 30 30 a0 30 3| 30 30 a0 30 30 30 30 30 30
KLE  Pearson Correlation 4617 1.0000 4217 5127 362" 1 461 5127 4817 10007 5017 512" 4847 10007 388 e
Sig. (2-tailed) 010 000 021 004 050 010 004 010 000 005 004 010 000 035 000
N 3L_ ) a0 30 30 30 30 30 E a0 30 30 30 30 30 30
KL7  Pearson Comelation 281 481 77 4817 425" 4817 1 4817 508" 4517 849" 4617 496" 4617 8407 746"
Sig. (2-tailed) o3 010 000 010 019 010 010 004 010 000 010 005 010 000 000
N 7? a0 30 a0 30 a0 30 30 a0 30 20 30 30 30 30 30 30
KL8  Pearson Comelation 461" 5127 348 1.0007 4317 5127 461" 1 319 512" 5017 oo™ 396 512" 385 718"
Sig. (2-ailed) 010 004 059 000 017 004 010 086 004 005 000 030 004 035 000
N y 0 30 a0 30 a0 30 30 a0 30 R a0 30 30 30 30
KLS  Pearson Correlation 7537 4817 653" 319 248" 4817 505" 319 1 461" £07” 319 7937 4617 5827 764"
Sig, (24ailed) 000 010 000 086 000 010 004 086 oo 000 086 000 010 001 000
N a0 30 a0 30 a0 30 a0 a0 30 a0 30 a0 30 30 30 30
KL10 PearsonComelaion 481" 1.000" 4217 5127 362" 1.000" 461" 5127 4517 1 5017 512" 4847 10007 385 77
Sig, (2 tailed) 010 000 021 004 os0 oo 010 004 010 005 004 010 000 035 000
N a0 30 a0 30 a0 30 a0 30 a0 30 a0 30 30 30 30
KL11  Pearson Comelation 485" 5017 18" s017 A" 5017 aag” 501" 607" 501" 1 501" 654" 501" 539" 831"
Sig. (2 tailed) 007 005 000 005 003 005 000 005 000 005 005 000 005 000 000
N 30 30 30 30 30 30 30 30 30 30 30 30 kD] 30 30 30
KL12 Pearson Gomelation 461" 512" 348 10007 4317 512" 4617 1.0007 319 512" 5017 1 386 512" 385" 718"
Sig (z—tai\;g) 010 004 059 000 017 004 010 000 036 004 005 030 004 035 000
N 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30 30
KL13  Pearson Comelation 783" 4647 537" 366 a7 s’ 498" 386" 703" 4647 Yyl 396" 1 4647 572" 793"
Sig (2—taneu)_7 000 010 000 030 000 010 005 030 000 010 jo 030 010 001 000
N a0 30 kLl 30 a0 30 30 a0 30 a0 30 30 30 30 30 30
KL14 Pearson Comelation 461" 1.000" 421" 512" 362 1000 14617 512" 461" 1000" 501" 512" 464" 1 85’ T
Sig. (2-tailed) 010 000 021 004 _usni Too oto 004 010 000 005 004 010 035 000
i 30 30 30 30 30 30 30 30 30 a0 30 30 30 30 30 30
KL15  Pearson Correlation 453 385 806" g5’ 495” ags’ 840 385" 582" ags’ 939" ass’ 5727 385 1 7477
Sig. (2-tailed) 012 035 000 035 005 035 000 035 001 035 000 035 001 035 000
1 30 30 30 30 a0 30 30 30 30 30 30 30 30 30 30 30
KL Pearson Correlation 7527 a7t 760" 718” 752" air 748" 718”7 7647 Rl 8317 718" 793”7 e 7477 1
Sig. (2-tailed) 000 000 000 000 000 000 000 000 000 000 000 000 000 000 000
il 30 30 30 30 EL] 30 30 30 30 30 30 30 30 30 30 30

* Correlation is significant atthe 0.05 level (2-failed).

** Correlation is significant atthe 0.01 |evel (2-tailed)
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Correlations

KP 1 KP 2 KP 3 KP
KP1  Pearson Correlation 1 5137 566 849"
Sig. (2-tailed) 004 001 000
30 30 a0 30
A13 1 374 808"
004 042 000
30 30 30 30
566" Enl 1 770"
.001 042 000
30 30 30 30
848" 808" Jr0 1

.000 .000 .000

30 30 0 30

** Correlation is significant atthe 0.01 level (2-tailed).

* Correlation is significant at the 0.05 level (2-tailed).



Lampiran 6. Uji Reliabilitas

Reliability Statistics
Cronhach's
Alpha M oof tems
7493 3
Reliability Statistics
Cronbach's
Alpha [ of tems
J07 3
Reliability Statistics
Cronbach's
Alpha [ of tems
b4 15
Reliability Statistics
Cronbach's
Alpha [ of tems

T3 3
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Lampiran 7. Statistik Deskriptif

Descriptive Statistics

M Minimum  Maximum Mean Std. Deviation
F1 120 1 g 443 .TBE
P2 120 1 g 418 ABTE
F3 120 1 g 4.27 BET
H1 alA 1AN. 435 841
H2 120 1 g 436 824
H3 N~ 120 1 5— 4.38 844
LA \ 120 3 g N 4.27 638
KL ¢ E 120 p g 4_52 648
kL3 120 3 g 4.50 G35
KL 4 120 3 g UF- - 608
kL& 120 3 g 4.4_8_ . GBE
_KL6 120 __ 3— 5 454 \ BO7
kLT 120 p g 4.44 708
_KL E_ 120 2 g 454 583
_KL-Q 120 3 g 451 - 648
E;D_ 120 - 2_ g 4.58 __ G03
L1 120 3 5 4,59 15
KL12_ 120 3 5 4,51 / A6S
KL13 120 —1 g 427 A8T7
KL 14 120 3 g 453 634
KLA1E 120 3 g 4.51 G35
KP4 120 3 g 462 551
kP 2 120 3 ] 4.449 G35
KP 3 120 3 g 463 A17
Yalid M (listwise) 120




Lampiran 8. Regresi Berganda

Variables Entered/Removed®

Yariahles Yariahles
Maodel Enterad Femoved Method
1 kKL, P, H" _ Enter

a. DependentVariable: KP

h. All requested variables entered.

Model Summary

Adjusted R Std. Errar of
Model R R Square Sguare the Estimate

1 8497 a2 J14 754

a. Predictors: (Constant), KL, P, H

88

ANOVA?
sum of
Model Squares df Mean Square F 5ig.
1 Fegression 170.519 3 56.840 99928 .ooob
Fesidual 65.981 116 Ralafe!
Total 236.500 118
a. Dependent Variable: KP
b. Predictors: (Constant), KL, P, H
Coefficients”
Standardized
Unstandardized Coefficients Coefficients
Madel E Std. Error Beta t Sig.
1 (Constant) 241 688 3.504 001
F 044 031 072 1.424 67
H 095 0249 72 3261 .001
kL A4 010 J52 13.872 .000

a. DependentVariable: KP
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Abstract

The aim of this study Is 1o analyze the significance of the fnfluence of service qualiy, price,
and promotion on customer satisfaction. This research is a quantitative study using secondary
data and primary data obtained from questionnaires that have been filled out. The population
in this stady is all customers who have shopped at Mirota Kampus. Sampling was done using
purpasive sampling method and obtained 100 respondent sampies for the study. The analysis
t00ls used are muitiple linear regression and [~test. Based an the analysts results, it shows that
service quality, price, and promotfon partially have a signiiicant influence on customer
satisfaction. Furthermore, the variables of service quality, price, and promotion
simultaneously have a significant influence on custonier satisfaction.

Keywards: service quality, price, promotion, customer satisfaction

Introduction

In the era of globalization, there is an Increasing number of trading companies in various
forms such as shops, minimarkets, supermarkets, department stores, etc, This leads to a tighter
competition in the business world. Each company must meet the needs of customers with betier
and satisfying services at affordable prices, as well as provide promotions tha instill trust in
customers and offer products that align with the needs and desires of each customer (Susiladewl,
2020). Therefore, every company must have a good strategy to survive in their industry and
maintain their customers 1o ensure their satisfaction and loyalty,

Mirota Kampus is one of the stores located in Yogyakarta. The history of Mirota Kampus,
before the existence of Mirota Kampus, first stood PT Mirota whose initial business was the
production of beverages, bread. and tarts. PT Mirota ltself is a sole proprietorship founded in
1950 by Mr. and Mrs. Hendro Sutikno. In addition to that business, in 1952 Mr. and Mrs.
Hendro Sutikno expanded their business by opening a P & D (provision & dranken) store
located on JI. A. Yani 75 Yogyakarta. The business development of PT Mirota was then
continued by the sons and daughiers of Mr. Hendro Sulikno, covering various types of
businesses under the brand name "MIROTA".

According to Aprileny et al. (2020) Customer satisfaction can be used as a basis to review
how much pleasure customers have in shapping, so we will know which part of the service
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The study conducted by Hamdani & Zaman (2017) entitled “The Influence of Service
Quality and Promotion on Customer Satisfaction al Pizza Express Jakarta,” was published in
the Journal of Economic Discourse. The aim of the research was to determine the impact of
service quality and promation on customer satisfaction at Pizza Express Jakarta, The resulis
showed that there is an influence of service quality on customer satisfaction at Pizza Express
Jakarta, There is also an Influence of promotion on customer satisfaction al Pizza Express
Jakarta. Additionally, there is an Influence of both service quality and promotion on customer
satisfaction at Pizza Express Jakarta. (Montolalu et al., (2023) canducted a study titled “The
Effect of Service Quality and Promotion on Purchasing Decisions for Precious Metals at
Tomehon Branch Pawnshop . The aim of this research Is to determine the impact of service
quality, price, and promotion on the decision to purchase gold at PT. Pegadaian Syariah branch
in Tomohon. The results of the research and data analysis using the F test indicate that the
warlables of service quality, price, and promotion collectively have a positive and significant
influence on the decision to purchase gold at PT. Pegadaian Syariah (Persero} Branch in
Tomohon, Novandi & Prihadi, (2020) conducted a study on “The influence of service quality,
price, and location on customer satisfaction at Miss Laundry in the city of Tegal ™. The research
almed to determine the impact of service quality, price, and location on customer satisfaction
at Miss Laundry in Tegal. The results of the study concluded that service quality has a
significant impact on customer satisfaction with a probability value, price influences customer
satisfaction with a probability value, while location does not affect customer satisfaction with
a probability value. Service quality, price, and location together have a significant impact on
customer satisfaction at Miss Laundry in the city of Tegal. This was evidenced by the F-test
value significance level.

Research Purposcs
(1) To find out whether service quality, price, and promotion have impact on customer

at Mirola Kampus In Yogyakarta or no.
(2) To determine the simultaneous impact of service quality, price, and promotion on customer
at Mirata Kampus In Yogyakarta

Service Quality

Price Customer
Satlsfaction

2 i)

Promo

X3

Figure 1. Framework of Research
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needs to be improved. Companies must continue to improve their service to your customers so
that business development becomes even better. In a business, it Is not enly the produets that
are sold that we need to pay anention to, but also the service provided to customers, because
without customers, the products offered will never move from the store shelves (Aprileny et al.,
2020). Customer satisfaction is very important for companies because customers determine the
success of a company. Satisfaction is a very determining factor in the marketing of a company,
if customers feel disappointed in the service, price, and promotions that are not suitable for
customers, it will disappolnt their customers. Customer satisfaction s the feeling of pleasure or
disappointment that arlses in someone after comparing the expected perfarmance (or outcome)
of a product with its actual performance (Estamarinda et al.. 2021). If the performance falls
below expeciations, the customer Is dissatisfled. If the performance meets expectations, the
customer is satisfied. If the performance exceeds expectations, the customer is highly
satisfledrhappy.

The quality of service has become a key factor in the success of a company. The
development of quality is highly driven by competition between companies, technological
advancements, stages of the economy, and the socio-cultural conditions of society (Khamimah,
2021). Service quality is a necessity that companies must fulfill in order 1o survive and malntain
customer trust. Service quality Is the expected level of excellence and control over that level of
excellence to meet customer needs (Riyadin, 2019). According to (Suwitho, 2022), service
quality is seen as ane of the components that needs to be realized by companies, as it has the
influence to atiract new customers and reduce the likelihood of exsting customers switching ta
other companies. Service quality is the expected level of excellence and control over that level
of excellence to meet customer desires.

Price Is one of the main factors that can influence a buyer in making their decision. Price
plays a role in determining customer purchases, so before setting a price, it is advisable for a
company (0 look at several price references for a product. In terms of pricing strategy, price is
one of the elements that affects activities within a company, functioning to create a competitive
advantage for the company (Udayani et al., 2023). Price Is the amount charged for a product or
service, more broadly, price is the sum of all the values glven by customers to benefit from
owning or using a product or service {Farokhi & Hidayat, 2018). Price is one element of the
‘marketing mix that generates revenue, while other elements generate costs. Price is the easlest
element in the marketing program fo adjust, product features, channels, and even
communication require a lot of time.

Promotion is an essentlal activity in marketing products or services in order to attract
customers to purchase the said products. The promotion activities should be designed as
appealing as possible, and the information conveyed should be easily understood by the public
so thal readers can be Interested and comprehend it easily (Nendi et al., 2022). The company's
promotion efforts will create a positive and distinct Impression in the minds of customers, thus
directly or indirectly shaping a favarable image of the product. Promotion is an element of the
marketing mix that focuses on efforts to inform. persuade, and remind customers about the
company’s biand and praducts (Reppl et al., 2021). On the other hand. promation is one of the
elements in the company's marketing mix that Is used o inform, persuade, and remind
customers about the company's products (Purbohastuti, 2021).

bogor.acidindex R 1SS 2654 8623 E-ISSN : 26550008
Method
Population and Sample

The population Is a generalization area consisting of objectsisubjects that have certain
quantities and by 1o be studied and then drawn

conclusions from (Ajijah & Selvi, 2021). The study population includes all customers who
regularly visit Mirota Kampus supermarket, with an unidentifiable total number. Samples are a
part of the quantity and characteristics possessed by the population based on the known
characteristics of the papulation. Therefore, the sample size In this study is 100 individuals,
which are considered to represent the population. Sampling Is conducted using purposive
sampling technique, where samples are selected based on specific criterla (Amin etal., 2023).

Data Collection Sources and Techniques

There are two sources of data used In conducting research, namely primary data and
secondary data. According to Sugiyono (2017), primary data refers to a data source that directly
supplies information to the data collector. The method of collecting primary data involves
customers of Mirota Kampus in Yogyakarta filling oul questionnaires. To collect data,
questlonnaires are distributed directly and online to respondents. Secondary data s data that
indirectly provides information to data collectors (Sugiyono, 2017). This type of data supports.
the needs of primary data such as books, literature, and related readings that support research.

Data Analysis Method

Observation is the foundation of all knowledge. Scientists can only work based on data,
‘which are facts about the real world obtained through observation. In this study. the observation
was conducted by meeting with Mirota Kampus customers in Yogyakarta. An interview Is a
meeting between two Individuals to exchange information and ideas through question and
answer, thereby constructing meaning in a specific topic. This study Identifies customers who
‘have previously shopped at Mirota Kampus supermarket In Yogyakarta

Result
Instrument Test

The instruments used in this study were tested for rel
assistance of SPSS version 21 software, as follows:

ity and validity using the

1. Validity Test
Table 1
Result of Validity Test
Variable r-count r-table

Xl 0.848 0.361
X,.2 0.479 0.361
X3 0.722 0361
X;d 0621 0361
X,.5 0,608 0361
X,.6 0.662 0361
X7 0.707 0.361
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X8 0.678 0.361 Valid
X1.9 0.411 0.361 Valid
X,.10 0.729 0.361 Valid
Xa.1 0612 0.361 Valid
X2.2 0.670 0.361 Valid
X2.3 0.840 0.361 Valid
Xa4 0.676 0.361 Valid
Xa2.5 0.748 0.361 Valid
X2.6 0.761 0.361 Valid
X2 T 0.782 0.361 Valid
X2.8 0.688 0.361 Valid
Xa.l 0.577 0.361 Valid
X3.2 0771 0.361 Valid
X33 0.591 0.361 Valid
X34 0.704 0.361 Valid
X3.5 0.809 0.361 Valid
X6 0.803 0.361 Valid
Xa.T 0671 0.361 Valid
Xa8 0813 0.361 Valid

Y1 0.773 0.361 Valid
Y2 0.675 0361 Valid
¥3 0727 0361 Valid
Y4 0.768 0.361 Valid
Y5 0.780 0.361 Valid
Y6 0.849 0.361 Valid
¥T 0.847 0361 Valid
Y8 0784 0361 Valid

Source: Processed Primary Data by SPSS 21 (2024)

Table 1 indicates that all research instruments for the research variables have met the

validity requirements. The validity test results above show that all r-count = r-table or all r-count
are greater than r-table, which means that all questionnaire statement items are considered valid

L

Reliability Test
Table 2. Result of Reliability Test - Service Quality
Cronbach’s
Alpha N of Items
0.886 10
Source: Processed Primary Data by SPSS 21 (2024)
13
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The multiple linear regression equation is obtained as follows Y = 3.410 + 0.231 X1 +

0,338 X2 + 0,307 X3. Based on the equation above, it demonstrates the relationship between
the independent variable and the dependent variable, therefore the following conclusion is
drawn:

()]

@

(@

The constant value is 3.410, indicating that if there is no change in the values of service
quality (X1), promotion {X2), and price (X3) varlables. Then, customer satisfaction at
Mirota Yogyakarta Kampus is 3.410 units

The coefficient of regressian for service quality (X1) is 0.231. Assuming that the variables
of promotion (X2) and price (X3) are constant, any changes in service quality (X1) will
also result In a change in customer satisfaction. This means that if the service quality
variable (X1) increases, customer satisfaction will also increase, and if there isa decrease
in service quality (X1). customer satisfaction will also decrease.

The regression coefficient value for promotion (X2) is 0.338. Assuming that the variables
of service quality (X1) and price (X3) are constant, any changes in promotion (X2) will
result in changes in customer satisfaction. This implies that if the promotion variable (X2)
increases, customer satisfaction will also increase, and if there is a decrease in promotion
(X2), customer satisfaction will decrease as well.

The regression coefflcient value of price (X3) Is 0.307. Assuming that the service quality
variable (X1) and promotion (X2) are constant, any changes in price (X3) will result ina
change in customer satisfaction. This implies that if the price variable (X3) increases,
customer satisfaction will also Increase, and if there is a decrease in price (X3), customer
satisfaction will decrease as well,

F-Test

The purpose of the F test is to prove whether the independent variables (X) collectively

influence the dependent variable (). Based on decision-making criteria, if F caleulated = F
table, then HO Is rejected and Ha is accepted (significant) and f F calculated = F table, then HO
Is accepted and Ha is rejected (not significant). the results of the F test are as follows:

Table 7
Result of F-Test
ANOVA:
Sun of Mean
Model Squares df  Square  F Sig.
I Regression 1647.419 3 549140 69.675 000
Residual 756.621 96 7.881
Total 2404.040 99

a.Dependent Varable: Customer Satisfaction
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Table 3. Result of Test - Price
Cronbach's
N of Items
0.899 8

Source: Processed Primary Data by SPSS 21 (2024)

Table 4. Result of Reliability Test — Promotion

Cronbach's
Alpha N of Items
0.920 8

Source: Processed Primary Data by SPSS 21 (2024)

Table 5. Result of Test — Customer fi
Cronbach's
Alpha N of Items
0.927 8

Source: Processed Primary Data by SPSS 21 (2024)

The values of Cronbach's Alpha in tables 2, 3, 4, and 5 are all above 0.05. This leads to
the that all in the are reliable.

Multiple Linear Regression Test

Multiple linear regression analysis aims o determine the influence of two or more
independent variables, namely service quality, promotion, and price, on a dependent variable,
namely customer satisfaction.

Table 6. Result of Multiple Lincar Test
Coefficiems”
Unstandardized
Coefficients
Std.
Model B Ervor
1 (Constant) 3410 2172
Service Quality 0.231 096
Price 0.338 088
Promotion 0.307 090

a. Dependent Variable: Customer Satisfaction

Source: Processed Primary Data by SPSS 21 (2024)

20

b fhea-b d/index php MANAGER IS5N: 2654-8623 E-ISSN : 2655-0008

b. Prediciors: (Constant), Serive Quality, Price, Promation

Souree: Processed Primary Data by SPSS 21 (2024)

Based on table 7, the calculated F value is 69.675, which is greater than the tabulated F
value of 2.70 with a sigificance level of 0.000 < 0.05. Therefore, the null hypothesis is rejected
and the aliemative hypothesis s accepied. This indicates that the service guality, promotion,
and price varlables have a positive and significant impact on customer satisfaction. Thus, the
hypothesis stating that the ind; varlables (X) ly affect the dependent
varlable (Y) Is accepted.

Conclusions

(1) The quality of service variable has a significant influence on customer satisfaction at
Mirota Kampus in Yogyakarta. The hypothesis stating that the quality of service variable
has a significant influence on customer satisfaction at Mirota Kampus supermarket in
Yogyakarta has been proven.

(2)  The significant influence of price variables on customer satisfaction at Mirota Kampus in
Yogyakarta has been proven. The hypothesis stating that price variables have a significant
impact on cusiomer satisfaction at Miroia Kampus in Yogyakarta has been confirmed.

(3)  The significant influence of promotional varlables on customer satisfaction at Mirota

Kampus in Yogyakaria has been proven according to the hypothesis stating that
promotional varlables have a significant impact on customer satisfaction at Mirota
Kampus in Yogyakarta.

(4) Based on the multiple linear regression analysis, it is evident that the variables of service
quality. price. and promotion significantly influence the satisfaction of customers at
Mirota supermarket on the Yogyakarta Kampus. The hypothesis used siates that the
variables of service quality, price, and promotion callectively have a significant impact
on the vadable of customer satisfaction at Mirota Kampus, and this hypothesis has been
proven
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promatian on eustancr Satistetion. In this sudy. castomer safisfaction i considered a5 the interyening variabie 1hat

hias an impact on customer loyaily. The object of study is Ancol Deeamband Park - 3 top-rated theme park for traveling
in Jakarsa (Todanesia). Participsans in this sudy were visitors who et Aot Dot Pock during the
Covid-19 pandemic more than oice, were 17 years old and over, and were domicited in Greater Jakarta The sample
consisted of 200 respondents: 101 females (S0.5%) and 99 males (19.5%), The research methodalogy s based an dhe
use of the gquantiative medod and causal research. For dsta analysis, the suthors se the SEM (Siruetural Fquation
Mudel), SPSS (Siatistical Progran for Soeial Seience), and Amos 26 software. The resuls of this study shen tht
service quality, innovaion, price perceprion, promorion have a significans posiive effoct on customer satisfaction,
Alang with this, customes satisfaction has 8 significant gesitive effect aw customer foyalty. So, the increase in customer
saistlcsion losds o an incresse in cusionmer loyaly, aitough this incresse may not be fel bumediately, However,
custouer satisfaction is & good straiegy for the future, hecause customers will want o visit this thene park again and
shire their gositive feeddback with othes people. These findings should guide the manageent of Such anusement parks

to improve the quality of services. I particalar, the quality of service can be improved by paying attention
ta cleanliaess, health, and visitor safery, wiich are very much needed during this COVID-18 pandemic.
Kepwards: service quality, innovation, price, promation, customer satisfiction, custones foyalty. theme park

1. Introduction

The Covid 19 pandemic has lasted more than a year.
Many people are in a dilemma and confused about whese
Wwogo on vacatio 3
considering going 10 the desited tourist artractions. In

ch conditions, public interest in theme parks is
growing.

Theme Park i an amusement park that offers
attraetions that raise a theme, such as fantasy and
Imagination, The theme park concept is aot only rade for
amusesment parks but i used for the development of the
surrounding city. All these amusement parks are also
ying b bring in thirsty turists for 8 vacation (Elmia and
Pratiwi, 2019).

Ancol Deecmland @8 a topested theme park for
traveling in Jakarie. AS en of Indonesia’s most complet:
and largest thematic recreation parks, Ancal has 552

lacated on Jalan Lodan Timur No.7.
Pademangan Disirics, Nosth Jakaria. Ancol Dreamland
peesents many varied tourst objects with complete
facilisies such as Ngh—mh rides, marine animal tourism.
7008, beackes, concert venues, aquatic animals (Shessy
and Balqued, 2015)

‘These iourist destinations are very famous and rarely
deserted from tourisi visits. SHIL the pandemic has
harmed the country's tourism business, including Ancal
tourism which experienced a decrease in visiiors of
around 68.68% i 2020, Fram the data secorded in 2019,
Ancol had an income of Rp. 67575 billion when
compared to the data in 2020, which had an income of
Rp. 305.57 billion (Tari, 2020).

In 2021 the govemment has imglemented a vaccinstion
peogens. Dsplha the decline in foeeign tourists, it & hoped
el fexbility can

aitract domestic tourists 1o
sumhme national tourism [Rn&mn 2021). Sirategy is
needded 10 know the compenty profile. One way 10 analyze
company stategy is 0 use the SWOT analysis medhod.
Companies require SWOT analysis o achieve business

Actording te Oroh et al. 015) the quality of tousism
services direcily depends on hospitality,  location
attractiveness, local products, and others. Other factors
that can be used as a sLElegy are an innovation of tourist
atiractions, ticked prices, and ongoing prometions.

“The focus of the research problem is to create  plan
o mainiin and pay attention 1o cuslomer satisfaction in
the towrisen service industry so that tha customer loyalty
will impact increasing profits for the company.

2. Literature Review & Research Hypothesis

Service quality

Service quality is the level of service related to
customer expectations and needs. Quality service if the
company can provide products and services according to
customer expectations. According to Goetsch and Davis
[1994). cited by Tilptano (2012:152), auality can be
defined as “dynamic conditions associated with products,
services, buman  tesources.  processes, and the
environment that meet or exceed expectations’. While
Wyckofl, 2002)defines the notion of serviee auality, is
the level of excellence expected. Service quality is seen
not only from the point of view of producers but also
from consumers who use these services.

Custames satisfaction is als the primary goal of a good
business  marketig suategy. In o meetig  customer
satisfaction. the company does ot anly sell quality products
ar services but also supports a pood, adequate. and
inmovative service sysiem so that visitors will be loval 1o the
company becaise visitors like the service and conventence
provided by service providers (Mohamad, 2008).

Previous studies have proven that service quality i an
essential factor in influencing customer satisfaction in the
hospitality industey of Ghana (Ofosu et al, 2020). Gong
& Yi (2018) also investigared and validaied the service
quality madel in five Asian counisies. The results of his
study that customer happiness ks driven by service quality
and customes loyalty ase driven by service quality in five
Astan countries

The quality of serviee implemented by the Minisery of
Tourism is based on CHSE cenification dusing the
Covid-19 pandemic. Cleanliness, Health, Safery, and
Environment gusraniee tourists to {mplement health
wrawcols (Fitdana et al., 2020), and serviee auality also
has dimensions o measure service quality. Accoeding to
Parasuraman e al. (1985), there are five dimersions of
service qualiy: TERRA  (Tangibles, Empathy,
Reliability, Resporsivensss, Assurance). Who  can
interpret that customer satisfaction will be fulfilled if the
quality of service desired by the cusiomer maiches o
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exceeds (he expectations of the cusiomer? Therefore, the
fiest hypothesis within the eurrent study is:

~ There is a significant effect of service quality an
customer satisfaction.

Innovation
]l\nnu(l.nl\ is a new idea or idea that has never existed
usually, this innovation is in new things.
Jnnvation is olso development, research, o
engineering activity carried out o renew the context of
science or new ways o be applied w products ar
uction processes. using new technology oo seience

(Widianti, 2016).

Meanwhil according 1o Ellitan  (2009).  the
development of new processes from within and aurside
the comgany creates mew ideas, services, products i
inchede creativity and other idess. Innovation can be
defined as a new concept or peoduct driver of a new idea
oc scientific research, or innovation can be called the
commercialization of an invention.

An ides must have the quality that sarisfies any
particulsr peed and Implementation at an economical cost
1o become an innovation (Nematl et al., 2010). Elsewhere
Ayuningrum & Pangestuti (2018) prove that the
innovation variable s a significant effect an visitor
satisfaction in the fourism industry of the city of
Bojonegora.  [n another  swdy  exploriag  service
innovation oa customer satisfaction, it is known ihat
service innovation has a positive effect an cusiomer
satisfaction (Yeh et al., 2019)

Thesefore, the second lypothesis within the current
study is:

- There is a significant effect of Innovation ea
customer satisfaction.

Price

Price is the amount of money demanded or charged
for a product or service from the total value exchanged by
consumers because of the benefits passessed by using the
product or service (Kotler B Armstong, 2010).
According to Martin et al. (2007), price resclis from an
assessment and process that can be accepted by
customers, from previous research showing that price
faitiess affects customer satisfaction and loyalty.

Price level reference compares service prices where
customers feel it s reasonable if a service offered by the
company & different from e services of other
companies  (Laurentia, 2013). Testing the price
selationship from which proves that price perception has
a posiive and significant effect o satisfaction
(Juniantars & Subawas, 2018).

The coniribution  between price and  customer
satisfaction on tour and travel services can show a
significant effect of peice-quality variables on customer
satisfaction (Rumage: & Satriawan, 2017). Therefore, the
third hypothesis within the current study is:

H; - There is a significant effect of price on customer
satisfaction.

Promotion s a marketing mix wsed to make
communication  between products o services 1o
consumers. The notion of promotion 5 a form of
maketing to i
persuade or increase the tarpel market for the company
and its products so that they are willing 10 accest, buy
and be loyal 1o the products ar services offered by
Tjiptena (2014).

Meanwhile, in the opinion of Kotler & Keller (2007),
the meaning of promotien is the process of markeling
stralegy o communicale using the composition of the
promatien mix with the market, The study on peomotions
with customer satisfaction tested by Susanto and Rahayu
(2017) on visitees 1o the water Owabong fousist
attraction, Puralingga Repency, poved that premetion
significanily affected custnmer satisfaction. Promotion
moreover has a significant effect on customer satisfaction
and customes loyalty in financlal services eompanies

From ihis research, it is hoped that promotion will be
a way that what ean do to increase the visibility of a
product, service, brand, and company. Therefore, the
fourth hypathesis within the current study is:

H, - There s a significant effect of promatien on
customer salisfaction.

Customer satisfacti

Customer satisfaction i consumee feclings afies
comparing what is received and expected (Umar, 2005).
Philip Koiler and Kevin Lane Keller, quoted from the
book  Marketing Management, said that customer
satisfaction i & persons feeling of pleasure or
Alsappoiniment afier comparing a praduct or service's
perfurmance (resulis) Lo the expected performance
(Kotler and Lane, 2007:177)

Asadpaor (201 Tjexamines the relationship betwren
cusiomer satisfaction and customer loyalty at Saderat
banks in Urmia and finds that customer satisfaction
direetly affects customer loyalty. Additionally, service
uality, trust, sarisfaction together influence customer
loyalty at PT, Padang Tour Wisata (Dharma. 2017)

Customer loyalty is defined as loyally from
consumers who ase taken without cosrcion; this loyalty is
the friit of efforts from customes satisfaction that can
influence customer behavior (Kotler and Armstrong,
2010). Gremler and Brown in Hasan (2008), cusiomer
loyalty is a commitment cwied by customers who

and serviees but have a positive attitude
towards the eompany. The conclusion aboul customes
eatisfaction is the response obtained after comparing (he
perceived performance with expectations. If the sesulee
wbiined are below customer expectations, the customer
will feel dissarisfied  If the results obrained follow
customer expectations, the cusiomer would feel satisfled
and loval to the services offered. Thecefure, the fifih
Iypothesis within the current siudy s:

Hy - There is & significamt effect of cusiomer
satisfaction on customer loyalty
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Theoretical framework

Innovation

Figure 1. The Theoretical Framework

Fro the research model image about service quality.
innovation, and price (fig. 1), it it suspected 1o have a

influence on customer satisfaction and
Toyalty st the Ancol Dreamland theme park-

Service quality, innovation, price, and promaotion are
selated 1o customer satisfaction (Ofosu et al, 2020
Hapsarl ed al. 2017, Juniantara & Sukawad, 2018
Anugrah, 2020; Amin et al.. 2003). Cisstames satisFaction
as the intervening vasiable influences custamer loyalty
[Asadpoor. 2017, Kasiri et al., 2017: Mazuri et al. 2017
Copi & Sanat, 2020).

3. Research Methodalogy

Participants

Participants in this study were visitors who had come
to the Ancol Dreamland Park during the Covid 19
pandemic more than once, were 17 years old and over,
and were domiciled in Greater Jakarta The sesearch
methodology is based on the wse of the quanfitive
method and cawsal research. Caussl sesearch can be
defined as a research mehod used 1o determine the cause-
and-effect relationship beoween two varizbles. In total,
200 participants completed the survey as suggested by
Crocker & Algina (1986) state that for siability, a
‘minimum of 200 respandents is required.

The sample consisted of 100 females (50 5%) and 99
males (49.5%). most respondents are workers who lave
154 peaple (77%). for thase who have not / do aot work
s many a5 26 respoadens (14.5%). 15 respondents who
have a business (7.5%) and retirees only have 200
sespondents, Regarding their marital statss. 111

were married. Cl af

used by previous siudies because they have been tesied
and validated. Indicator of Fitriana e al. (2020); Yanti et
al (2020:5); Olorunniwo et al (2006:62) used scale o
measure service quality, indicators from Deiallas & Blind
(2018:12); Risnawati et al. (2019:40); Damak (2017:5);
Han el al (2016:460) were adopied and adepeed 0
measure innovation, price, and  promotien. Further,
indicators from Hyun & Han (2012:228); Amin et al
{2013:5) were adapted and used to messure customer
satisfaction and loyalty.

Data Analysis

Far data analysis. the authoss use the SEM (Structural
Eyuation Modell. SPSS (Statistical Progeam for Socis!
Seience), and Amos 26 software. The validity test applied
in this study i EFA (Exploritory Factr Analysis) to
determine the validity and see the fesulis of the indicatoss
used 1o survive oe fail (Malhotea, 2009).

The guideline for factor loading values in EFA can be
taken based on the mumber of samples in this study,
which is 200 samples, meaning the factor loading value
must be greater than 0.40. The reliability test is
see the suitability of the value and reliahility of the
survey aswers from respondents (Anzstasya, 2015)

"m wiy applies the Cronbach's alpha method with
imitations, such as 06, Reliability < 0.6 is ot
sund while 0.7 is acceptable, and 0.8 s goad (Achidah &
Hasioksn, 2016}, Hypothesis testing is used to show how
far the influence of variables is on each other (Ghozali.
2006). There are three hypothesis tests used, namely:
CEA leontirmatory foctor analysis) Fit - Model
(G

by age were 17-20 vears (13.3%). 21-30 vears (54.5%).
31-40 years (24.6%), 40-50 vears (6.6%) and > 50 years
(0.9%). From the data shown, respondents ase dominated
by 2130 years with o percentage (51.5%) of 115
respondents

Instrument
Operstionalization of variables to divelop research
instruments, the authoss deliberately apply indicators

i), and ttest feritical ratio)
The fist order construct in the CEA must have &
peobability value ~ (.05 5o that the question can be well
ceeeived, and the fit model should pet Povalue > 005,
CMINDF < 200, GF12 (.00, AGFI= 0.0, TLI= (.90,
RMSEA <008 (Cochran, 2017). T-test (o determaine the
vaiable influences hy dent vasiable, if
probability value or P = 0.05 and cn value = 106 then
the hypothesis is aceepted, but if Pzof 0.05 and
CR value = 1.95 then hypothesis is rejected,
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ics &
vale, bur all varisbles have a factor loading
4. Results and Discussion result = 040, OF the 15 questions. about service qualiry
Validity Test indicators, the author eliminates & questions so that the

The validity test using EFA (Enplorsiory Factor | resubis have 3 cross-factor and each question item on the
Analysis) found that ealy service quality had dimension | service quality variable is declared valid

Table 1
EFA Validity Test
Indicator Factor Loading
Cleanliness
Dwash my hands with soap or use a hand sanitizes in the place provided by Ancol Dreamland Bark 0630
1 el that all rides as Ancol twurisi atiractions are eleaned with disinfectant regularly 0ils
Lcheck my budy temperature before entering the tourist area. .01
Other visitaes and 1 wesr niacks af wurist atiraciions. 0.350
Lsanw Ancel Dreamland Park tmplement visitor restrictions, mainiain distance, and prevent crowds, 0.493
Ancol peovides safety and security equipment and supglies 0475
Environment Sustainability
Ancol provites a particular recycling bin, 0.572
Lenjoy the clean tourist aitractions of Ancol 072
[ like the facilities and facilities of Ancol tourist attractions because they are complete and modesn. 0522
1 think Ancol tourist sgot has adequate parking space 0781
Em)
I think employess are always willing ta help me 0755
I el that employees ean arapt in providing Serviees o Visiiors, 066
Responsiveness
1 feel the. I friendly and polite i visilors 0833
‘Reliability
[ like buying Ancol entrance tickets online. making access 1o (ouris attractions not waiting long, 0.879
Assurance
[ think the new knowledge of the new routine procedures makes visitors feel comforable. 0.946
Tnnovation
I el that Ancol now has a very different eoncept and design. [
[ like this innovation because it can create rides and (ecreation areas with innovarions. It is unique -0.820
1 think that Ancol's serviee quality consists of & crealive ioVaon process. 0875
Price
[ think Ancol tourist attractions have affordal b and satisfying entrance ticket prices. 0.948
T think the price of Aneol tou tickets 18 undee the quality 0f the reereation area. 0448
I el that the price of Ancol entrance tickers s low when companed to similas ourist gickets 0466
Promation
like to buy tour tickets when there is a promotien. 0397
[ will consider buying an Ancol tow ticket if it has an excellent price. 0375
Aot tourior s B s ATTEE I R ST T S G601
Customer Satisfaction
Tam delighted with the Whele expersence at Ancol. =
Ovesall. this theme park has the quality of service peovided as promised. 422
1 um satisfied with my decision (o visit Ancol Drsamland Park 0616
Customer Loyalty
Dwill seturn to this ouarist spot in the future 0.636
Dwill give a pusitive review to other people about this Ancol Dreamband Park tour. 0.459
Lwill invite other people o visit Ancol Dreamland Park. 0323
Oblik i finansi, Ne 3 (93), 2021 129
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Reliability Test

“The reliaility test applies Cronhaciy’s fpha method with a value greater than 0.06 s that the questinanaire can be
said 10 be reliable. Table 2 above shows that the value of Cronbachs Alpha for each variable is mare than 0.5, 5 it can
e concluded that all the question instruments in this study are relizble.

Table 2
Reliability test
Variable Cronbach's Alphat Critical Value descaiption

Service Quality 0913 [ Reliable
Tnnevation 0848 0.6 Reliable
Price 0672 0.6 Reliable
Promation 0616 0.6 Reliable
Customer Satisfaction 0830 0.6 Reliable
Customer Lovalty 0721 0.6 Reliable

Hypothests Test

First Order Confirmatory Factor Analysis

Confiemaory facior analysis (CFA) is an

alysis that aims 10 idenify the relatienship between variables by
thesis.

pesrmming correlation and confirmation tests whether the measurement model built is following the hypothesis

TLi=1.036
RMSEA= 000

RMSI
Figure 4, First-order construet variable price
Che-square=3.365
Probs=. 184
CMIN =1.6383
GF

RMSEA= 058
Figure 5. First-order construct variable promation

“The sesults of the first-arder construct test sbove show that the service quality model has value ([0.074), innovation
(0.066), price (0.467). and peemotion (0. 184), for all values get a probability index > 0.05. Therefose, the results of the
hypothesis, which states that the indicatars below are valid, are the reference dimensions. so for this corstruct, all

vasiables can be aecepted well.
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iics & M:
Fit Model
The goodness of fil test can be calculated by measuring (he coefficient of determination of the statistical value.
The results showed that the goodviess of fif criteria had been achieved because all scores tended to be good. So that the
sesults Found in this research model have been accepted, are suitable for use, and there & a match between the model
and the research data

“Figure 6. Goodness of Fit

Table 3
The goodness of Fit resulis

Index | Cen CUF Vale | Result | Evaluation
n =005 0532 Good
CMINDF =200 0981 Good
GEL =090 0.947 Good
AGFL =080 0923 Good
T 2090 1.004 Good
RMSEA =008 0,000 Good

Hypothesis Test with T-test

Hypothesis testing or i-test is used 10 test whether the independent variable influences customer satisfaction and
eustomes satisfaetion as an intervening vasiahle influences eustomer lnyalty. I the peabability value P < 0.05 and CR
value = 1.96, then the hypathesis is aecepted. but if P > of 0,05 and CR value = 1.96. then the hypothesis is rejected.

95

Ta

The results of hypatlesis testing between the effect of
service quality, innovation, price, promolion on customer
satisfaction, the probability value is 0.043, 0.014, 0002
and (L.012. Then feom testing the hypathesis between the
effect of customer satisfaction on customer loyalty, the
sesults obtained are minimal probability values and
influence peseeived customer satisfaction. Price &
considered & more significant influence of service quality
on customes satisfaction, and the mest significant
influence is customer satisfaction on customer loyalty.

5. Conclusions

The results of this study suggest that service quality,
innovation, price perception, promotion have a significant

sitive effect on customer satisfaction. Along with this,

Consumers’ satisfaction is a erucial factor, which
direetly affects the sales of the company’s services.
The increase in eustomer satisfaction at the Ancol
Dreamland Park leads 1o an increase in customer loyalty,
alihough this increase may mot be fell immediaely
However, customer satisfaction is a good strategy for the
future, because customers will want to visit this theme
park again and share theis pasitive feedback with other
people. These findings should guide the management of
such amusement parks (o improve the guality of services.
Tn particular, the quality of service can be improved by
paying attention 1o cleanliness, lealth, and visitor safery,
which are very much needed during this COVID-19
pandemic

Table &
‘Hypothesis Test

o Variahle CR [ Result

Service quality Cusiomer salisTaction 2027 | 00t accepied

Tnnovation Custnmer 457 [ accepied

Frice. Custommer TH [ acceplid

Promotion Customer 034 .04 accepled

) Customer sarisa Custvmer Loyalty 805 st accopied
Oblik 1 finansi, N2 3 (93), 2021 131
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o
eustomer satisfaction has a significant positive effect on
customer loyalty.
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ABSTRACT

Thin asarch st s e {1} i el o el o e e

decision, (2) 10

decision. Data was collected rmu s conpany s customers u.mqmm and hyporhesis was tested wing Smn\ PLS 30

The findings reveal tha (1) price, q
(2) customer direct and sugnmmn[dﬁ-mmn

and (3) customer satisfactian has no significant effect on the relationship between
s qualty, customer slisfction and purchising decision in emering

study enriches the existing empirieal studics on produet pei
marker. The study also provides peactical implications 1o serviee

sice qualiy and customer's purchasing decision,
luct price and eustomer hasing decision. The

industry
ultinustely increasing market share and organization profits by considering service quality and product price.

Keywords: Price, Service Quality, Customer Satisfietion and Purchase Decision.

1. Introduction

can contimuc to exist when 1 customer decides to purchase
o exy e : !

In recent business
companies are trying to retain their customers; therefors,
they offer products/services according to the customer
demands (Slater and Narver, 1994; Annamdevula and
Bellamkonds, 2016). Furthermare, companies ~are
continually manitoring the level of customer satisfaction
(Ginon et al., 2014) in order to keep offering high value
creation of products/services to meet custamer
and loyalty (Koutsothanassi, Bouranta, and Psomas, 2017;
Sangpikul 2018).

Customer satisfaction is a customer’s feclings about
the quality of the product/service in accord with their
expectation (Parasuraman et al. 1994; Rahman et al.,
2017). Thercfore, customer satisfaction is an important
indicator to determine the success of product/scrvice in the.
market (Famiychet al., 2018), leading to eahance customer
loyalty (Martin- et al, 2007). Customer
satisfaction is influcnced the pricc of the
productservice (Steinhauser ot al. 2019) and service
quality (Chandra et al, 2019). To enhance customer
sal:lsl'acmm and loyulty, companies have to place great

the service quality znm
Price is the amount of money that is offercd to customer in
order 1o get a product’ service (Djatmiko and Pradana,
2016). Price determines the suceess of product! service in
marketplace, therefore, it should be determined based on
customer economie situation which enable them to make
decision to purchase (Boniface ¢t al., 2012). The higher the
price, likely the lcss customers 1o take decision to buy
product/service (Kukar-Kinney et al., 2012). A company

(Akhter, 2009).
Price, quality and image (Cakici ct al,, 2019), perceive
values and quality have great on customer
purchasing devisions (Weissicin ot al., 2017) and customer
satisfaction (Martin-Consucgra ct al., 2007. Kotler and
Keller, 2018). This has been confirmed by mumerous
| studies  that decisions  were
ificantly influcnced by price (Kukar-Kinney cf al.,
2012; Maslowska et al, 2017; Song et al, 2019), service
i Lt e e
switching and customer commitment (Papa fotikas et al.,
2014). However, somc cmpirical studics .|m mmled that
perceived price i negatively influence by _consumer
intention to buy a product service (Son and lm 2019),
Many cmpirical studics had been done on the mediation
effect of customer satisfaction on service quality and loyalty
et al, 2013; Boonlervanich, 2019: (zkan et al,
’OI‘?), but there are still limited studies on the cffect of
service quality, product price on custome:  purchasing
decision

in
emerging wountrics. Therefore, it 15 fnud‘ul to underiake
rescarch in these well-known variables in marketing
literature in the cantext of cmerging markets. This study aims
t0: {1} to examine the effect of price, service qualiiy and
customer satisfaction on eustomer's purchasing decision, (2)
1o test the mediation effects of the customer satisfaction on
the relations between product price and service quality on
purchasing decision
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2. Thearitical Conceptual Frameworks and Hypothesis

Theoretical Framewarks
211, Price

Pricc is the amount of moncy that customers pay to usc
a product or scrvice (Anderson et al., 2000; Kukar- Kinncy
et al,, 2012; Foster, 2016; Djatmiko and Pradana, 2017).
Customers make a payment in retumn for the product or
service that they get (Cakici et al., 2019), therefore, price is
an important factor which contributes to the consumers”
purchasing decision processes (Son and Jin, 2019).

In gencral price is divided into two types namcly
objective price and perceived price. The objective price is
the actual price of the product or service, while the perceived
price involves the consumer encoding the price and making
meaning of it (Bencke and Zimmerman, 2014; Cakici etal,
2019).

According to the cquity theery, there is justice between
partics (buycrs and scllcrs) who undertake transactions with
fair pricc (Bencke and Zimmerman, 2014). In this regard,
buyers evaluating equity or inequity bascd on a comparison
between their own profits or costs and those of other buyers
wha arc in &n exchange relationship with the same slling

ization for the same product or service (Zictsman et
al, 2009). The wnfair price may load to negative
implications for companics, including stimulation of
buyers® dissatisfactions, which may lead to damaging the
exchange relationship. From this, customers may pass
negative information to the other customers (Nguyen and
Meng, 2016).

Generally Price is influcnced by brand name (Chen,
Chang, and Chang 2005) and product quality. Perceived
quality and customer value will drive up a product or service
prm:aﬂknmﬂ al., 2013). Researchers have various views

on measuring items for product price. (Cocknll and Goode
2010) suggested using fair and relative price to measure
price. In this rescarch, we use fair, price relative to the
product, e price, and acceptable price to measure

price.

212 Service quality

Service quality is an important facter to create
cusmnmvﬂucmmudmybecns:msrchedm

service
(Zeithaml, 2012). Service quality is the level of difference

@ customer’s nomative cxpectation about a
service and their pereeption about the actual scrvice
delivery by an organization (Parasuraman ct al . 1935,
1994). The ultimate measure of quality is whether or not
the service lives up to expectations of the customers (Chui
etal. 2016). A good service quality will lead customers
who have prior experience to generate 4 positive image af
company, resulting in positive preferences (Chien and Chi,
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2019), and key source for competitive advantages
(Mannan et al_, 2019)

Numerous rescarchers have developed several research
scales to measure scrvice quality by combining tangible and
intangiblc dimensions (Carranza ct al, 2018). Parasuraman
et al. (1988, 1994) proposed five dimensions of service
quality namely: (1) tangibility (physical facilitics,
cquipment, and appearance of personncl): (2) reliability
(ability to perform the promised scrvice dependably and
accurately), (3) responsivencss (willingness to help
customers and provide prompt scrvice): (4) assurance
(knowledge and courtesy of employees and their ability to
inspire trust and confidence); and, (5) empathy {caring and
individualized attention the firm ‘ides to its customers).
However, the dimensions of PZB (1994) have been
criticized by Cronin and Taylor (1994) that the service
quality (SERVQUAL) only focus on expectation-based
companent compared to performance-based component.
Therefore, the authors proposed scrvice performance
(SERVPERF) as reliable scale to measure service quality
than SERVQUAL (Ju et al,, 2019). Despite this criticism,
SERVQUAL is the more widely used in both empirical
studies and industrial organization practices in a wide range
of industries (Mecsala and Paul, 2018).

213.  Customer satisfaction

Consumer’s satisfaction is the key factor that drives
when the performance of the product o service exceeds
expectations (Meesala and  Paul, 2018). Customer
satisfaction is a fecling of pleasure that comes about after
comparing the result of a product with the desired
performance (Ong et al, 2017; Pedro et al, 2018).
Satisfaction is comparison of buyers on rewards and costs.
of the purchase in relation to the anticipated implications
{(Delcourt et al., 2013).

For  customer-oricnted  companics,  customer
satisfaction is the objective and the marketing aim;
therefore, i illi | attention in
satisfying and retaining customers <t al., 2019).
Satisfaction is influcnced by service quality, product
quality, price. and contextual and personal factors (Chien
and Chi, 2019). Satisfaction is considered a descendant of
pereeived quality and a better predictor of customer loyalty
(Boonlertvanich, 2019), and purchasing decision.

2.14.  Purchasing decision

he consumer comes to the decision based upon the
plll:: for purchase, the brand that b/she wants, model.
quantity, when to buy, how much they arc prepared to
spend. and other factors. These decisions arc given to the
market by sharing information about products and service
to consumers to make an cvaluation (Hanaysha, 2018).
Schiffman and Kanuk (2007) says that consumcrs often
seck relevant information that is linked to their necds based
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upon pust experience, before secking sowrces of
information from other people or external sources, In other
words, the experience of purchase in the past is considered
to be a font of internal information that is used before
making a decision. Aside from this, some consumer
decisions have a high possibility to intcgrate the
experience of purchase in the past with marketing
programs and sources of non-commercial information
(Schiffman and Kanuk, 2007).

Numerous empirical studics suggest that consumers
try their best to minimize risks in the decisions thl rh:y
makke (€ 2007). The decision to i
the action of a customer to d::ldrwpumhmapmduclar
not, based on a range of factors (Kotler ho Keller, 2012:
166-173). The five stages of making a decision are;
identifying the problem, sceking information, cvaluating
performance  alternatives, purchasing, then evaluating
performance. According to Kotler ho Keller (2012: 188)
there arc seven types of people that make the decision to
purchase, as follows: Inventor or initiator, censumer,
nfluencer, terminator, the person who approves, the
person wha buys and the gatekeeper.

Fiice

H3

Costume
4 Satisfaction

SERVQUAL
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2.2, Conceptual Framework

The conceptual framework of this rescarch was
developed from Parasuraman ct al. (1994) and Chicn and
Chi (2019} for service quality and customer satisfaction,
price from Kukar-Kinney et al. (2012), Maslowska et al.
(2017), Song et al (2019), Zietsman ct al (2019). and
purchasing decision from Huang and Benyoucef (2017)
and Hanaysha (2018). From theorics and previous
empirical studics, we frame our study in the following
order: price, scrvice quality, and customer satisfaction arc
the key factors to improve customer’s purchasing decision
in a service industry, while customer satisfaction is a better
‘mediator for the relationship between price, service quality
and customer purchasing decision. We use deductive and
positivism approach to test multivariable relationship
bascd on this conceptual framework by using Smart-PLS
30.

M

e Hs

H2

Figure 2.1. Conceptual Research Model and Hypothesis

2.3 Hypathesis

Price is a determining factor in customer decisions
because customers are sensitive to the product price. When
customers arc seasitive o quality, then price does not
affect their decision (Jung and Yoon, 2012; Ramadan,
Farah, and Kassab, 2019; Tata, Prashar, and Gupta, 2020).
Numerous empirical studics show that price has positive
and significant influcnce on customer decision to buy
(Arzadinact al , 2012; Djatmiko and Pradana, 2016)
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Therefore, we propose the following hypothesis
H{: Price has a positive and insignificant influcnce on
customer’s purchasing decision.

Service quality d
on & customer decision. When service 15 good, customers
fecl good and they decide to purchasc the poods
(Maslowska ct al, 2017). Some cmpirical studics show
that fair, acceptable, and reasonsble price will have a

CA and CR can be greater than 0.6. Table 4.3.1
shows the results of reliability teste in which CA and
CR values are greater than the minimum threshold

Table 4.3.1. Reliability and Val;
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value of 0.7, therefore the indicators of all variahles
are reliable to be used in this model.

Item CA

CR AVE

T

0.891 0.731

T
0.809

Rel. 0.816
Res. 1]
Ass.

Pri. 0981
s 0.966
D 0.855

0.887 0.724

(X
0.946

0986
0978 0s36
0.897 0.639

There arc two types of validity tests namcly
convergent validity (CV) and discriminant validity (DV).
Convergent validity (CV) uses two parameters such as
outer loading (OL) and average variance extracted (AVE)
(Hairct al., 2017),

The items have a variable validity when the outer
loading (OL) value is more than 0.7 and average variance
extracted (AVE) value is more than 0.5. Looking at the
outer loading (OL) like in Figure 4.1, the value of all the
items is larger than 0.7, however the value of PS2 is lower
than the

Figure 4.1, Outer Loading for Convergent Validity

threshold value of 0.7. However, according to Hair t al.
(2014), the valuc of outer loading (OL) can still be accepted
when the research is categorized as an exploratory rescarch,
and the outer leadings does not influeace on content
validity.

Looking at the value of average variance extracted
(AVE), the items in this model with the value of average

variance extracted (AVE) are larger than 0.5 (Table 4.3.1),
therefore looking at convergent validity (CV), all the items
are valid to use to test the relationship between the
variables (inner model).

The discriminant validity (DV) test uses two
parameters namely Famncll- Larcker Criterion (FLC) and
‘heterotrait-monotrait (HTMT). According to Hair et al
(2014), the item is valid when the root value average
variance extracted (AVE) from the item towards its own
item is greater than the root value of other AVE items in
the Table. Table 4.3.2 shows that the root value of average

variance extracted (AVE) towards its own item is larger
than the root value of other AVEs. So we can see from
Fornell-Larcker Criterion (FLC), the & tors for all
variables are valid based on discriminant validity (DV).
The discriminant validity (DV) is also tested using
parameter heterotrait- monotrait (HTMT). According to
Henseler et al. (2015), the item is valid when the value of
‘heterotrait-monotrait (HTMT) is lower than 0.9. Table
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positive and significant influence on the customer decision
to buy (Djatmiko end Pradana, 2017). Therefore, we
propose the following hypothesis:

H2: The service quality has a positive and significant
influcnce on the decision o purchase,

Price is an important factor for customers because o
good price can make a customer satisfied cnough for them
to purchase product o service from that company (Moser,
2016). Price is a determining factor for a customer in
mkmg a decision (Stcinhauser et ol 2019). Price has

(Razak

act on customer
ctal, 2017) For this reason, in ths study, the hypothesis
has been formed as follows:

H3: Price has a pasitive and significant influcnce on
customer satisfaction.

Service quality is a competitive advantage of a
company. A company that has resources and capacity will
develop good quality of product and service that is
innovative and has valuc for the customer. Service quality
also influences customer satisfaction (Parasuraman et al.
1988; Annamdevula and Bellamkonda, 2016). For this
reason, in this study, the study hypothesis can be
developed as follows:

Hi: The service quality has a positive and significant
influcnce on customer satisfaction.

A customer who is satisfied with a product or service
of a company has & strong connection with that company.
A customer who is satisficd with a product or scrvice can
influence the decisions of other customers who purchase o
product ar scrvice. Many empirical studics show that the
service quality has a positive and significant influcnce on
customer satisfaction (Aliman and Mohamad, 2016:
Annamdevula and Bellamkonda, 2016; Chien and Chi,
2019). Thercfore, we propose the following hypothesis:
HS: Customer satisfaction has a positive and significant
influcnce on the decision to purchase.

Satisfiaction is a positive scntiment from 1 customer
towards @ product er scrviee of a company. When a
customer is satisficd with a product or service. they will
purchasc that product ar service (von Helversen et al.
2018). A satisficd customer also helps in purchasing o
product with & reasonable (Ramadan, Farah, and
Kassab, 2019). For this reason, this study proposes the
following hypothesis:

H6: Satisfaction has a pasitive and significant cffect on the
relationship between price and the decision to purchase.
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Satisfaction has an influcnce on the relationship
tween service quality and the decision to buy (Weisstcin
ot al, 2017). Service quality helps customers to be
satisfied, ultimatcly making the decision to purchase a
product (Anderson, Thomson, and Wynstra, 2000). For
this reason, in this study the hypothesis can be formulated
as follows:

Hi: Satsfacton has @ posiive and significant ffect on the
service quality and the d tobuy.

3. Research Methods

The population of this study is customers from
insurance company namely Federal Insurance Timor S.A
i Dili, Timor-Leste. Data was collected from 82
respondents sclected based on the accidental randomized
method from the insurance company’s listed customers.
All measurement stems for the constructs of price, service
quality, customer satisfaction, and customer purchasing
decision were developed using a five-point Likert-type
scale for all items in this study, ranging from | ="Strongly
Disagree™ to § = “Strongly Agrec”.

Data analysis was carried out using SMART-PLS 3.0
which has been proved to be good for testing multivariate
model, small sample size, formative/reflective indicators
(Hair et al., 20014) and a rich statistical tool for research in
‘management and strategy arcas (Valaci, 2017). We began
with designing a conceptusl model derived from
theorctical and previous empirical sudics linking 1o the
rescarch constructs such as product price, service quality,
customer satisfaction and customer purchasing decision.

After designing conceptual model, we tested the
validity and reliability of the model following the rule of
Hair ct al. (2014). We used cronbath alpha (CA) and
compasite reliability (CR) for outer model reliability test,
and outer loading (OL} and average variance extracted
(AVE) for convergent validity test, and Fornell-Larcker
Criterion (FLC) and heterotrait-monotrait (HTMT) for
discriminate validity as reccommended by Hair ctal. (2017)
and Henseler ot al. (2015) respectively.

The hypothesis test uscd path cocfficient using T and P
walues. The positive and significant relationships of variables
were oceurred, when the T values were greater than 1.96, and
P values were lower than the threshold values of 0L05 (Hair
etal, 2017).

4. Results

4.1, Relinbility and Validity

Reliability tests usually use Cronbach's alpha
(CA) and composite reliability (CR). According to
Hair et al. (2014) the items arc reliable when the
value of CA is greater than 0.7 and CR is also greater
than 0.7. Even so, in exploratary studics, the value of

17
Timor-1 este Journal of Business and
Vol 3, Tssue 1, pp.14-26, 2020
Available anline at: hitps://tjbm. org jumal index. phptljbm
433 shows the value of heterotrait-monotrait (HTMT) indicators are valid according to discriminant validity
from all items are lower then 0.9. Therefore, all the (DV)
Table 4.3.2. Fornell-Larcker Criterion
liem S Emp PD PRI Rel.  Res. Tang.
cs 0740 0967
70 089
PD 0756 0871 0642 0.799
CUPRL 0280 0410 0310 0530 0973

0728 0714 0731
 Res 0791 0781 0761

Tang. 0.725 0.826  0.724

0679 0355 0.855
0795 0329 0715 0851
0860 0455 0.726  0.783 0.846

Table 4.33. Heterotrait-Monotrait (HTMT)

ltem Ass. (] Emp. FD PRI Rel. Res.
s 0.825

Emp. 0.784 0.725

PD 0.889 0.891 0726

PRI 0315 0418 0328 0589

Rel. 0.884 0.803 0859 0789 0388

Res. 0.890 0881 0.900 0873 0363 0.885

Tang. 0.875 0.898 08356 0878 0512 0.884 0.874

4.2 Hypothesis Test

Table 4.4.1 presenting the results of hypothesis test of
direct and indirect effects using SMART-PLS 30, In
regard to the relationship between price (Pri) and
customer purchasing decision (PD), the T valuc (2.543)
and P value (0.011) which means that the Pvaluc is greater
than the minimum allowable value of 1.96 and the P value
is below than the threshold value of 0.0 (Hair ctal., 2017
as cited by Saldanha et al., 2019). Therefore, price has a
positive and significant influence on customer purchasing
decision as hypothesized by H.. In regard to rlations

ween service quality (SQ) and customer purchasing
decision, the T value (5.001) and the P value (0.000),
therefore, service quality has o positive and significant
influcnce on customer purchasing decision (PD) which is
in line with Hz. In relationship to price (Pri.) and customer
satisfaction (CS), the T value (1.085) and P value (0.275)
which means the T valuc is lower than 1.96 and the P valuc
is greater than 0.05. Therefore, price has o positive and
insignificant influcnce on customer satisfaction (CS), so
H; isrcjected.
From the relationship between scrvice quality (SQ)

and customer satisfaction (€S), the T value (14381) and P
value (0.000) which means that service quality has a
positive and customer

(CS) as hypothesized by Ha. In relationship to customer
satisfaction (CS) and purchasing decision (PD), the T
value (5.563) and P value (0.000) which is greater than
196 and is lower than 0.05 respectively. Therefore,
customer satisfaction has a positive and a significant
influcnce on customer purchasing decision (PD) as
hypothesized by Hs.

This study also used SMART-PLS 3.0 1o test the
mediating cifect of customer satisfaction in the
relationship between price (Pri ), service quality (SQ) and
purchasing decision (PD). Table 4.4 shows he results of
specific indirect cffect (the mediation cffect) in regard to
price, satisfaction and purchasing decision, the specific
indirect T value (1.103) and the P value (0.271) which does
not mect the minimum threshold values as suggested by
Hair ct al. (2014) as cited by Saldanha et al. (2019).
Therefore, customer satisfaction has na significant cffects
on the relationship between price and purchasing
decision- which is not in line with Hg. Table 4.4 also shows
that the result of specific indirect effect of customer
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satisfaction on service quality (SQ) and purchasing
deisivn (PD), e T value (5.693) aund P valus (0.000)
arc greater than the threshold values of T and P
respectively. Thercfore, customer satisfaction has a
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significant cffect on the relationship between service
quality ($Q) and purchasing evisivs (PD) s
hypothesized by H7.

Table 4.4.1. Test Result of Hypothesis (Direct Effect)

Original  Sample

Standard

T Statisties »
s"('l;"’" ‘::I')" ::];1":::": (OSTDEV])  Valwes  Hypathesis
PRI == PD 0179 0182 0.071 2543 [ "~ Support
SQ=>PD 0419 0431 0.084 5.001 0.000 Support
P oms s om0 ums  ome s |
SQ=Cs 0332 0829 0.058 14.381 0.000 Suppert
CS==PD 0437 0420 0.079 3
PRI = CS=> PD 0.030 0026 [l 1103 0271 Not suppart
S == CS=> PD 0.364 0347 0064

5. Discussions

The first objective of this study was to test the
influcnce of price on the customer purchasing decision.
The results of the study show that price has a punuv: lnd

study shows that price docs not have a significant influcnce
on customer satisfaction price is not the only
determining factor in satisfying customer demand. Ofica,
product/scrvice price is cheap, but poor and unreliable
quality can lead i A combined good
product and service will lead to cnhance customer

significant influcnce on th
A fair, reasonable and acceptable price has great i impacton
customer purchasing decision reflected by quality, service
quality, word of mouth, expericnce and reputation of the
products/scrvices. This result is in line with the previous
arguments that if consumer get fair and reasonable price,
they will decide to purchase the productiservice and
recommend to other people via word of mouth promation
(Kukar-Kinney ctal.. 2012; Ginon etal., 2014). The results
of this study also confirms the previous cmpirical studics
(Djatmiko and Pradana, 2017; Jain ct al, 2018).
Conversely, this study is not in line with the sudy of Son
and Jin (2019) who found that perccived price has a
negative impact on customer purchasing decision.
Th: second uluecnvc of this study was to test the
influcnce of scrvice quality on customer purchasing
decision, The result of this study shovs that service quality
has a positive and significant influence on purchasing
decision because good service quality can make customer
focl  comforiable,  satisfy
products/services. I a

but poor lity. it will then lead
1o discourage customers to purchasc. In this study, m
nfluence of sery

purchasing decision is mainly et {F em.p.ny s

third objective of this study is to test the
relationship between price and customer satisfaction. The
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although price is not in line with customer
wants (Makanyeza and Chikazhe, 2017; Cakici et al.,
2019). This is also cnhances by the argument that product
quality gains better castumer’s perceived value, brand
image, and reputation. Therefore, price is not the only
factor dictate customer satisfaction (Vera, 2015; Ozkan et
al, 2019). Amhclcxpl.unnnnn)slhll if there arc limited

It

cven thou h,lhc‘ydnnlnnifymd}mo: but
they sill buy it. This study confirms previows studies that
price is insignificant influenced on customer satisfaction
(Papafotikas ct al, 2014; Steinhauser ct al, 2019).
Conversely, this result is not in line with the study of
Razak ct al. (2017} that price has positive and significant
effect on customer satisfaction.

The fourth objective of this study is to test the
influcnce of service quality on customer satisfaction. The
- -

on customer because

ymd product, reliable, responsible, safe and cmpathetic
services will make customers l'n:l comfortable and
satisfied If a productisc customer’s
expectations, they will fecl s:usﬂul, buy again, and
recommend  productservice  to customers
ctal., 1988; Kaur and sm, "2015: Comeia

et al, 2019); Therefore, service quality is the main driver
for customer satisfaction (Lien, Cao. and Zhou 2017) This
study confirms other studics carried out by Saldanha ct al.
(2018) in Timor-Leste that scrvice quality had a positive

that has not been able to observe the significance linkages
between variables over fime. Therefore, longitudinal
approaches nced to be cansidered in the future researches.
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and significant influence on customer satisfaction. This
sl vomfisn previous supisical studics (Al
and

y
and Mohamad, 20
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purchasing decision are key factors for modern marketing
sty W n_.;mj umpany’s nahet sliusc s busivess

2016; Chien and Chi. 2019).

The fifth objective of this study was to test the
influence of customer satisfaction on the customer
purchasing decision. The result of this study shows that
customer satisfaction has a positive and significant cffect
on the purchasing decision. So when & customer is satisfied
by productservices, they will decide to buy the
products/scrvices. This proves that customer purchasing
the product/service value
creation, and service quality offered by companics
matching with customer demands (Husng and Benyoucef
2017; Steinhauser, Janssen, and Hamm 2019). In additicn,
if customers have positive fecling bout a product/service,
they will purchase that product/scrvice (Guo et al., 2020).
Therefore, customer's positive feclings on ®
product/scrvice will lead to improve customer purchasing
decision (Tata, Prashar, and Gupta 2020).

The sixth objective of this study was o test the
mediation of costomer  satisfaction on the
relationship between price and customer’s purchasing
decision. The result of the study shows that customer

hercfore, many cmpirical studies have done
to adjust these constructs and their measured items in
different industrial setting, types, size and environment in
order to support sustainable business operation. Previous
empirical studics show that there arc no uniformed results
on the linkages betwen these constructs, and this can also
be confirmed by this study. As can be seen that price,
service quality and customer satisfaction have dircet and
significant impacts on customers ‘purchasing decision in
service industry. In addition, customer satisfaction is
triggered by scrvice quality, but not the product price. In
terms of mediation cffccts, customer satisfaction plays
important role to improve the relationship between service
quality and customer purchasing decision, but poor
contribution to the relationship between price  and
customer’s purchasing decision.

The study enriches the existing cmpirical studics on
product price, scrvice quality, customer satisfaction and
purchasing decision in emerging market. The study also
provides practical implications 1o service industry
managers to cnhance customer satisfaction and purchasing

and

is not si mediating the
between price and customer's purchasing decision. This
shows that customer satisfaction is not able to improve the
relationship between price and customer's purchasing
decision. This can be explained that customers are more
caring on scrvice quality, value creation, and
product’service  benefits rather than price (Razak,
Nirwanto, and Tristmanto, 2017). If customers sce the
‘encfits, they will still buy the products/services, although
they may not satisfy with the price. This is partly due to
there is no similar jservice available in the market.
In this regard, customers will buy products/services by
i, I : ¥

by Papafotikas ctal. (2014). A
The seventh nhjemve of this study was to fest the
mediation customer satisfaction on  the
relationship bclwu:n scrvice quality and  customer
g decision. The result shows that customer
satisfaction has a significant role to improve
‘between scrvice quality and customer purchasing
This study can also confirm the study of von Helversen et
al (2018) who found that service quality is the main
for customer satisfaction and purchasing
decision. Often customers purchase a product based on
good service quality, although product price and quality do
not meet their cxpectation (Taghavi and Seyedsalchi,

2015).

6. Conclusions and Implications
Price, scrvice quality, customer satisfaction and
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decision. _ ultimately increasing market  share
ization profits by service quality and
product price.

7. Limitations and Future Research

This study was carricd out to test the mediating cffect
of customer satisfaction on the relationship between price,
quality of service, and a customer's purchasing decision,
as well as to test the influence of price, service quality and
customer  satisfaction  on  customers’  decisions.
Nonetheless, it is recognized that this study has numerous
limitations

(1). The study was only used questionnaire for the data
collection adopted fully from previous authors. The
questionnaire for data collection instrument which may not
fully represent the real data because it relics entirely from
the perceived response from the respondents which might
provide bias answers. To overcome this limitation, future
studies could also use observation, in-depth interviews and
focus group discussions to get ‘more information in order
to draw p (2). Thi: was
donc in insurance company, o, it cannot he gencralized to
other types of industrics. Therefore, further studics nced to
be carricd out in ather types of industrics lcading to make
better data gencralization. (3). This study only uscd
customer satisfaction as mediating variable, thercfore,
future rescarches also meed to cmploy  innovation,
differentiation strategy, entreprencurship orientation and
market oricntation as mediating variables in order to
understand customer's behavioral views in regard to their
purchasing decision. (4) This study used perodical data
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-~ Disagree: 3= Newral; 4= Agree; S-Suongly Agree

Fiil 1 paid a fait price for the insurance policy

Pi2 | 1 consider the insurance pricing policy relative

Pri3 | 1 consider the insusance peicing policy is reasonsble

Pid | 1 consider the insusance pricing policy as acceptable

services will be

21 | Tangibility
|7 Vhen customers Bave probieins, the comspany &
Tanjl | mpathetie and reassuring
The faciliies offered by the company are usually
Teng? | yppealing
™ Employecs i the company are always well dressed and
angd | ook tidy
—
N f
o Employees of the company are always willing to help
customers when customrs bave problems
Retz | Eplovees of the coupany provide thir scvices 3t he
time they promised to do
ers | TE commpany provides accurste mformaation 3nd services
as they promised
- v - %
o Enpluyms in [Mmu‘-ﬂy tell customers exactly when
=
performed

Resz | Employees of the company always willing (o bl the cusiomers

customers.

The employess in the company give prompt service 1o

25
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Asmilable online at: hitps:/tljbm.org jurmal‘index. php/tljbm

Employees in the knowledge to answer customers'
questions

Employees of the company are courteous with the
CUSTOmErs

Custeaners feel safe when dealing with the company

Empl Company staff give customer personal attention
Emp2 The company places the custormcrs best imterest at heart
Enmp3 Employees in the company value respect and individual

anention

A

| am satisfied with the overall services provided by tha

cs1
company

csa | am satisfied with the way | treat in by the company
employees

cs3 | am satisfied with the information and services provided
by the emplovees of the company

\ ] eigon L |

FS1 | decided to buy a policy from Federal Insurance Timor
based on product

ps2 I decided o buy a policy from Faderal Insurance Timor based
on premium_

PSS | decided to buy a policy from Faderal Insurance Timor

based on service guality

PS4 | decided to buy a policy from Federal Insurance Timor
basad on word of mouth

PS5 I dacided lo buy a policy from Faderal Insurance Timor
based on experience

FSE | decided to buy a policy from Faderal Insurance Timor

based on Repulation
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