BAB YV

PENUTUP

Bab ini membahas kesimpulan dan hasil penelitian, keterbatasan penelitian dan

saran untuk penelitian lebih lanjut, serta implikasi manajerial dan saran masa

depan bagi perusahaan.

5.1.

Kesimpulan

Penelitian ini bertujuan untuk menganalisis hubungan antara kualitas

pelayanan, citra merek, kepuasan pelanggan, dan loyalitas pelanggan pada

pengunjung Pakuwon Mall Yogyakarta. Berdasarkan hasil analisis data yang telah

dilakukan, dapat disimpulkan beberapa hal sebagai berikut:

1.

Kualitas pelayanan berpengaruh signifikan terhadap citra merek. Hal ini
menunjukkan bahwa semakin baik kualitas pelayanan yang diberikan,
maka citra merek Pakuwon Mall di mata pengunjung akan semakin positif.
Interaksi langsung dengan layanan seperti keramahan staf, kebersihan, dan
kenyamanan fasilitas berkontribusi terhadap persepsi pengunjung terhadap
merek. Oleh karena itu, kualitas pelayanan menjadi salah satu fondasi
penting dalam membangun citra merek yang kuat.

Kualitas pelayanan berpengaruh signifikan terhadap kepuasan pelanggan.
Ini berarti bahwa pelayanan yang memuaskan secara langsung
meningkatkan tingkat kepuasan pengunjung. Semakin sesuai pengalaman
pengunjung dengan harapan mereka, maka semakin tinggi pula tingkat

kepuasannya. Pelayanan yang konsisten dan responsif menjadi kunci
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untuk menciptakan pengalaman belanja yang menyenangkan.

. Kualitas pelayanan juga berpengaruh signifikan terhadap loyalitas
pelanggan. Hal ini mengindikasikan bahwa pengalaman layanan yang
positif dapat mendorong pengunjung untuk tetap setia berkunjung ke
Pakuwon Mall. Ketika pengunjung merasa dilayani dengan baik dan
dihargai, mereka cenderung kembali dan merekomendasikan kepada orang
lain. Ini menunjukkan bahwa pelayanan tidak hanya berdampak sesaat,
tetapi juga jangka panjang.

. Citra merek berpengaruh signifikan terhadap kepuasan pelanggan. Ini
menunjukkan bahwa persepsi yang baik terhadap citra Pakuwon Mall turut
memperkuat kepuasan pengunjung. Elemen-elemen seperti reputasi mall,
visual branding, dan asosiasi positif yang tertanam di benak pengunjung
memperkuat kepuasan secara psikologis. Citra merek yang kuat
memberikan rasa yakin bahwa pengalaman yang diperoleh akan sesuai
harapan.

. Citra merek tidak berpengaruh langsung secara signifikan terhadap
loyalitas pelanggan. Hal ini mengindikasikan bahwa meskipun citra baik
dapat menciptakan kesan positif, hal itu belum tentu cukup untuk
membuat pelanggan menjadi loyal tanpa adanya pengalaman langsung
yang memuaskan. Loyalitas lebih banyak dipengaruhi oleh pengalaman
aktual selama berkunjung daripada persepsi semata. Ini menunjukkan
bahwa citra merek perlu ditopang oleh kualitas layanan nyata agar

berdampak terhadap loyalitas.
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6. Kepuasan pelanggan berpengaruh signifikan terhadap loyalitas pelanggan.

5.2.

Temuan ini menegaskan bahwa pengunjung yang merasa puas akan lebih
mungkin menjadi pelanggan setia. Kepuasan menciptakan hubungan
emosional dan rasa percaya terhadap mall, yang membuat pelanggan ingin
kembali. Hal ini memperkuat pentingnya menjaga kualitas pengalaman
pelanggan sebagai strategi jangka panjang dalam mempertahankan

loyalitas.

Keterbatasan Penelitian

Penelitian ini memiliki beberapa keterbatasan yang perlu diperhatikan, antara lain:

1.

Objek penelitian berupa pengunjung secara umum tanpa membedakan
toko atau tenant yang dikunjungi. Hal ini dapat menimbulkan bias, karena
kualitas layanan yang dirasakan bisa berbeda antar vendor atau tenant di
dalam Pakuwon Mall.

Variabel kualitas pelayanan belum dianalisis berdasarkan dimensi-dimensi
spesifiknya. Penelitian ini menggunakan kualitas pelayanan secara umum
tanpa mengurai dimensi seperti tangibles, reliability, responsiveness,

assurance, dan empathy.

. Tidak terdapat variabel mediasi dalam model penelitian. Padahal, ada

kemungkinan bahwa pengaruh tidak langsung antar variabel dapat
memberikan penjelasan yang lebih mendalam terhadap loyalitas
pelanggan.

Data demografis responden belum dikaji secara lengkap. Penelitian ini

tidak mengumpulkan informasi detail seperti usia, pendidikan, dan
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5.3.

pendapatan yang mungkin memiliki pengaruh terhadap persepsi

responden.

Implikasi Manajerial

Berdasarkan temuan penelitian ini, terdapat beberapa implikasi yang dapat

menjadi pertimbangan manajerial bagi pengelola Pakuwon Mall Yogyakarta, di

antaranya:

1.

54.

Fokus pada peningkatan kualitas pelayanan, seperti keramahan staf,
kebersihan fasilitas, dan efisiensi layanan, untuk memperkuat citra merek
serta meningkatkan kepuasan dan loyalitas pengunjung.

Memperkuat strategi komunikasi merek, karena citra merek terbukti
memengaruhi kepuasan meskipun tidak langsung berdampak pada
loyalitas. Aktivitas branding dapat diarahkan untuk memperkuat persepsi

positif pelanggan.

. Mengelola kepuasan pelanggan secara berkelanjutan melalui survei rutin

dan evaluasi pengalaman pengunjung, agar dapat memastikan pengalaman

yang menyenangkan dan membangun loyalitas jangka panjang.

Saran untuk Penelitian Selanjutnya

Untuk pengembangan penelitian di masa depan, beberapa saran yang dapat

diberikan adalah:

l.

Penelitian selanjutnya disarankan untuk mengelompokkan responden
berdasarkan tenant atau jenis layanan yang mereka gunakan di pusat
perbelanjaan, agar hasilnya lebih spesifik dan tidak bias antar vendor.

Direkomendasikan untuk menggunakan dimensi-dimensi spesifik dari
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kualitas pelayanan, seperti model ServQual, agar dapat diketahui aspek
mana yang paling berpengaruh terhadap kepuasan dan loyalitas.

. Peneliti selanjutnya dapat mempertimbangkan menambahkan variabel
mediasi, misalnya kepuasan pelanggan sebagai mediator antara kualitas
pelayanan dengan loyalitas, untuk memahami hubungan tidak langsung
antar variabel.

Sebaiknya penelitian berikut mengumpulkan dan menganalisis data
demografi secara detail, seperti usia, jenis kelamin, pendidikan, dan
penghasilan, agar dapat digunakan sebagai variabel moderator atau

segmentasi analisis.
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mesearchers have tested the relationshsp between service
quality, brand mage, customer satisfaction, and customer
lovalty m Vietnam. Thus, this study™s current purpose was
in research links between service qualdy, brand mage,
customer satisfaction, and customer loyalty, especially in
Vietramese supermarkets.

L Literature Review and Hypotheses
11, Service Quality

Service quality has recerved increasing atiention from
scholars in the Iteratare of service marketng. Service guality
wars defined as the adapiation to client demands in delivering
a service (Chakmbarty ef al., 2007). Other scholars dechred
that service quality was descabed a5 the outcome of the
client’s overall guality evaluation to a service provider by
comparing clients” expectations and their percerved guality
abtxined (Farmsuramanet al., 1988, Pamsunmanetal. { 19E8)
suggested five dmmenssons of service guality bo measure
service quality: ngible, reliable, responsiveness, asuance,
and empathy. Five measurements were ofien known as
SERVOQUAL. SERVQUAL scales reached reliability amd
valudsty for the fiekds {for instance: bank, credit cand, long-
distancetelsphone, repar, and mamierance ) and could apply
the SERVIHIAL scale io other service fields {Parsuraman
et al., 1988). However, many scholars bave inquired about
the concephml framework and measurement method of this
maxdel. For instance, Cromm and Taylor {1992 ) confirmed that
applying service gquality performance (SERVPERF, ie., the
perceived service in SERVILUAL) to measure service quakity
created betier ouicomes of reliability, valsdsty, and predscinee
power than using SERVOUAL (Cromin & Taylor, 1992)
Zeithaml, Bemry, and Parasuraman (1988) also declred
that SEEVPERF is more reliable than SERVQLIAL scale in
measuring service guality, and SERVPERF can give betier
diagnostsic mfrmation. Thus, im thes paper, the SERVPERF
scale was wsed o memsune  customers  supermarkets’
service qualiby.

Some schalars stabed a hnk between service qualsty amd
brand mage {Hsich et al, 2008; Wu et al., 2011} Previous
shadses declared that servce quality was anm antecedent of
hrand image and posstrvely affected the bramd image (Hsseh
etal, 2018 Waetal, 10

Some research confirmed the link between service
quakity and customer satisfaction {Srvadas & BakersPrewitt,
2000}, Prior investigatons said that service quality was a
predecior of customer satsfactson and positively impacted
customer sabisfaction {Pubro & Rachmat, 2019 Sanioundis
& Travellas, 20100

A link between service guality amd customer loyalty
also was revealed (Anwar et al., 2019; Sebawan & Sayuh,
2017} Some authors demonstrated that service qualsty was

a precursr of customer loyahy and positively affected
customer loyalty {Anwar et al., 2019; Setiowan & Sayubi,
2017). Therefore, we formalate the following hypotheses:

HI: Service quality has o direct and sigrificans effect an
brand image.

H2: Service guality has o sigrificenty positive effect an
CIEEmEr SoEfecion.

H3: Service quality has @ sigeiicenty pasitive effect an
cieriomer lovalte

11, Brand Image

Zome scholars (Lee & Lim, 2020 Sousa et al, 2009, Park
& Park, 2019) stated that brand mmage had been a fascinatg
subgect of dscusson m the marketing [nerature. Besides,
brand image has played a significant rode in distmguishmg
among companics and a powerful marketing ool (Park
& Park, 2009). Likewise, brand mage research ako has
been recognized as the heant of marketing and advertsmg
study. Mot only has it performed as a pnncmple for @ctical
marketing mix problems, but it also has played an essential
rode in buslding longs term brand equity { Aaker, 1996; Keller,
1993, Keller {1993 ) declared that brand image was defined
as perceptions about the brand, 25 umveiled by the brand
associations retained m the buyer s mimd.

Maoreover, a shasp brand image has supported cleents i
realore the brand s requirements and 1o differentiate the brand
from its rivals. Hence, it has improved the likelibood that
clients will buy the brand (Hsieh et al., JM). A companmy or
its productsservices that regulbarly retain a positive mage by
the public would indeed receive a mare fvorble positon in
the market, sustainahle competitive advaniage, and increase
market share amd performance (C. W. Park et al, 1986;
Sondoh Jretal., 207).

Linkmg between brand image and customer satisfactson
was admibfied m some previows researches (Anwar et al.,
2019; Wu et al., 2011} Prior studies also showed that brand
image was a predicior of custome  satisEaction and positively
impacied customer satisfaction (Anwar et al, 200% Wu
etal, 2001).

Linkmg between bramd imzge and customer koyalty ako
was revealed im some prior studies (Anwar et al., 1019,
Hsieh et al., 201 8; Tu et al., 2012). Besides, some previous
emprical outcomes have explamned that a favorable image
({ie, brand, shop'retail) will direct o Jovalty (Aowar et al.,
2019; Hsich et al., 2018; Tw et al, 2012} Therefore, we
proposed the following hypotheses

H4: Braed imege kas o significantly positnee effect an
cleriomer smirfaciian.

HE: Brawd imege has o significantly posiiive effect an
customer lovalty.
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13, Linking between Customer Satisfuction and
Customer Lovaliy

Customer satisfaction has been ome of the essential
characters that mamagers should focs om The firm's
competitive advantage was satisfying clients better than its
rivals, surpassing clients’ peeds, and wants better than s
competitors (Minta, 2018). Customer satasfaction reswlted
from the subhjectve evaluation that the chosem opbion
{the store/supermarkost) matches or exceeds expectations
{Bloemer & de Ruyter, 1998). Customer satisfaction was
defined as measuring how the sservices meet ar
exceed client expectations (Fomell et al., 1996). Customer
satisfacton was also the client’s mood/attitude to a product’
service after it has been utilized. Customer satisEaction was
a significant result of marketing activity whereby it acted as
a connection between the vanous steps of purchaser buying
hehavior {(Jamal & Maser, 20025 Kotler and Keller (20146)
said that custiomer satisfaction was clients” perceptions of
happiness or frustration due to a comparison between the
performance of a product/service and clients” expectations
{Kpiler & Keller, 20016). Customer sabisfaction could
be regarded as the essence of success m ioday™s fiercely
competitive business emvironment {Jamal & MNaser, 2002}
Dliver {1980) alzo stabed that customer sabisfaction was
defined as the oulcome of the subjective comparison of the
expectations of the clent io the perceived performance of
the products’services (Oliver, 19800 If the performance
suited or surpassed expectations, them the chemt was
sabisfied. If the resuli was under expeciations, mext, the
cliznt was dissatisfied.

Muoreover, customer sabsfacbon also has been a wial
measure of the company s success and sigmificantly affected

behavior, repurchase, and word-of-mouth commumication
[Sirvadas & Baker-Prewitt, 3000} However, some scholdars
L Amdersen, Fornell, & Lehmann, 19947 Brunner, SIGckhn, &
Oprwns, 2008) declared that customer satisfactson should be
considered an assessment hased on cumulative satisfaction.
That 15 based on the past and present expenences of clients
concerning ihe outcome of the supermarket’s products’
services)| rather than as the owvicome of a post-purchase
evaluative decision m a partcular tramsaction  (Falipe
etal, 317

The concept of customer loyalty has happened m mamy
discussions in the literature with different definitons.
Jacoby and Kyner (1973) were described customer boyalty
as the tended (ie., mon-random), behavioral reply (ie.,
barying), demomstrated over time, by some decision-making
unit, concerning ane or more altermative brands out of a
collection of such brands, and was a role of psychologscal
fie., decismon making, evaluaton) processes (Jacoby &
Kyner, 1973 ). Customer loyaky was defined as the sirength
of the relationshmp between a chients™ relative attitude and
repurchase trade (Dhick & Basu, 1994) Customer loyalty
alsp was descmbed as a strong continued  comamibment
o repurchase or patromze a favored prodect'service
consistently in the future, thereby creating repeated same-
products’brands  purchasing  (Ohiver, 1997). Cusiomer
loyalty was explamed as a comba of clents” f2 hl
attiiudes and rebuy behavior (Km et al., 2004 ). Customer
loyalty has been identified as the prmncapal factor m a
buziness firm's success {Yap et al, 2002). The importance
of customer layalty was closely linked to the busmess’s
continued survival and the influence of fitare growth (Kim
etal, H00d).

Figure 1: The Proposed Conceplual Madel
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Suane sudics bave confivoed e conncciins Lol
antomer sabsfactbon and customer  lovalty. Customer
satsfaction was an antecedent of customer Loyalty. Customer
saimfaction was an important varable that pomted bo
amtomer lovalty (Mink, 2018} Pror studies declared
that customer stisfaction positively mfluenced cusiomer
leyalty (Anwar et al, 201%; Santoursdis & Trivellas, 2010;
Wapetal., 2002). Thus, we suggested the following hypothesis:

H: Customer satisfoction hes o sigeficaly posithve
affect on cusiomer lovalty.

Based on the study's purpose, hbemture review, amd
hypathesas development, Figure | descnbed the proposed
conceptual model.

3. Research Methodology
31, Sample and Data Collection

The mveshgation data came from a survey of cusiomers
who bought goods at supermarkets in Ho Chs Mmb City,
Vietram. This study sample was conducted by apphyng a
= ience  samplmg d with different customers
regarding gender and age m Ho Chi Mimh City, Vietnam.
We distributed a totad of 400 gquestoonomes. Out of
these, 356 gquestionnames were retumned, amd there were
57 guestionmires rejected lackang adequate mibrmation
ar responses o the same guestions. There were 2599
questionmaires accepled for the final analysis. The sample
consisted of 122 male customers (40.8%) and 177 ferale
customers {59 2%} 16.1% of respondents were aged hetween
18 and 25; 23 4% were xped between 26 amd 35; 43.58% were
aged between 36 and 45; and 16. 7% were aped above 45.

32, Measurements

The measurement items of the vanables pror investigabions
were assessed and adapied o accommodate the research
comlext. A five-point Likert scale ranging from | “completely
disagree™ to 5 “completely agree™ was cameed ot

In ths present study, we adjusted five indicators of
service guality from Shpetim (2012); four indscators of
the brand imege from Lien et al. (2015); four mdicators
af customer satisfaction from Orel and Kara (2014}, Shpetim
{2012); and four indscators of customer lovalty from el
and Kara (2014).

33, Analyvtical Approach

The partial least squared (PLS) technigue was
implemented in the research because this method s

s e il psneeisnmal data, sl sample siecs, amd
formatively measured constructs (Hair et al., 2004). PLS
approach was applied to analyrimg the suggested ressarch
muodel and hypotheses. E iming the rec ded
research model and suggestions were made through two
steps: appraisal of the measurement model and appraisal
of the structural model (PLS-SEM) {Har et al., 2007).

4. Results and Discussion
A, Results
4.LL Assessment of the Mensurement Model

Table | shows the measurement scale of the construct's
research results.

We applied Crombach’s alpha and composite reliability
(CR) for evaluating the reliability of the resesarch.
Cronbach™s alpka () values of the motions should be
greater than .70, and the CE values were begger than 0.70,
EXpIrEssing gh intermal « cy of the constructs
(Harr et al, 2001 7).

Table 1 depscied thet Cronmbach™s alpha values and
the CR valwes of the independent varables were above
0.7 Accordmgly, these motions had mbemal consastency
relahility.

We performed the factor loading of all items valoes and
the average varance extracted { AVE) o estimaide convergmg
validity. The factor bading and the AVE should be higher
than 0,50 (Bagozz & Yu, 1988, Hamr et al., 2017). In this
present research, the factor kading of all items and the AVE
values were above 0.50. Therefore, the converging valsdsty
of the notions was suitable.

Furthermore, we estimated discrimmamt walidity
through the Fornelk-Larcker criteron {Fornell & Larcker,
1981). It demonstrated the sguare root of the AVE indexes
with the latent constructs. Specifically, the AVE's square
roat should be hagher than its highest correlabon with
any other construct (Hair et al., 200 7). Table I indicates
that AVE's square root of reflective construct service
quality, bramd image, cusiomer satisfaction, and custemes
loyalty was higher than the corresponding [atent vanables
ocwmelation. Consequently, the discimimant vahidity of
these varsablles was good.

4.1L.Y Assessment of the Structural Model

4.1.L1. Evaluntion of the Model Fit
Table 1 showed the structural model outcomes.
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Table 1: Measurement [bems af fie Construcls Analysis Resulbs

Constructs and measurement items Faunrhﬂrq; a CR AVE
Service quality 0.783 | 0852 | 0.538
The supermarnket's faclilies are modem 0.770

The supermarkel is fulfilsd commitments o cusiomers: 0.7354

The interaction between the staff and the cliem is positve 0.744

The staff is shways ready fo concems” customers 0733

The siaff is always ready o Solve problems’ customer 0878

Brand image 0.738 | 0830 | 0573
This supesmarket brand is reliable. 0.522

This supesmarket brand is atiractive. 0.748

This supesmarket brard is pleasing. 0.849

This supesmarket brard has & goad reputation. 0.8E0

Customer satisfaction 0805 | 0AT3 | 0631
Compared ta other su k | am happy with this sup ket 0.834

The everall fesding | recsived from the 5. kit wars fiesd 0.764

Ky purchase choice at this supermarket i the right ane 0.B08

This supsrmarket meeks my expecations 0770

Customer loyalty 0.E32 | 0BBE | 0865
I would buy in this supermarked again O.7E4

| wiould recammend this supermarket o any of my friends 0.8ED

I | reed bo shop again, | will come ta this supemmarket 0.808

| would speak posifvely about this supermarket 1o olhars 0.811
Table 2- Discrimirant Validity Result Table 3: Moded Fit Resulls

:.-:1; layalty catistaction ?1::&? Bamuraied niadud

Brand

S 0757 SRMR 0.0
CLEtomer d_ULs 0.049

mr;l o.ean o d_G1 0413
:!lh'sfac::l'l 0.533 0823 0.798 46 il

(SAT) Chi-square B28.301
SanAce 0.699 0645 0672 07E HFI 0748

quasity {S01) :

The results in Table 3 illustrate that the Chi-square
= 6263 was valid at a 0053 significance level
Standardized Foot Mean Square Residual (SEMR) was
the estimated model fit of the recommended research
maidel. By tradition, the model had an excellent model
maich when SEMRE was smaller tham 008 (Huo &
Bentler, 1998). The summary outcomes in Tahle 3

reparted that the model had SEMRE indices = 0L07%
< I8, Consequently, the propossd conceptual model
was sutted well for amlyzing data. Moreover, measaring
of a multicollinearity issue indicated that all VIF values
were below the threshold of 3. Accordingly, there were
no multicollineanty phenomena 1o the structural maodel
(Hair et al., 20017
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Table 4: Hypotheses Testing Resulls
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Linking Hypotheses Path cosfficients tevalue prvalus Resuits
=0 S8 H1 0.588 14268 0.000 Approved
0 < SAT Hz 0.650 8536 0000 Approved
20 = LOY H3 0278 4300 0.000 Approved
Bl < SAT H4 0.204 3.206 0.001 Approved
Bl % LOY HE 0.323 5.3T8 0.000 Approved
SAT < LOY HE 0.263 3,950 0000 Approved
50 Service Cualty, BI: Erand image, SAT: Cusiomer Eafistaction, LOY: Customer Loyaly.
Table B: B2, #, and O findings

Linking Path coefficients fx Construct 3 Q:

0.538 0.658
=0 B Brand image 0.358 iR
20 < SAT 0.650 0.373
0 = LOY 0.278 0.080 Cush

- 0478 0283

Bl & SAT 0.204 00851 satisfaction
Bl % LOY 0.323 0.141 Cush 0548 0340
SAT & LOvY 0.283 0.080 Leryalty ’ ’

50 Service Oualty, BI: Erand image, SAT: Cusiomer Satistaction, LOY: Customer Loyaly.

4122 Hypothesis Testimg

Table 4 and Table 5 illustrale the hypothesis tesbing
resubis. Bootstrappang owicome [(with S0 resamplmgs)
fior the link between the motion m the proposed shxhy model
indlicated that the ftvalue of the H1, H2, H3, H4, H5, H6 was
maore than 1.96, and these bypotheses werne significant at a
5% level. As a resull, these hypotheses were supported.

4123, R (Explained Vurinnee), F* (Effect Extent) and
2 { Predictive Relevance)

The structural model inclusdes the v assessmend
criterion B {explained varance), [ (effect size), and O°
{predictive relevance) (Hair et al., 2017). The coefficient of
determination B was the general effiect extent measure for
the structural model { Garson, 2016). The B mdex is betaeen
0 and 1, with higher levels indscating more predscinee
accuracy. The #° pstimate of 0.09, 0.33, and 0.67 could be
presenied as weak, moderate, and substantial (Chan, 1998).
The { f%) effect saze erabled estimating the independent
factor comtributing o the dependent wvanable. The
estmmade 002 was small, 015 was mediam, amd 035 was
high (Cohen, 1988). The §* value estimated the structural
model's predactive relevance for each endogenous comstruct.
The E‘:valu: should be over zero (Hair et al, 2001 7).

In this present study, the £ value for the overall model
here was (. 548 (Table 5) lower than 0.67, considered as a
muderate impact; we remarked that brand image had a most
substantial influence {0.323) on customer loyalty, followed
by service qualsty (0278 ) and customer  satsfaction (263 ).
Mext, service quality amd brand image explained 47.9% of
the varmnce in cusiomer ssisfaction; we also showed that
service quality had a more powerful effect (0.550) than
the brand image | 0.204}. Furthermore, servece quality also
described 35 8% of the varmnce om brand image, and 5t had
a fairly powerful influence (0.5%9).

Table 5 revealed the /° effect sizmes. The high  effect
size happened for the lmk of 30 — Bl (0.559), and
S0 — SAT (D373). The mediurn_r'::l‘ﬁect size accurred for
the relationship of Bl — SAT (0.141). The ::na]l_r':dTm:l
saze appeared for the connectson of 50 — LOY (0U0S0),
SAT — LOY (0.080), and Bl — SAT (D.051).

Table 5 alse indicated that the ¥ values of these
endogenmss variahles were over zero. Precisely, the brand
image had a rl'_J‘: valoe (L1}, cusiomer saisfackon had a
(2 index (0.283), and customer koyalty bad a O coefficeent
(0.340). These findings verified the model's predictive susted
for the endogenous latent variables.
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d.l. Discussion

This current research’s contribuion was o measure
and fest the linkmg between service gualsty, brand mage,
customer satisfaction, and customer loyalty m a different
anumstance compared with preveous research. Most of
the earlser shadies focus on these impacts for the vanous
industries, and this current shsdy demonstrated these effects
in Vietnams supemmarkets.

The present study findings declared that the six bypotheses
mn the concephe] ressrch model wene supported.

The shady results revealed that service guality bod
a positive mmpact on brand image. Service qumlity was
a predicior of brand image. The /~ impact size of the link
between service quality and brand image was large (0.559).
The early empirical stadies confirmed this study's results
{Hsechetal., 2018; Wuetal., 2001 ). The research findings also
showed that service qualsty had a significant posstive impact
an customer satisfaction. Service quality was a predictar
of customer satisfaction. The  effect size of the linking
between service quality and customer satisfaction was large
{0.373). The previous empincal studies demonstrated this

5. Conclusions and Limivatdons

Ths cument research demonstrated the lmk between
service quality, brand imaxge, csstomer sabisfaction, and
cusiomer kryalty in lme with the previmes investigations.
Therefore, practiboners should focuson strategies that improve
the amiomer’s perception of service quality, band mage,
and customer sabisfaction bt increase cusiomer kyalty. The
research results showed that sernce quality was an antecedent
of brand image, astomer satisfactson, and customer loyalty:
The research will help supermarket mamagers io recognme
the significance of service qualsty on brand image, customer
satisfaction, and customer loyalty. Hence, marapers should
improve service quality in clients” views, such as (mproving
supermarkets” facilibes, commitments o the customer, the
imieraction between the staff and the client, ready 1o comoems”
oustvmers, and prepared o solve problems’ customers). If
ousiomer experiences of supermarkets” sennce quality have
imcmeased, clients bave a tendency positrvely for customes
grve comemumicatson plans such as advertisng, word of mouth,
publsc rel other pr | toals, etc, o monease

research s findings (Putre & Rachmat, 2019, 5 ilis amd
Trivellas, 1010}, Besides, the resulis also stated that service
quakity had a posstive infleence on cusiomer loyalty. Service
quality was a precursor to customer koyalty. However, the
P effiect size of the relationship between service guality and
customer boyalty was small (0.080). The pnor empincal
studies approved this research’s findings (Amwar et al,
2(19; Setizwan & Sayuti, 2017).

The research results also declared that brand image bad
a posine influence on customes stisfaction. The bramd
image was an amtecedent of cusiomer sabisfaction, but the
P effect size of the brand image and customer satisfiction
wars smll (0.051). The previous empanical shadses supported
thas research’s resulis {Anwar et al., 20019; W et al ., 20001).
Likewise, the study outcomes also disclosed that brand image
had a posibive impact on cusiomer kayalty. The brand mmage
was a predecessor of customer boyalty, and the 7 effect size
af the compection of the brnd image and customer  loyalty
wirs medium ({1141 ). The prior emparical studies confirmed
thas study’s results (Amwar et al., 2019; Hsich ot al, 20018;
Tu et al., 20012}

Furthermore, the research o es also 1hed
that customer sabsfaction had a positive influence on
customer loyalty. Castomer satisfaction was an amtecedent
of customer loyalty, though the [ effect sire of the link
af customer sabsfachion amd costomer loyalty was small
{0.0E0). The prior emparical exammabors verified these
oubcomes [ Amwar el al_, 2009; Samioundis & Trivellas, 20040;
Yap et al., 2012).

i " mecognition of the brand image. If consumers
have an excellent impressive brand image, cusiomers wall
positively trend o customer satsfaction and customer loyvalty.
Firadly, the findimgs confirmed that customer satisfacton
wis also an antecedent of customer loyalty. The research wall
help pracisioners o recogmize the sigmficance of customer
satisfaction in the relatiorshsp between customer satisfacton
and austomer koyalty. Therefore, managers should pay attenbon
o customer satisfaction. Hegher cusiomer satsfaction wall
enhance higher astomer koyalty.

Although this present study makes essenbial contributions
o literature and practice, # has some limstations. First,
this present study only focuses on supermarkets in Ho
{Cha Mirh City, ¥ietnam. Therefore, this study may nist be
gemeralizable to all other sectors and other industnes such
as onlme shopping, botel, eic. Secomd, this research only
analyzed and examined the lmk between service guality,
bramd image, customer satisfaction, and customer lovalty;
hemce, fulure myvesbgations should foous on other factors
such as tnmst, percerved value, relationship marketing, brand
ExpeTience, i
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Lampiran 2. Kusioner

HUBUNGAN
ANTARA KUALITAS
PELAYANAN, CITRA
MEREK, KEPUASAN
PELANGGAN, DAN
LOYALITAS
PELANGGAN: STUDI
KASUS PADA
PENGUNJUNG
PAKUWON MALL
YOGYAKARTA

Halo!

Saya Andreas Moeler Nainggolan, mahasiswa
Program Studi Manajemen Pemasaran di
Universitas Atma Jaya Yogyakarta. Saat ini,
saya sedang menyusun skripsi dengan

judul: "Hubungan antara Kualitas Pelayanan,
Citra Merek, Kepuasan Pelanggan, dan
Loyalitas Pelanggan: Studi Kasus pada
Pengunjung Pakuwon Mall Yogyakarta.'

Penelitian ini bertujuan untuk mengetahui
hubungan antara kualitas pelayanan, citra
merek, kepuasan pelanggan, dan loyalitas
pelanggan di Pakuwon Mall Yogyakarta.
Kuesioner ini akan digunakan sebagai alat
pengumpulan data dan seluruh jawaban Anda
akan dijaga kerahasiaannya serta hanya
digunakan untuk keperluan akademik.

Kriteria responden dalam penelitian ini adalah:

1. Individu yang pernah berkunjung ke
Pakuwon Mall Yogyakarta minimal satu
kali dalam tiga bulan terakhir.

2. Berusia minimal 17 tahun, karena
dianggap telah memiliki pemahaman
dan pengalaman yang cukup dalam
menilai layanan di pusat perbelanjaan.

3. Berdomisili di atau sekitar Yogyakarta.

4. Memiliki pengalaman langsung
terhadap layanan yang diberikan di
Pakuwon Mall Yogyakarta.

Petunjuk Pengisian:

Setiap pernyataan dalam kuesioner ini
menggunakan skala Likert 5 poin. Silakan beri
penilaian sesuai dengan tingkat kesesuaian
Anda terhadap pernyataan tersebut:

= STS (Sangat Tidak Setuju) = Skor 1
= TS (Tidak Setuju) = Skor 2

N (Netral) = Skor 3

S (Setuju) = Skor 4

SS (Sangat Setuju) = Skor 5

) Waktu pengisian: + 3 menit

Saya sangat menghargai partisipasi Anda.
Terima kasih atas waktu dan bantuannya _I,

andreasnainggolan38@gmail.com Ganti akun

E& Tidak dibagikan

(=)

Berikutnya Kosongkan formulir
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HUBUNGAN
ANTARA KUALITAS
PELAYANAN, CITRA
MEREK, KEPUASAN
PELANGGAN, DAN
LOYALITAS
PELANGGAN: STUDI
KASUS PADA
PENGUNJUNG
PAKUWON MALL
YOGYAKARTA

andreasnainggolan38@gmail.com Ganti akun

£& Tidak dibagikan

(<)

* Menunjukkan pertanyaan yang wajib diisi

Profil Diri

Nama *

Jawaban Anda

Apakah usia Anda lebih dari 17 tahun? *

O va
O Tidak

Di mana Anda berdomisili saat ini? *

(O Yogyakarta

(O Luar Yogyakarta

Apakah Anda memiliki pengalaman *
langsung terhadap layanan di Pakuwon
Mall Yogyakarta?

O va
O Tidak

Apakah Anda pernah berkunjung ke *
Pakuwon Mall Yogyakarta dalam 3 bulan
terakhir?

O va
O Tidak

Kembali Berikutnya Kosongkan

formulir
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HUBUNGAN
ANTARA KUALITAS
PELAYANAN, CITRA
MEREK, KEPUASAN
PELANGGAN, DAN
LOYALITAS
PELANGGAN: STUDI
KASUS PADA
PENGUNJUNG
PAKUWON MALL
YOGYAKARTA

.com Ganti akun
52 Tidak dibagikan

=

~ Menunjukkan pertanyaan yana waljlb diisi

Kualitas Pelayanan

Pada bagian ini, Anda diminta untuk

P P

pelayanan yang Anda rasakan saat berkunjung
ke Pakuwon Mall Yogyakarta. Kualitas
pelayanan mencakup bagaimana pihak mall
atau tenant melayani Anda secara keseluruhan,
seperti keramahan, ketepatan layanan,
kenyamanan fasilitas, dan kemudahan dalam
mendapatkan bantuan.

Silakan pilih jawaban yang paling sesuai
dengan pengalaman Anda.

Fasilitas di Pakuwon Mall Yogyakarta -
modern.

Sangat Tidak Setuju

LI )
2 O
3 O
a O
B CD

Sangat Setuju

Pakuwon Mall Yogyakarta memenuhi -
komitmennya kepada pelanggan.

Sangat Tidak Setuju

o
2 O
s ©
« O
s O

Sangat Setuju

Interaksi antara staf dan pelanggan -
bersifat positif.

Sangat Tidak Setuju

L <
z O
s O
a O
5 O

Sangat Setuju

Staf selalu siap merespons kebutuhan -
pelanggan

Sangat Tidak Setuju

1
z2 O
3 O
a O
s O

Sangat Setuju

Staf selalu siap -
pelanggan.

Sangat Tidak Setuju

o
2 O
s O
a O
s O

Sangat Setuju

Kemball Berikutnya Kosongkan

formulir
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HUBUNGAN
ANTARA KUALITAS
PELAYANAN, CITRA
MEREK, KEPUASAN
PELANGGAN, DAN
LOYALITAS
PELANGGAN: STUDI
KASUS PADA
PENGUNJUNG
PAKUWON MALL
YOGYAKARTA

andreasnainggolan38@gmail.com Ganti akun
2 Tidak dibagikan

<

* Menunjukkan pertanyaan yang wajib diisi

Bagian ini berisi pernyataan terkait citra merek
(brand image) dari Pakuwon Mall Yogyakarta di
mata Anda sebagai pengunjung. Citra merek
mencerminkan bagaimana Anda menilai
reputasi mall, kesan pertama, dan persepsi
Anda terhadap keunikan, gaya, atau citra yang
dimiliki mall tersebut.

Mohon pilih jawaban yang paling
menggambarkan persepsi pribadi Anda.

Pakuwon Mall Yogyakarta memiliki *
reputasi yang dapat diandalkan.

Sangat Tidak Setuju

1O
2 O
s O
& &
5 O

Sangat Setuju

Pakuwon Mall Yogyakarta memiliki daya *
tarik.

Sangat Tidak Setuju

1O
2 O
3 O
a O
s O

Sangat Setuju

Pakuwon Mall Yogyakarta memiliki *
tampilan yang menyenangkan.

Sangat Tidak Setuju

1 S
z ©
8 S
El
s O

Sangat Setuju

Pakuwon Mall Yogyakarta memiliki *
reputasi yang baik.

Sangat Tidak Setuju

L
z2 O
3 O
- D
L =

Sangat Setuju

Kembali Berikutnya Kosongkan

formulir
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HUBUNGAN
ANTARA KUALITAS
PELAYANAN, CITRA
MEREK, KEPUASAN
PELANGGAN, DAN
LOYALITAS
PELANGGAN: STUDI
KASUS PADA
PENGUNJUNG
PAKUWON MALL
YOGYAKARTA

.com Gantl akun
2 Tidak dibagikan

<=

* Menunjukkan pertanyaan yang wajib diisi

Kepuasan Pelanggan

Pada bagian ini, Anda diminta untuk menilai

[ Anda selama
berkunjung ke Pakuwon Mall Yogyakarta.
Kepuasan mencakup sejauh mana pengalaman
Anda sesuai dengan harapan, apakah Anda
merasa puas dengan fasilitas dan layanan,
serta kenyamanan selama berada di mall.

Jawablah sesuai dengan pengalaman Anda.

Dibandingkan dengan pusat -
perbelanjaan lain, saya puas dengan
Pakuwon Mall Yogyakarta.

Sangat Tidak Setuju

1T O
2 O
3 O
4
s O

Sangat Setuju

Perasaan keseluruhan yang saya terima *
dari Pakuwon Mall Yogyakarta membuat
saya puas.

Sangat Tidak Setuju

1 (&8s
z2 O
3 O
4 O
s O

Sangat Setuju

Pilihan saya untuk berbelanja di -
Pakuwon Mall Yogyakarta adalah
keputusan yang tepat.

Sangat Tidak Setuju

T O
2 O
<
O
5 O

Sangat Setuju

Pakuwon Mall Yogyakarta memenuhi -
harapan saya.

Sangat Tidak Setuju

1O
2 O
2 O
e S <> |
s O

Sangat Setuju

Kembali Berikutnya Kosongkan

formulir
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HUBUNGAN
ANTARA KUALITAS
PELAYANAN, CITRA
MEREK, KEPUASAN
PELANGGAN, DAN
LOYALITAS
PELANGGAN: STUDI
KASUS PADA
PENGUNJUNG
PAKUWON MALL
YOGYAKARTA

il.com Ganti akun
=S Tidak dibagikan

=

*~ Menunjukkan pertanyaan yang wajib diisi

Loyalitas Pelanggan

Di bagian terakhir ini, Anda diminta untuk
memberikan penilaian terkait loyalitas Anda
sebagai pengunjung Pakuwon Mall Yogyakarta.
Loyalitas mencerminkan niat Anda untuk
kembali berkunjung, merekomendasikan mall
kepada orang lain, dan sikap Anda terhadap
alternatif tempat belanja lain.

Jawablah sesuai dengan niat dan perilaku Anda
sebagal pelanggan.

Saya akan berbelanja lagi di Pakuwon -
Mall Yogyakarta.

Sangat Tidak Setuju

O
z O
a3 O
o
s O

Sangat Setuju

Saya akan merekomendasikan Pakuwon *
Mall Yogyakarta kepada teman-terman
saya.

Sangat Tidak Setuju

LR
2 O
3 O
a O
s O

Sangat Setuju

Jika saya perlu berbelanja, saya akan -
datang ke Pakuwon Mall Yogyakarta.

Sangat Tidak Setuju

- I <
2 O
3 O
a O
s O

Sangat Setuju

Saya akan berbicara positif tentang *
Pakuwon Mall Yogyakarta kepada orang
lain.

Sangat Tidak Setuju

T o
2
I <
a O
s O

Sangat Setuju

Kembali Kosongkan
formulir
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Lampiran 3. Jawaban Kusioner Kualitas Pelayanan

KPS

KP4

KP3

KP2

KP1
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Lampiran 4. Jawaban Kusioner Citra Merek

CM4

CM3

CM2

CcM1
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Lampiran 5. Jawaban Kusioner Kepuasan Pelanggan

KPuasl | KPuas2 | KPuas3 | KPuas4
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Lampiran 6. Jawaban Kusioner Loyalitas Pelanggan

Loyall | Loyal2 | Loyal3 | Loyal4
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Lampiran 7. Hasil Output Smart PLS

Discriminant validity - Cross loadings

Citra Merek Kepuasan Pelanggan
M1 0736 0630
M2 Q702 0453
M3 iF:E Q658
M4 a#23 a&1a
HP2 0293 15450
KP3 0386 0472
KP4 02 Q3w
KPS 0L26 ]
KPuasl 0538 Q805
KPuas2 k37 ]
HPuas T EE
HPuasd 062 [iE:EE]
Loyall a512 0543
Loyal2 0516 0508
Loyald 055 Q652
Loyald 0454 0580

Construct reliability and validity - Overview

Cronbach's alpha
Clitra Merek 0795

Kepuzsan Pelanggan U
Kualitas Pelayanan Q76

Loyalitas Pelanggan 077

R-square - Qverview

R -sguare R-square adjusted
Citra Merck anz Q308
Kepuasan Pelanggan Qa3 L]
Loyalitas Pelanggan Qhss 636

Path coefficients - Mean, STDEV, T values, p values

Original sample (0)

Citra Merek -> Kepuazan Pelanggan 0629
Citra Merek -> Loyalitas Pelanggan 0186
Kepuszan Pelanggan -» Layalitas Pelanggan 0391
Kualitas Pelayanan - > Citra Merek 0559
Kuslitas Pelaysnan - » K epuasan Pelanggan 0.249
Kualitas Pelayanan - > Loyalitas Pelanggan 0339

Compaosite reliability (rho_

Hualitas Pelayanan

0319
Q512
04839
0451
072
Q&7
0731
0728
Q503
0512
0458
0505
0485
0527
0533
[E

Sample mean (M)

0.606
0.196
0.377
0.560
0.269
0.338

107

Loyalitas Pelanggan

Compasite reliability (rho_d

Standard deviation (STDEV)

0.114
0114
0121
0.087
0.106
0083

057
0458
0558
0553
Q550
Q477
Q457
Q567
0583
617
QG2
[HEAE]
073
Qa7ary
Q#z2
a7s7?

Average varance extracte

0897
LR 059s
Copy to Excel/Word Copyto R
T statistics (|O/STDEV]) P values

5499
1631
3223
6440 0.000
2345 0.019
4072 0.000



