Lampiran 2. Google Form

Pengaruh
Kualitas Layanan
terhadap
Loyalitas
Pelanggan pada
Jus Kode Jogja

Halo!

Perkenalkan saya Hisnu Prasetyo Jati,
mahasiswa jurusan Manajemen,
Fakultas Bisnis dan Ekonomika
Universitas Atma Jaya Yogyakarta. Saat
ini saya sedang melakukan penelitian
untuk menyusun skripsi dengan

judul "Pengaruh Kualitas Layanan
terhadap Loyalitas Pelanggan pada Jus
Kode Jogja."

Penelitian ini bertujuan untuk
menganalisis pengaruh kualitas
layanan terhadap kepuasan, pembelian
ulang, dan rekomendasi pelanggan.

Data yang dikumpulkan bersifat
rahasia, hanya untuk kepentingan
akademik, dan diisi berdasarkan
pengalaman pribadi Anda sebagai
pelanggan Jus Kode Jogja. Terima kasih
atas partisipasi anda, semoga hasil
penelitian ini bermanfaat bagi
pengembangan layanan Jus Kode Jogja
dan akademik.

Petunjuk Pengisian Skala Linear: Pada
beberapa pertanyaan, Anda akan
diminta untuk memberikan penilaian
pada suatu pernyataan menggunakan
skala angka. Misalnya, skala 1-5, di
mana:

« 1= Sangat Tidak Setuju
* 2= Tidak Setuju

* 3=Netral

* 4= Setuju

« 5= Sangat Setuju

90



Pengaruh
Kualitas Layanan
terhadap
Loyalitas
Pelanggan pada
Jus Kode Jogja

Login ke Google untuk menyimpan progres.
Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Apakah Anda mengetahui outlet ~ *
Jus Kode Jogja?

O Ya
(O Tidak

Apakah Anda pernah membeli *
makanan/minuman di Jus Kode?

O Ya

O Tidak
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Pengaruh
Kualitas Layanan
terhadap
Loyalitas
Pelanggan pada
Jus Kode Jogja

Login ke Google untuk menyimpan progres.
Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Bagian ini bertujuan untuk
mengetahui informasi dasar mengenal
karakteristik responden. Data yang
dikumpulkan mencangkup jenis
kelamin, pendidikan, dan pendapatan.
informasi

ini digunakan untuk keperluan analisi
data dan akan dijaga kerahasiaannya.

Jenis Kelamin *

QO Pria

(O Wanita

Pendidikan *
(O sMA/Sedejarat
(O si/sarjana

() Ss2/Pascasarjana

Pendapatan Bulanan *
(O <Rp.1.000.000
(O Rp.1.000.000 - Rp. 2.500.000

O Rp.2500.000 - Rp. 5.000.000

(O >Rp.5.000.000
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| Pengaruh
terhadap

Loyalitas
Pelanggan pada

Sangat Tidak Setuju

Kualitas Layanan

N 1OF

s O

Sangat Setuju

~ 4
<

Kebersihan dan tampilan
keseluruhan outlet memuaskan.

Sangat Tidak Setuju
1O
2 O
3 O
+ O
s O

Sangat Setuju
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Pengaruh
Kualitas Layanan
terhadap
Loyalitas
Pelangga

Sangat Setuju

Catatan pesanan selalu benar tanpa *
revisi.

Sangat Tidak Setuju
10
2 0
3 O
+ 0
s O

Sangat Setuju
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Pengaruh
Kualitas Layanan

Sangat Setuju

Staff berusaha memberikan
pelayanan terbaik.

Sangat Tidak Setuju
1O
2 O
3 O
+ 0
s O

Sangat Setuju

95



Pengaruh
Kualitas Layanan
terhadap
Loyalitas
Pelanggan pada

50

Sangat Setuju

Jus Kode peduli terhadap kepuasan *
pelanggan.

sangat Tidak Setuju
10
2 O
: 0
+ 0O
s O

Sangat Setuju
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Pengaruh
Kualitas Layanan
terhadap
Loyalitas
Pelanggan pada
Jus Kode Jogja

Login ke Google untuk menyimpan progres.
Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Staff Jus Kode melayani dengan *
sopan dan menghargai pelanggan.

Sangat Tidak Setuju
10O
2 O
s O
4+ Q
s O

Sangat Setuju

Pelanggan mudah menyampaikan *
saran/keluhan.

Sangat Tidak Setuju
1O
2 O
3 0
4+ O
s O

Sangat Setuju
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Pengaruh
Kualitas Layanan
terhadap
Loyalitas
Pelanggan pada
Jus Kode Jogja

Login ke Google untuk menyimpan progres.
Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi

Saya percaya terhadap kualitas ¥
produk Jus Kode.

Sangat Tidak Setuju
10O
2 O
)
4 O
5 O

Sangat Setuju

Saya berniat membeli ulang di Jus *
Kode.

Sangat Tidak Setuju
U O]
2 O
3 O
L O
s O

Sangat Setuju

Saya akan merekomendasikan Jus *
Kode kepada orang lain.

Sangat Tidak Setuju
1O
2 O
N
4+ O
s O

Sangat Setuju

Kembali Kirim Kosongkan
formulir
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Lampiran 3. Jawaban Pertanyaan
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Lampiran 4. Hasil Olah Data

1. Loading Factors

BF DT E J K LP
BF1 |0.764
BF2 |0.765
BF3 |0.836
BF4 0.812
DT1 0.840
DT2 0.775
DT3 0.842
DT4 0.762
El 0.901
E2 0.889
J1 0.740
J2 0.784
J3 0.774
J4 0.831
K1 0.804
K2 0.822
K3 0.804
K4 0.799
LP1 0.835
LP2 0.819
LP3 0.806
Outer Loading
2. Average Variance Extracted (AVE)
Average variance Keterangan
extracted (AVE)
BF 0.632 Terpenuhi
DT 0.649 Terpenuhi
E 0.801 Terpenuhi
J 0.613 Terpenuhi
K 0.652 Terpenuhi
LP 0.673 Terpenuhi
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3. Cross Loading

BF DT E J K LP
BF1 | 0,764 | 0,612 | 0,548 | 0,654 0,616 0,637
BF2 | 0,765 | 0,654 | 0,628 | 0,675 0,649 0,673
BF3 | 0,836 | 0,693 | 0,651 | 0,617 0,654 0,642
BF4 | 0,812 | 0,678 | 0,656 | 0,697 0,635 0,659
DT1 | 0,690 | 0,840 | 0,603 | 0,641 0,650 0,685
DT2 | 0,659 | 0,775 | 0,638 | 0,651 0,649 0,624
DT3 | 0,729 | 0,842 | 0,533 | 0,583 0,650 0,579
DT4 | 0,593 | 0,762 | 0,901 | 0,677 0,699 0,658
El 0,718 | 0,697 | 0,889 | 0,604 0,580 0,625
E2 0,630 | 0,656 | 0,514 | 0,740 0,593 0,587
J1 0,580 | 0,592 | 0,590 | 0,784 0,654 0,564
J2 0,617 | 0,656 | 0,530 | 0,774 0,599 0,542
J3 0,621 | 0,626 | 0,606 | 0,831 0,678 0,667
J4 0,686 | 0,636 | 0,595 | 0,705 0,804 0,623
K1l 0,635 | 0,704 | 0,554 | 0,647 0,822 0,627
K2 0,632 | 0,604 | 0,591 | 0,660 0,804 0,645
K3 0,672 | 0,665 | 0,570 | 0,595 0,799 0,627
K4 0,643 | 0,615 | 0,596 | 0,652 0,617 0,835
LP1 | 0,658 | 0,665 | 0,614 | 0,666 0,704 0,819
LP2 | 0,698 | 0,676 | 0,549 | 0,536 0,593 0,806
LP3 | 0,583 | 0,606 | 0,566 | 0,599 0,626 0,555
Heterostrait-Monotrait Ratio (HTMT)

Egﬁ:' 'I?Zzggap Empati | Jaminan_ | Keandalan Iﬁ:ﬁ:;]?asn

Bukti
Fisik
?:%Sgap 1,019
Empati 0,966 0,961
Jaminan_ 1,002 0,995 0,928
Keandalan 0,984 0,977 0,909 1,001
tgéan'g;asn 1,005 1,001 | 0,947 0,970 0,986
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5. Cronbach’s Alpha

Cronbach's Alpha Composite Reliability
0,805 0,873
0,819 0,881
0,752 0,889
0,789 0,863
0,822 0,882
0,757 0,860
6. R-Square
R Square R Square Adjusted
O 0,721 0,709
Pelanggan
7. F Square
Kategori
Bukti Fisik -> Loyalitas Pelanggan 0,043 Besar
Keandalan -> Loyalitas Pelanggan 0,046 Besar
Daya Tanggap ->Loyalitas Pelanggan | 0,018 Sedang
Jaminan -> Loyalitas Pelanggan 0,011 Kecil
Empati -> Loyalitas Pelanggan 0,050 Besar

8. Bootstrapping — Uji Hipotesis
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Original | Sample | Standard | T statistics | P
sample | mean deviation | (|O/STDEV]) | values
O) ™M) (STDEV)
BF->LP 0,229 0,226 | 0,087 2,625 0,009
DT->LP | 0,239 0,244 10,100 2.392 0,017
E ->LP 0,118 0,117 0.082 1,429 0,154
J->LP 0,110 0,115 0,095 1.150 0.251
K-> LP 0,233 0,228 | 0,092 2,543 0,011
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Satisfaction in the Post Pandemic
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k Ayidh Alsubaie’ and Shafiq Ur Rehman?

The aim of this research is to examine the impact of service quality on customer
satisfaction in the post pandemic world in auto care industry. The car care vendor in
the study made effective use of social media to provide responsive updates to the
customers in the post pandemic world; such use of social media provides bases for
service quality and customer satisfaction. The study examined the relationship between
service quality and customer satisfaction using the SERVQUAL framework. According
to the findings, empathy, reliability, assurance, responsiveness, and tangibles have a
significant positive relationship with customer satisfaction. Our findings suggest that it is
critical for workshops to recognize the service quality factors that contribute to customer
satisfaction. Findings also suggest that empathy, assurance, reliability, responsiveness,
and tangibles contribute to customer satisfaction. Auto repair industry must regularly
provide personal attention, greet customers in a friendly manner, deliver cars after
services, notify customers when additional repairs are required, and take the time tc
clarify problems to customers. Furthermore, workshops must screen.and hire courteous
staff who can clearly communicate the services required to customers both in-person
and online and effectively communicate the risks associated with repairs. Service quality
seems to be aided by prompt services.

y auto care, service quality, Saudi Arabia, pandemic (COVID-19)

INTRODUCTION

The previous studies on the effect of pandemic have focused on the behavior related to preventative
measures to protect the health of the customers; however, less attention has been paid to the
influence of pandemic on customer outcomes. To fill this gap, the SERVQUAL framework was
employed to examine the changes in customers’ social media behaviors that have occurred since
the pandemic was declared (Mason et al,, 2021). In the post pandemic world, the parameters
for customer satisfaction have changed considerably (Monmousseau et al., 2020; Srivastava and
Kumar, 2021; Wu et al,, 2021). Pandemic has made personal interaction more challenging (Brown,
2020). To be less vulnerable to becoming severely ill with the virus, customers prefer touchless
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digital di of ¢ ications. For le, Mason
et al. (2021) concluded that pandemic has altered customers’
needs, shopping and purchasing behaviors, and post purchase
satisfaction levels. Keeping in view the public healthcare
concerns, the governmental pandemic mitigation policies also
promotes touchless mediums for shopping; therefore, the role
of social media as a communication tool stands to increase
at a time when social distancing is a common practice; social
media provides avenues for buyers to interact with sellers
without physical contact. Thus, the use of social media gains
critical importance, especially after the pandemic (Mason et al.,
2021), and the businesses may find new opportunities to gain
competitive advantage through their use of effective social
media strategies.

The car care industry uses traditional means of customer
c ications. The c y in this study made use of social
media in unprovmg their servu:e quality through effective and
safe ¢ ion with their The use of social
media to p pdates to ¢ played a significant role
in improving service quality and satisfaction (Ramanathan et al.,
2017). The company in the study used Snapchat to provide
updates on the work, thus minimizing the customers’ need to
physically visit the car care facility. This use of social media
gave a significant boost to the responsiveness aspect of the
service quality.

Service quality and customer satisfaction are important
aspects of business since a company’s gxowth is la:gely dependent
on how well it its gh service and
how well they keep their customers satisfied ( (Edward and
Sahadev, 2011). According to Chang et al (2017); customer
satisfaction is expected to result from good service efficiency,
which will imp: « and interrelationship.
Gonzilez et al. (2007) assencd that customer satisfaction
is linked to high service quality, which makes businesses
more competitive in the marketplace. This study uses the
SERVQUAL framework to define service quality. This framework
uses five dimensions to account for service quality, namely,
tangibles, reliability, responsiveness, assurance, and empathy.
Identifying issues in service and customer satisfaction can lead
to high service quality. Furthermore, service quality can be
characterized by analyzing the variations between planned and
perceived service. Service quality and customer satisfaction have
a positive relationship.

Recognizing and meeting customer expectations through high
levels of service quality help distinguish the company’s services
from those of its rivals (Dominic et al., 2010). Social media plays
a critical role in shaping these service quality-related variables.
Specifically, in the context coronavirus disease 2019 (COVID-19),
where customers hesitated to visit auto workshops physically, the
importance of online platforms such as auto workshops’ social
media pages on Instagram and Facebook has increased, where
customers try to get information and book appointment. For
example, responsiveness is not only physical responsiveness but
also digital means of communication. The car care company in
this study uses social media as mode of communication with
their customers due to physical interaction restriction caused
by the pandemic.

i1

Service quality becomes a critical element of success in car care
industry because customer contact is one of the most important
business processes (Lambert, 2010). Saudi Arabia is one of the
Middle East’s largest new vehicle sales and auto part markets.
Saudi Arabia’s car repair industry has grown to be a significant
market for automakers from all over the world. As a result,
the aim of this research was to see how service quality affects
customer satisfaction in the Saudi auto repair industry.

This aim of this research was to answer the following research
questions:

(i) What is the contribution of individual dimensions of
SERVQUAL on customer perceived service quality of car
care industry in Saudi Arabia?

(ii) What is the impact of perceived service quality on customer
satisfaction in car care industry in Saudi Arabia?

LITERATURE REVIEW

The concept of service has been defined since the 1980s by
Churchill and Surprenant (1982) together with Asubonteng
et al. (1996), who popularized the customer satisfaction
theory through measuring the firm’s actual service delivery in
conformity with the expectations of customers, as defined by
the attainment of perceived quality, and that is meeting the
customers’ wants and needs beyond their aspirations. With this
premise, Armstrong et al. (1997) later expanded the concept of
service into the five dimensions of service quality that comprised
ibles, reliability, resp ¢, and empathy.

Extant literature on service dzllvery focuses on the traditional
emphasis on the contact between the customer and service
provider (Mechinda and Patterson, 2011; Han et al., 2021).
Doucet (2004) explained that the quality in these traditional
settings depends on the design of the location and the behavior
of the service provider. More recently, the proliferation of the
internet has led to the emergence of the online service centers.
In these cases, communication both in-person and online plays
a_critical role in the quality of service rendered. It follows
that service quality in hybrid settings depends on quality of
communications on social media as well as the behavioral
interactions between the customer and the service provider
(Doucet, 2004; Palese and Usai, 2018). These factors require
subjective assessments by the concerned parties, which means
that different persons will have varied assessments of the quality
of service received.

SERVQUAL Dimensions

Service qua]ny has bcen described with the help of five
quality di y ibles, reliability, resp 3
assurance, and empathy. Deﬁnmons relating to these variables
have been modified by different authors. The relationship
between various dimensions of service quality differs based on
particular services.

Tangibles
The tangible aspects of a service have a significant influence
on perception of service quality. These comprise the external
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aspects of a service that influence external customer satisfaction.
The key aspects of tangibility include price, ranking relative to
competitors, marketing communication and actualization, and
word-of-mouth effects (Ismagilova et al., 2019), which enhance
the perception of service quality of customers (Santos, 2002).
These aspects extend beyond SERVQUALSs definition of quality
within the car care industry settings. Thus, we proposed the
following hypothesis:

Hypotheses la: Tangibles are positively related with
perceived service quality.

Reliability
Reliability is attributed to accountability and quality. There are
a bunch of precursors that likewise aid basic methodology for
shaping clients’ perspectives toward administration quality and
reliability in the car care industry in Saudi (Korda and Snoj,
2010; Omar et al, 2015). A portion of these predecessors is

Service Quality in Post Pandemic

H h lc: R

P

perceived service quahty

y linked with

Assurance

Assurance refers to the skills and competencies used in delivering
services to the customers. Wu et al. (2015) explains that employee
skills and competencies help to inspire trust and confidence in
the customer, which in turn stirs feelings of safety and comfort
in the process of service delivery. Customers are more likely to
make return visits if they feel confident of the employees’ ability
to discharge their tasks. Elmadag et al. (2008) lists the factors
that inspire empathy as competence, politeness, positive attitude,
and effective communication as the most important factors in
assuring customers. Besides, other factors include operational
security of the premises as well as the proven quality of the service
provided to the customers. Thus, the assurance has significant
contribution in the perception of service quality.

identified with car repair benefits and includes the
accessibility of assets, specialists expertise level and productive
issue determination, correspond: quality, client care quality,
an exhibition of information, client csteem, proficiency of
staff, representatives’ capacity to tune in to client inquiries
and respond emphatically to their and t

Hypoth 1d: A is positively related with
perceived service quality.
Empathy

Empathy refers to the quality of individualized attention given to

security, workers' dependability, more limited holdmg up

time and quickness, actual prompts, cost of admi

accessibility of issue recupera!mn frameworks, responsibility,
for ke-free admini generally

the The service providers go an extra mile to make the
customer feel special and valued during the interaction (Bahadur
et al,, 2018). Murray et al. (2019) explains that empathy requires
visualizing the needs of the by ing their p

Murray et al. (2019) lists the qualities that foster empalhy as

amocxauons pxctureandworkers pohteness and responsiveness.
Despite the i tive ppening in the car care
industry and the instructive degree of car administrations
suppliers in Saudi Arabia, car care suppliers in the territory
are taught about the need to continually refresh their insight
into the advancements in the area of vehicle workshops
and the c of ad Thus, we argued that
reliability is important to enhance the perception of service
quality of customers.

Hypotheses 1b: Reliability is positively linked with
perceived service quality.

Responsiveness

Responsiveness refers to the institution’s ability to provide fast
and good quality service in the period. It requires minimizing
the waiting duration for all interactions between the customer
and the service provider (Nambisan et al., 2016). Nambisan et al
(2016) explained that responsiveness is crucial for enhancing the
customers’ perception of service quality. Rather, the institution
should provide a fast and professional response as to the
failure and recommend alternative actions to address the
customer’s needs (Lee et al, 2000). In this light, Nambisan
summarizes responsiveness to mean four key actions, i.e., giving
individual attention to customers, providing prompt service,
active willingness to help guests, and employee availability
when required. These aspects help companies to enhance the
customers’ perception of service quality. Therefore, we proposed
the following hypothesis:

Frontiers in Psychology | www

rsin.org

and friendliness of staff, understanding the
specific needs of the client, giving the client special attention,
and taking time to explain the practices and procedure to
be undertaken in the service delivery process. Therefore, we
proposed the following hypothesis:

H h B ) RO PRI

y 1s P 7

le: related with

perceived service quality.

Perceived Service Quality and Customer
Satisfaction

Customer satisfaction refers to the level of fulfillment expressed
by the customer after the service delivery process. This is a
subjective assessment of the service based on the five dimensions
of service quality. Customer satisfaction is important due to its
direct impact on customer retention (Hansemark and Albinsson,
2004; Cao et al,, 2018; Zhou et al, 2019), level of spending
(Fornell et al, 2010), and long-term competitiveness of the
organization (Suchének and Krilovd, 2019). Susskind et al. (2003)
describes that service quality has a direct impact on customer
satisfaction. For this reason, this research considers that five
dimensions of service quality are the important antecedents of
customer satisfaction.

Service quality refers to the ability of the service to address the
needs of the customers (Atef, 2011). Customers have their own
perception of quality before interacting with the organization.
The expectancy-confirmation paradigm holds that customers
compare their perception with the actual experience to determine
their level of satisfaction from the interaction (Teas, 1993).
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These assessments are based on the five independent factors that
influence quality. Consequently, this research considers service
quality as an independent variable.

This study attempts to quantify perceived service quality
though SERVQUAL dimensions. We proposed that customers
place a high premium on service quality as a critical determinant
of satisfaction. Moreover, it is argued that satisfaction prompts
joy and reliability among customers in Saudi Arabia. These
discoveries infer that the perception of service quality is
significantly related to satisfaction, and quality insight can be
applied across different cultures with negligible contrasts in
the result. Car care industry in Saudi Arabia has grave quality
problems. To rectify this situation, it is essential to apply quality
systems as tools for development. The SERVQUAL is one of
these system options. It is used to gauge the service quality using
five dimensions that have been time-tested since 1982. Thus, the
significance of SERVQUAL in car care industry in Saudi Arabia
cannot be overemphasized. The study further suggests that the
SERVRQUAL dimension increases the perceived service quality,
which in turn increases customer satisfaction. Thus, we proposed
the following hypothesis:

Hypothesis 2: The perceived service quality of car care
customers is positively linked with their satisfaction.

METHODS AND PROCEDURES

In this study, we employed a cross-sectional research design.
Using a paper-pencil survey, data were collected form auto care
workshops situated in the Eastern Province of Saudi Arabia.
According to the study by Newsted et al. (1998), the survey

hod is valuable for ing opinionsand trends by collecting
quantitative data. We adapted survey instruments from previous
studies. The final survey was presented to a focus group of
two Ph.D. marketing scholars who specialized in survey design
marketing research. The survey was modified keeping in view
the recommendations suggested by focus group members. We
contacted the customers who used social media to check the
updates and book the appointment for their vehicle's service
and maintenance. We abstained 130 surveys, 13 of which were
excluded due to missing information. Therefore, the final sample
encompassed 117 (26 female and 91 male) participants across
multiple age groups: 10 aged less than 25 years, 46 aged between
26 and 30 years, 28 aged between 31 and 35 years, 21 aged between
36 and 40 years, and 12 aged older than 40 years (for details, refer
to Table 1). Similarly, the averaged participants were graduates
with more than 3 years of auto care service experience.

Measures

We measured service quality dimensions using 20 indicators.
Customer satisfaction of the restaurant customers was assessed
using 4-item scale (for detail, refer to Table 2). In this
research, the 5-point Likert scale from 1 = strongly disagree to
5 = strongly agree was used.

TABLE 1 | Demographic information.

Characteristics Number of respondents (n = 117)
Gender Male 26
Female 91
Age <25.00 10
26.00-30.00 46
31.00-35.00 28
36.00-40.00 21
>40.00 12
Qualification Under graduation 30
Graduation 63
Above graduation 24
Experience of service 1-3 37
46 57
7-9 15
=10 o8
Control Variables
Following the previous research, ¢ s gender and age were

controlled to examine the influence of service quality dimensions
on customer satisfaction.

DATA ANALYSIS AND RESULTS

For data analysis and hypotheses testing, we employed the
structural equation modeling (SEM) based on the partial least
squares (PLS) in Smart-PLS. Smart-PLS 3 is a powerful tool,
which is used for the confirmatory factor analysis (CFA) and
SEM (Nachtigall et al, 2003). Research suggests that CFA is
the best approach to examine the reliability and validity of the
constructs. We employed SEM for hypotheses testing because it
is a multivariate data analy hnique, which is ¢ ly used
in the social sciences (Gonzilez et al., 2008).

Common Method Bias

To ensure that common method bias (CMB) is not a serious
concern for our results, we employed procedural and statistical
and procedural remedies. During data collection, each survey in
the research contained a covering letter explaining the purpose of
the study and guaranteed the full anonymity of the participants.
Moreover, it was mentioned in the cover letter that there was
no right and wrong questions, and respondents’ answers would
neither be related to their personalities nor disclosed to anyone.
According to Podsakoff et al. (2003), the confidentiality of
the responses can assist to minimize the possibility of CMB.
Furthermore, CMB was verified through the Harman’s single-
factor test (Podsakoff et al, 2003). All items in this research
framework were categorized into six factors, among which the
first factor explained 19.01% of the variance. Thus, our results
showed that CMB was not an issue in our research. Moreover,
using both tolerance value and the variance inflation factors
(VIFs), we assessed the level of multicollinearity among the
independent variables. Our results indicate that the tolerance
values for all dimensions of service quality were above the
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TABLE 2| Constructs and items included in the questionnaire.

Service Quality

TABLE 2 | (Continued)

Item [ i Item
TAC! Workshop is CACE  Workshop has
convenient to customers’ best
customers interest at heart
TAC2 Workshop is clean Customer cs1 How do you rate Fornell et al
and tidy satisfaction the physical 1996
TAC3  Workshop has sppearance of the
good lighting and workshop?
air circulation: cs2 How do you rate
TAC4 Workshop the care of
reception is easy 1o reception in the
deal with workshop?
RAC1  Workshop has CS3  How do you rate
quick and accurate your confidence in
problem the workshop's
identification abilty to deliver
RAC2 It is easy to Toh quslly
communicate with | R
workshop
supervisors
RAC3  Workshop keeps recommended threshold point of 0.10 (Cohen et al., 2003), and
and provides VIF scores were between 1.4 and 1.8, which suggested the absence
e of multicollinearity; thus, it is not a serious issue for this study.
RAC4 Workshop
AR Measurement Model
promised We performed CFA to analyze the reliability and validity of the
RACS Workshop constructs. The model was d by examining
completes tasks the content, convergent, and discriminant validities. To assess
mcmwem the content validity, we reviewed the relevant literature and
ahog - pilot test the survey. We used item loadings, FrfmbaCh's alpha,
Ay composite reliability (CR), and the average variance extracted
customers’ cars (AVE) (Fornell and Larcker, 1981b) to assess the convergent
validity. The findings of CFA illustrate that all item loadings
REAC1 Workshop provides are greater than 0.70. The acceptable threshold levels for all
Quick and accurate values were met, as the value of Cronbach’s alpha and CR was
e greater than 0.70 for all constructs (Fornell and Larcker, 1981b),
cmy and the AVE for all variables was above 0.50 (Tabachnick and
complinis Fidell, 2007; see Table 3). Thus, these findings show acceptable
efficiently convergent validity.
AAC1  Workshop staff is To analyze the discriminant validity, we evaluated the
knowledgeable discriminant validity by matching the association between
AAC2 | feel taken care of correlation among variables and the square root of the AVE of the
In this warkshop variables (Fornell and Larcker, 1981a). The results demonstrate
AL ievidatiop that the square roots of AVE are above the correlation
cares about their N J % . 2 ) & f 4 d Y
aploras among constructs, hence showing a satisfactory discriminant
CAC2 Miseasytofiea validity, therefor.e, ;ndicaﬁpg an acceptable d‘iscn'minam vAalidit'y.
compiaint in this Moreover, descriptive statistics and correlations are provided in
workshop Table 4.
CAC3  Workshop treats
customers equally Structural Model and Hypotheses Testing
GacA WOT;‘O‘) p’;\:des After establishing the acceptable reliability and validity in the
attention to each measurement model, we examined the relationship among
customer variables and analyzed the hypotheses based on the examination
CACS  Workshop treats of standardized paths. The path significance of proposed relations
customers with were calculated using the SEM through the bootstrap resampling
respect

technique (Henseler et al, 2009), with 2,000 iterations of
r ling. The d research framework contains five

Prop
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TABLE 3 | item loadings, Cronbach's alpha, composite reliability, and average
variance extracted.

Variables item Facto Cronbach's CR AVE
loadings alpha
Tangibles of the TAC1 0.921 094 087
auto care
TAC2 0954
TAC3 0.922
TAC4 0.927
Retiability of the RAC1 0.938 097 086
auto care
RAC2 0.924
RAC3 0818
RAC4 0.952
RAC5 0.932
RACS 0.921
Responsiveness of  REAC1 0.956 036 092
the auto care
REAC2 0.959
Assurance of the AAC1 0954 092 084
auto care
AAC2 0.959
Empathy of the CAC1 0951 097 086
auto care
CAC2 0.883
CAC3 0934
CAC4 0.927
CACS 0.926
CACB 0934
Customer cs1 0.941 098 093
satisfaction
cs2 0.966
cs3 0971
cs4 0875

dimensions of service quality (i.e., tangibles of the auto care,
reliability of the auto care, responsiveness of the auto care,
assurance of the auto care, and empathy of the auto care)
and customer satisfaction of auto care. The results show that
five dimensions of service quality are significantly related to

hypotheses 1a, 1b, Ic, 1d, and le were supported. Figure 1 shows
that the service quality of auto care is a significant determinant of
customer satisfaction of auto care industry (B = 0.85, p < 0.001),
supporting hypothesis 2. The result in Figure 1 also shows that
73.8% of the variation exists in customer satisfaction of auto care.

DISCUSSION

The main purpose of this research was to assess the relationship
between service quality and customer satisfaction in the post
pandemic world in Saudi Arabia. This study was designed to
examine how satisfaction of auto care customers is influenced
by service quality, especially, when pandemic was declared,
and due to health concerns, the customers were reluctant to
visit workshops physxcnlly (\Lhou et al, 2021). It appears
that after the p were increasingly using
online platforms for purchasing goods and services. This study
reveals how customers of auto repair in Saudi perceive service
quallty and see how apphcable SERVQUAL model across with
five d iveness, reliability,
assurance, and empathy measure service quality. The findings
of this research show that five dimensions of SERVQUAL are
positively related to the service quality perception of auto care
customers in Saudi Arabia. Moreover, service quality perceptions
are positively linked with customer satisfaction. These results
indicate that auto care customers view service quality as an
important antecedent of their satisfaction. The findings indicate
that the customers perceive the service quality as a basic service
expectation and will not bear the extra cost for this criterion.
In this research, the positive connection between service quality
and tisfaction is also consi with previous studies
(e.g, Gonzilez et al., 2007; Gallarza-Granizo et al,, 2020; Cai
et al, 2021). Thus, service quality plays a key role in satisfying
customers. These findings suggest that service organizations, like
auto repair mduslry in Saudl Arabia could enhance satisfaction
of their proving service quality. Because
of pandemic, people are reluctam to visit auto care workshops,
and they try to book appointment through social media; so, by
improving the quality of management of their social media pages,
the workshops can provide accurate information for monitoring,

customer’s perception of service quality of auto care; thus, maintaining, and improving service quality (Sofyani et al., 2020).
TABLE 4| Descriptive statistics and correlations.

Variables M sD 1 2 3 4 5 6 7 8
Gender 1.22 041 -

Age 242 091 -0.101 -

Education 0.84 0.37 0.124 0.101 -

Tangibles of the auto care 397 0.98 0.097 -0.114 0.154" -

Reliability of the auto care 4.00 0.96 0.083 0216 -0.091 o611 -

Responsiveness of the auto care 394 1.06 0.123 -0.139 0.094 0.545" 0.631* -

Assurance of the auto care 4.03 1.01 0.127 0.154 0.063 0.676™ 0.504* 0.518" -

Empathy of the auto care 3.98 098 0.108 0.177 0.194 0.484™ 0.523" 0611 0.568" -
Customer satisfaction 3.98 0.96 0.111 -0.106 0.081 0.345 0471 0.567** 0.459* 0.464"
n=117,'p < 0.05, *p < 0.01.
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Tangibles of the
auto care
R?= 0.681

0.961***

Reliability of the
auto carc
R3= 0.892

Responsiveness of
the auto care
R3= 0.944

Assurance of the
auto carc
R?=0.936

Empathy of the auto
care
R?= 0.918

0.958%**

FIGURE 1 | Results of the research model tests. ***p < 0.001,

Customer
Satisfaction

0.859***

More specifically, social media, which allows individuals to
i tely, appears to be gaining significant importance
as a tool for identifying customers’ products and service needs.
Increasingly, customers are also increasingly engaging with
retailers through social media to search and shop for product and
services options, evaluate the alternatives, and make purchascs.
Furthermore, the research on the customer service quality can

car care industry. The effective use of social media plays a
critical role in the responsiveness dimension of service quality.
Companies nced to develop their digital and social media
marketing strategies in the post pandemic world to better satisfy
their customers.

Saudi Arabia requires a large and well-trained human
resource base. This requires i ive i t in training
and devel

be held essential since it acts as a means for the p of
the competitiveness of an Precisely, the knowledge
about the customers’ view concerning service quality can be used
by organizations as a tool to improve their customer services.
For example, knowledge of the required customer service would
help in the facilitation of training programs oriented toward
the enlightenment of the overall employees on the practices
to improve and offer high-quality customer services. Besides,
information concerning customer services would be essential in
decision-making process concerning the marketing campaigns
of the firm, hence generating competitive advantage of the
organization in the marketplace. Findings show that customers
demand more from auto repair, so the company must work hard
to increase all service quality dimensions to improve customer
satisfaction. Thus, organizations ought to venture in customer
services initiatives to harness high-quality services.

Managerial Implications
The findings of this research indicate a strong association
between SERVQUAL dimensions and perceived service quality.
Perception of higher service quality leads to higher level of
customer satisfaction among Saudi car care customers. In
particular, the results indicate high scores for reliability, empathy,
gibles, and responsiveness. These are clear indications
that the immense budgetary allocation has enabled these
institutions to develop capacity. Nevertheless, the lack of a
strong human resource base remains a key challenge in the

P Most of these workers have a limited
contract, which reduced their focus on long-term dedication.
Consequently, the government should provide longer-term
contracts for workers in this critical sector. The contracts should
include training on tailored courses to serve the identified
needs in effective communication with the customers using
digital media. We suggested that the auto car care workshops
should provide training to their workers, particularly, on service
technicians to enhance their skills that will help to deliver fast and
reliable service to their auto customers.

Moreover, the auto car care workshops also provide customer
care- or customer handling-related training especially for the
service marketing personnel who handles customer directly for
them to better understand the customer needs and expectations.
This can be done at least once a year. This will help auto care
workshops to improve their service quality.

LIMITATION AND FUTURE RESEARCH
DIRECTION

This research is not without limitations. First, the findings of
this study are based on data collected from a single source
and at a single point of time, which might be subjected to
CMB (Podsakoff et al, 2003). Future research can collect
data from different points of time to validate the findings of
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this research. Second, this research was carried out with data
obtained from Saudi auto car care customers; the findings of
this research might be different because the research framework
was retested in a different cultural context. Therefore, more
research is needed to improve the understanding of the principles
of service quality and customer satisfaction, as well as how
they are evaluated, since these concepts are critical for service
organizations’ sustainability and development. A greater sample
size should be used in a similar study so that the findings could
be applled to a larger population. Research on the effect of
c service on ¢ r satisfaction, the impact
of customer retention stralegnes on customer satisfaction levels,
and the impact of regul on ¢ satisfaction
is also recommended. Thlrd because most of the participants
participated in this research are men, future studies should obtain
data from female participants and provide more insights into the
difference between male and female customers’ satisfaction levels.
Moreover, due to limitation of time, the sample was collected
from the eastern province. C: tly, further h should
mclude a larger and more represenmwe sample of the Saudi
B of the appmach
used in this research, the results obtained cannot be g
to a wide range of similar auto repair services situations, even
though the methodology used in this study could be extended to
these similar situations. Since the sample size considered is not
that large, could vary significantly. When compared
with the significance of conducting this form of analysis, the
limitations mentioned above are minor. Such research should be
conducted on a regular basis to track service quality and customer
satisfaction levels and, as a result, make appropriate changes to
correct any vulnerability that may exist.
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