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Abstract Keywords

This study aims to understand the role of service quality and trust service quality, trust; customer

in developing customer satisfaction and loyalty at JINE Margonda, satisfaction; customer loyalty
Depok. The research is used as a quantitative approach.
Respondents are 127 people who were taken by purposive
sampling technique. This study uses Structural Equation Modeling
(SEM) with Lisrel 8.80 applications for analyzing the data. All
three hypotheses are accepted, and the data supports the model.
H1: service quality has a positive and significant effect on
customer satisfaction. H2: Trust has a positive and significant
impact on customer satisfaction. H3: Customer satisfaction has a
positive and significant effect on customer loyalty. The
Conclusion: (1) The high quality of service from JNE Surabaya
increases customer satisfaction (2) If trust in JNE Surabaya is
high, then higher customer satisfaction will be higher too; (3)
Respondents who feel satisfied when using JNE Margonda
services will be more loyal to JNE Surabaya.
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l. Introduction

An organization will continue to make efforts to keep maximizing their profits by
satisfying and retaining their customers, for example by establishing a good communication
with their customers. According to Priansa (2017) "Implementation of communication
activities to customers within the company is carried out formally, however, currently there
are also companies that practice their communication activities to consumers in an informed
manner so that they can explore in-depth information from customers".

The communication carried out in this research is Integrated Marketing Communication
(IMC) or commonly called integrated marketing communication, namely marketing
communication that is integrated in various components. So, in various events, companies
can use the tools contained in this IMC. Its components are advertising, direct marketing,
sales promotion, personal selling, interactive marketing, telemarketing and public relations
(Priansa, 2017). However, these components do not have to be used at the same time, so only
as needed.

In JNE companies, IMC is very much applied here, for example with brochures
advertising JNE products, telemarketing by giving messages to customers when the goods
have been delivered or have arrived, and so on. The main purpose of this marketing
communication is to disseminate information (informative communication), influence people
to buy various products sold (persuasive communication), and increase people to make repeat
purchases (Priansa, 2017). While the communication itself has a purpose that can provide
several effects such as being able to grow awareness of certain information in the customer's
memory which is called the cognitive effect. Furthermore, it can create effects to do
everything expected. Of course, the expected effect is a purchase made by a customer. This
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effect is called the affective effect. Finally, it can grow people's behavior into sustainable and

repetitive behavior. In this case, of course, the behavior to make repeat purchases. This effect
is called the conative effect (Priansa, 2017).

Based on this explanation, the authors reduce it to variables of service quality, trust,
loyalty and customer satisfaction. Research shows that customers will show satisfaction
supported by the service quality of the organization along with other factors (Tan et al.,
2014). Service quality does not only lead to customer satisfaction, but is also a factor which
contributes to customer retention and customer loyalty (Loyyl & Kumar, 2018). The
determination of marketing strategies must be based on an environmental and internal
analysis of the company through an analysis of the company's strengths and weaknesses
(Dianto, 2020). Ariadin (2020) stated that in practice, only acts as an intermediary between
the customer and the seller of the goods the customer wants (usually in the form of property).
So important is this economic sector that in every policy making must consider all aspects
that may affect both positive and negative (Rosmika, 2019).

In Indonesia, there is a delivery service, namely JNE Express, where people can use
this service because it is fast and efficient. The JNE to be researched is located in Margonda,
Depok. Based on data from the Top Brand Index, there has been a decrease in the percentage
of JNE's sales for the last three years from 2017 to 2019 with a percentage value of 49.4%
dropping to 45% and in the third year the peak of the decline being 26.4%.

Many customer complaints were found on Instagram @jne_id social media, including
related to goods that did not arrive on time, many customers tried to contact JNE via email,
telephone, twitter, but there was no answer and solution at all, there were also customers who
lost the package. Many customers feel disappointment with JNE. In this phenomenon it is
quite clear that there is a problem with the JNE organization related to quality service,
customer trust, customer satisfaction, and customer loyalty.

Thus, this research aims to analyze whether the decrease in the percentage of JNE sales
has any effect on the factors of service quality, trust, satisfaction and customer loyalty.

To carry out communication activities to consumers is not easy and not difficult
because consumers are unique individuals, between one consumer and another must have
different desires. Companies must understand something that is in each consumer in depth, so
they must make observations from various existing consumers. According to Priansa (2017)
"By carrying out communication activities effectively and efficiently, companies will be able
to build sustainable customer satisfaction so that consumer loyalty will be formed, namely
loyal consumers who contribute to the company for the long term".

According to Priansa (2017) "Company communication has elements in it such as
communicators, communicants, messages, feedback, transmits, communication media, and
interference". In this case, the communicator is the producer (ie JNE), the communicant is the
wider community who use JNE services. The message conveyed by JNE is in accordance
with the tagline “Connecting Happiness”, namely delivering happiness is the quality of
service that will be given optimally to its consumers. Service quality and innovation are two
elements that can build competitive advantage, because the quality of service as a
infrastructure that is adequate in providing services, while innovation is applied because
consumers want a renewal in the services perceived by consumers, so the end result of
service quality and innovation is the creation of competitive advantage (Kusumadewi, 2019).
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I1. Research Methods

This research is an explanatory type that is used to test hypotheses and explain the
influence between variables with a quantitative approach. The population in this research are
all people who have used JNE freight forwarding services in Margonda, Depok. The sample
in this study was determined to be greater than 100 according to. The sampling technique was
incidental sampling method (convenience sampling). According to the theory proposed by
Hair et al in Hengky Latan (2012:45) that the minimum sample size for SEM analysis is 100,
and the sample obtained in this research is 117 respondents.

For the service quality variable using the instrument described by Parasuraman (1988).
Meanwhile, the trust variable was measured using an instrument developed by Flavian &
Giunaliu (2007), and the customer satisfaction variable using an instrument developed by
Steven A. Taylor (1994) & Baker (1994), and customer loyalty based on Gremler & Brown
(1996). by making the necessary adjustments.

The data were collected by using a survey technique using a questionnaire.
Measurements in this questionnaire use a Likert scale of 1 to 6, where 1: strongly disagree, 2:
disagree, 3: somewhat disagree, 4. somewhat agree, 5: agree, 6: strongly agree. Based on the
objectives and hypothesis testing of this research, the data that has been collected will be
analyzed using descriptive analysis methods and structural equation modeling (SEM), with
the help of SPSS software version 21 and LISREL version 8.8. (Joreskog and Sorbom, 1993).

The descriptive analysis carried out consisted of: the general profile of the respondents
and the analysis of the distribution of the respondents' answers. An analysis of the
distribution of answer values was carried out to determine the mean value, standard
deviation, minimum value and maximum value of respondents' answers for the main research
variables consisting of service quality, trust, customer satisfaction, and customer loyalty.

Structural Equation Modeling (SEM) data analysis was carried out in two stages,
namely the analysis of the measurement model and the analysis of the structural model. After
the analysis of the measurement model is complete, the next step will be
parcelling/simplification of the measurement model using the latent variable score (LVS),
then structural model analysis will be carried out. Wijanto (2008) states "The purpose of the
measurement model analysis is to confirm whether the observed variables (indicators) are
indeed a measure/reflection of the latent variables”. Analysis of the measurement model
using Confirmatory Factor Analysis. The steps are as follows:

a. The overall suitability test of the model where the Goodness of Fit Statistics (GOFI)
values consist of RMSEA, NNFI, CFI, IFI, SRMR and GFI. Table 4.6 below shows the

GOFI to be used in this study and the GOFI criteria for good fit.

Table 1. Goodness of Fit Index (GOFI)

Indikator Description Good Fit Standard Value

Root Mean Square Error of

RMSEA Approximation <=0.08

NNFI Non-Normed Fit Index >=0.90

CFI IFI Comparative Fit Index >=0.90

Incremental Fit Index >=0.90

SRMR Standardized Root Mean <=0.05

Square Residual
GFlI Goodness of Fit Index >=0.90
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b. The analysis of the causal relationship between the research variables in the research
model was carried out by looking at the significance and magnitude of the path
coefficient values between the two latent variables of the study. A path that represents
the relationship between 2 variables is said to have a significant effect on other
variables if the t-value 1.96.

c. Research Hypothesis Testing. The results of the significance test obtained from point b,
previously, are then used to test the existing research hypotheses, and it can be seen
which research hypotheses are supported and which are not supported.

I11. Discussion

3.1 Characteristics of Respondents

The results of descriptive analysis using SPSS 25 obtained the following characteristics
of respondents: The number of respondents was 117 people consisting of 42 men (35.9%)
and 75 women (64.1%). The largest variation in the age of respondents was between the ages
of 17-25 years as many as 67 people (57.3%). The occupations of the majority of respondents
are private employees as many as 65 people (55.6%). A total of 71 people (60.7%) had the
latest education level of S1. The biggest expenditure of respondents is around Rp. 3,000,000
to Rp. 4,000,000 totaling 70 people (59.8%).

3.2 Analysis of Respondents’ Answers
a. Service Quality Variables

The service quality variable has five dimensions, namely tangible products, empathy,
reliability, responsiveness, and assurance. The tangible product dimension has 4 indicators,
each of which has 3 indicator statements, so there are 12 indicator statements. The empathy
dimension has 5 indicators, each of which has 3 indicator statements, so there are 15 indicator
statements. The reliability dimension has 5 indicators, each of which has 3 indicator
statements, so there are 15 indicator statements. The responsiveness dimension has 4
indicators, each of which has 3 indicator statements, so there are 12 indicator statements. The
assurance dimension has 4 indicators, each of which has 3 indicator statements, so there are
12 indicator statements. Thus, the service quality variable is measured by 66 indicator
statements. Descriptive analysis of the results of filling in the service quality variable
statement can be seen in the following table:

Table 2. Respondents’ Answers for Service Quality Variables

Indicator Mean Std. Dev._ Min Max

Physical Product 3,8 0,31 3,2 3,8
Empathy 4,3 0,45 3,2 51
Reliability 3,9 0,36 3,1 4,8
Responsiveness 4,0 0,51 2,3 5,0
Guarantee 4,2 0,54 2,7 54
Quality of service 4,0 0,35 3,3 4,7

Source: data processed by researchers

b. Trust Variable

The trust variable has 3 indicators, namely honesty, competence, and benevolence.
Each of these indicators has 3 indicator statements. Thus, there are 9 indicator statements to
measure the confidence variable. Descriptive analysis of the results of filling in the
confidence variable statement can be seen in the table, as follows:
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Table 3. Respondents' Answers for the Confidence Variable

Indicator Mean Std. Dev Min Max

Honesty 4,5 0,65 2,0 57
Competence 45 0,56 3,3 57
Virtue 43 0,76 2,3 57
Confidence 4.4 0,56 3,1 54

Source: data processed by researchers

c. Customer Satisfaction Variable

The customer satisfaction variable has five indicators including the pleasure of using
the service, meeting customer expectations, satisfying experience, and pleasing the customer.
Each indicator has 3 indicator statements. Thus, the customer satisfaction variable is
measured by 12 indicator statements. Descriptive analysis of the results of filling out
customer satisfaction statements can be seen in the table, as follows:

Table 4. Respondents' Answers for Customer Satisfaction Variables

Indicator Mean  Std. Dev  Min Max
Happy to use this service 4,6 0,70 2,7 6,0
Meet customer expectations 4,6 0,65 2,0 6,0
Satisfying experience 3,8 0,46 2,7 5,3
Pleasing customers 4,1 0,96 1,3 6,0
Customer satisfaction 4,2 0,52 2,7 5,3

Source: data processed by researchers

d. Customer Loyalty Variables

The customer loyalty variable has six indicators, namely saying positive things about
JNE, providing recommendations to use JNE, most likely to use JNE again, rarely switching
to other shipping services, JNE is the first choice if you want to send goods/packages, and
JNE is a delivery service. best item Each indicator has 3 indicator statements. Thus the
customer loyalty variable is measured by 18 indicator statements. Descriptive analysis of the
results of filling out customer loyalty statements can be seen in the table, as follows:

Table 5. Respondents' Answers for Customer Loyalty Variables

Indicator Mean Std. Dev. Min  Max
Saying positive things about JNE 3,6 0,58 2,0 6,0
Provide recommendations to use JNE 3,9 0,74 1,7 5,7
Most likely will use JNE again 4,1 0,80 1,7 6,0
Rarely make the switch to another delivery service 3,5 0,86 1,0 53
JNE is the first choice if you want to send4,0 0,77 1,7 57
INE s the best freight forwarding service 3,9 1,13 1,0 6,0
Customer loyalty 3,8 0,43 2,7 4,9

Source: data processed by researchers

3.3 SEM Analysis
a. Research Model Estimation Analysis

The estimation of the research model after being simplified gives the results of the path
diagram shown in the figure for the t-value (t-value) and the image for the standardized
solution.
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Figure 2. Research Model Estimation Results after Simplifying (Standard Solution)

From the image and the printed output of the LISREL 8.8 program, the Goodness Of
Fit Index (GOFI) value is obtained which shows the suitability of the data with the structural
model, and can be seen in the table below:

Table 6. Goodness Of Fit Index (GOFI) Structural Model

Standard Value

GOFI Value Result Match Conclusion
RMSEA 0,15 < 0.08 Poor compatibility
NNFI 0,91 > 0.90 Good match

CFI 0,92 > 0.90 Good match

IFI 0,92 > 0.90 Good match
SRMR 0.26 < 0.05 Poor fit

GFlI 0.56 > 0.90 Poor fit

Source: Lisrel output processed by researchers

The table above proves that not all GOFI values show a good fit, so it can be concluded
that the overall fit of the model from the structural model is quite good.
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Table 7. Statistical Test Results of Research Model
Relationship Between Variable t- value* Coefficient  Conclusion

Service Quality = Satisfaction 2.86 0.24 Signifikan Positif
Trust = Satisfaction 3.76 0.38 Signifikan Positif
Satisfaction = Loyalty 8.94 0.74 Signifikan Positif

Notes : *t-value 1.96 Significant
Source: Lisrel output processed by researchers

Table 7 above proves the coefficient value between service quality variables on customer
satisfaction has a positive and significant effect of 0.24 with a t-value of 2.86; the coefficient
value between the variables of trust on customer satisfaction has a positive and significant
effect of 0.38 with a t-value of 3.76; and the coefficient value between the variables of
customer satisfaction on customer loyalty has a positive and significant effect of 0.74 with a
t-value of 8.94.

Table 8. Research Hypothesis Test Results
Research Hypothesis Statistical Test Conclusion
H1: Service Quality =>Satisfaction Significantly Positive H1 accepted; data supporting the H2 model i
Significantly Positive accepted; data supporting the H3 model i
H2: Trust = Satisfaction Significantly Positive ~ accepted; data support model

Source: processed by researchers

The results of hypothesis testing in table 2 prove that service quality has a positive and
significant effect on customer satisfaction. This is in accordance with the theory that has been
proposed by Parasuraman (1985) namely that quality and customer satisfaction have a very
high correlation. The encouragement given from quality to its customers resulted in a better
relationship with the company. This finding is supported by the results of previous research
conducted by Ayu Atika (2013) which showed that the quality of services provided by
Garuda Indonesia Denpasar can create customer satisfaction. This study is also in accordance
with the results of Harun Al Rasyid's research (2017) that service quality will increase
customer satisfaction positively and significantly. This shows that every detail improvement
in service quality will be noticed by Go-Jek customers and will have a huge impact on
customer satisfaction.

The results of hypothesis testing in table 2 prove that trust has a positive and significant
effect on customer satisfaction. This is in accordance with the theory of Zeithaml and Bitner
(2004) which states that trust is something that significantly affects customer satisfaction to
buy and use the products and services offered. This result is supported by previous research
conducted by Ahmad Guspul (2014) that trust has a significant influence on customer
satisfaction of Kospin Jasa Wonosobo Branch. Other findings are also supported by research
from Heri Setiawan (2016) that customer trust has a positive effect on customer satisfaction.
So, the better the trust given by the customer will be followed by customer satisfaction,
because the suitability of trust can foster customer perceptions that the trust of the product
has norms that are in accordance with the quality of the products offered, the quality of
service so that customers are satisfied with these products and services.

The results of hypothesis testing in table 2 prove that customer satisfaction has a
positive influence on customer loyalty. These results are in accordance with the theory of
Zeithaml & Bitner (2005), namely customer satisfaction is an evaluation related to products
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or services that can meet their needs and expectations. If the product or service offered is
very satisfying, the customer will definitely use or buy the product or service. These findings
are supported by previous research from Junai Al Fian (2016) that customer satisfaction has a
positive influence on customer loyalty at the AUTO 2000 workshop Sungkono Surabaya
branch. This means that if customer satisfaction is shown through confirmation of
expectations, repurchase interest and overall consumer satisfaction with the workshop
increases, it will increase customer loyalty to the workshop.

1VV. Conclusion

Based on the results of research that has been carried out, there are several conclusions
obtained, namely: (1) Service quality has a positive and significant influence on customer
satisfaction. So, if the service quality is getting better, it will strengthen the customer
satisfaction of JNE Surabaya; (2) Trust has a positive and significant effect on customer
satisfaction. Therefore, if the trust is high, the resulting satisfaction will be higher for JINE
Margonda Depok; (3) Customer satisfaction has a positive and significant effect on loyalty.
Therefore, if customers feel high satisfaction, customer loyalty to JNE Surabaya will also be
high.

The suggestions that can be contributed to JNE Surabaya are as follows: (1) Improving
the quality of service, the most important thing is communication. Because if the customer
and the company can build a good communication relationship, it can create a harmonious
relationship between the two. Therefore, to increase customer satisfaction, it is necessary to
improve service quality and trust. In improving the quality of service, things that can be done
by a company include always greeting customers well, always informing customers if there
are promos, providing time to listen to various customer complaints, fairness in providing
services to all customers, and always providing reports. to the customer if the shipment has
arrived at the intended address; (2) In increasing trust, the company can do for example, such
as always being honest in performing various services and providing various knowledge and
sufficient training to couriers to always be honest in delivering goods/packages to customers;
(3) To make someone loyal, it is necessary to increase customer satisfaction. Efforts that can
be made include being able to keep their promises regarding goods that will arrive on time,
companies can meet customer expectations by sending goods to their destination without any
address errors.

References

Akbar, R., Tabrani, M., & Kusuma, T. M. (2019) The Effect of Customer Relationship
Management and Service Quality on Trust and Its Impact on Customer Satisfaction in
Aceh Syariah Bank. International Journal of Social Science and Economic Research.

Al Rasyid, Harun. (2017). Pengaruh Kualitas Layanan dan Pemanfaatan Teknologi
Terhadap Kepuasan dan Loyalitas Pelanggan Go-Jek. Jurnal Ecodemica.

Atika, Ayu. (2013). Pengaruh Kualitas Layanan Terhadap Kepuasan dan Loyalitas
Pelanggan Garuda Indonesia di Denpasar. Jurnal Manajemen, Strategi Bisnis, dan
Kewirausahaan.

Al Fian, Junai. (2016). Pengaruh Kepuasan dan Kepercayaan Pelanggan Terhadap
Loyalitas Pelanggan Auto 2000 Sungkono Surabaya. Jurnal Ilmu dan Riset Manajemen.

Ambartiasari, G., Lubis, A. R.,, & Chan, S. (2018). Pengaruh Kualitas Pelayanan,
Kepercayaan Dan Fasilitas Kampus Terhadap Kepuasan Dan Dampaknya Kepada
Loyalitas Mahasiswa Politeknik Indonesia Venezuela. Jurnal Manajemen Inovasi,
8(3).

4066



Ariadin. et.al. (2020). Shari’ah Compliance Rights in Implementation of Legal Principles on
Shari’ah Banking. Budapest International Research and Critics Institute-Journal
(BIRCI-Journal) Vol 3 (2): 1530-1541.

Bahar, A. M., Maizaldi, M., Putera, N., Widiestuty, R., Chaniago, S., & Eliza, Y. (2020). The
Effect of Tourism Facilities, Service Quality and Promotion of Tourist Satisfaction in
South Pesisir District. J-MAS (Jurnal Manajemen Dan Sains), 5(1), 5.
https://doi.org/10.33087/jmas.v5il1.141

Bitner, M. J., Faranda, W. T., Hubbert, A. R., & Zeithaml, V. A. (2005). Customer
Contributions and Roles in Service Delivery. International Journal of Service Industry
Management.

Bowen, J. T., & McCain, S. L. C. (2015). Transitioning loyalty programs. International
Journal of Contemporary Hospitality Management.

Caruana, A., Money, A. H., & Berthon, P. R. (2000). Service Quality and Satisfaction—The
Moderating Role of Value. European Journal of Marketing.

Casalo, L., Flavian, C., & Guinaliu, M. (2007). The Impact of Participation in Virtual Brand
Communities on Consumer Trust and Loyalty. Online information review.

Chhabra, K. (2018). Does Service Quality Matters in the Context of Internet Banking: A
Perceptual Analysis of Indias Internet Banking Customers Perception Regarding
Service Quality, Trust, Satisfaction and Loyalty. Journal of Commerce and
Accounting Research, 7(3), 52.

Chen, S. C. (2012). The Customer Satisfaction—Loyalty Relation in An Interactive E-Service
Setting: The Mediators. Journal of Retailing and Consumer Services, 19(2), 202-210.

Chu, P. Y, Lee, G. Y., & Chao, Y. (2012). Service Quality, Customer Satisfaction, Customer
Trust, and Loyalty in an E-Banking Context. Social Behavior and Personality: an
International Journal, 40(8), 1271-1283

Dianto, E. et.al. (2020). BNI Marketing Strategy for Credit Cards in Dealing Global
Competition in State Bank Indonesia (Persero) Tbk Banda Aceh Branch Office.
Budapest International Research and Critics Institute-Journal (BIRCI-Journal) Vol 3
(2): 1134-1146.

Eliza, Y., Adriani, E., & Maryanti, S. (2019). The Analysis Return on Investment Education
of Married Woman in Indonesia. KnE Social Sciences, 3(14), 667-688.
https://doi.org/10.18502/kss.v3i14.4346

Flavian, Giunaliu. (2007). Measure on web usability Website. Journal of Computer
Information Systems, 48 (1), pp: 17-23.

Gremler, D. D., & Brown, S. W. (1996). Service Loyalty: Its Nature, Importance,
andImplications. Advancing Service Quality: A Global Perspective, 5(1), 171-181
Griffin, J. (2005). Customer loyalty: Menumbuhkan dan mempertahankan kesetiaan

pelanggan. Jakarta: Erlangga.

Guspul, Ahmad. (2014). Pengaruh Kualitas Pelayanan dan Kepercayaan Terhadap
Kepuasan Nasabah (Studi Kasus Pada Nasabah Kospin Jasa Cabang Wonosobo). Jurnal
PPKM Unsig.

Lacobucci, D., Ostrom, A., & Grayson, K. (1995). Distinguishing service quality and
customer satisfaction: the voice of the consumer. Journal of consumer psychology,

4(3), 277-303.

Jana, A. (2014). Impacts of The Attributes of Service Quality on Customer Satisfaction and
The Interrelationship Among Service Quality, Customer Satisfaction and Sustomer
Loyalty. Johar, 9(2).

Jamilus, J., & Heryanto, H. (2019). The Effect of Competence , Communication &
Motivation on Employee Performance in People > s Welfare Regional Secretariat of

4067



Padang City , Indonesia. Archives of Business Research (ABR), 7(5), 106-122.
https://doi.org/10.2139/ssrn.3754360

Joreskog, K. G., & Sérbom, D. (1993). LISREL 8: Structural Equation Modeling WithTthe
SIMPLIS Command Language. Scientific Software International.

Kumar, V., Dalla Pozza, I., & Ganesh, J. (2013). Reuvisiting The Satisfaction—Loyalty
Relationship: Empirical Generalizations and Directions for Future Research. Journal of
Retailing, 89(3), 246-262.

Kusumadewi, R.N., and Karyono, O. (2019). Impact of Service Quality and Service
Innovations on Competitive Advantage in Retailing. Budapest International Research
and Critics Institute-Journal (BIRCI-Journal) Vol 2 (2): 366-374.

Kotler, P. (2005). Manajemen Pemasaran di Indonesia. In S. Etta Mamang Sangadji,
Perilaku Konsumen Pendekatan Praktis (p. 99). Jakarta: Salemba Empat.

Kotler, P., & Keller, K. L. (2009). Marketing management. 1. vyd. Praha: Grada, 2007, 788 s.
Liang, X., & Zhang, S. (2009). Investigation of Customer Satisfaction in Student
Food Service. International Journal of Quality and Service Sciences.

Loyyl, B. W., & Kumar, M. (2018). A Critical Analysis on Service Quality and Customer
Retention. Available at SSRN 3201409.

Markovic, Suzana. (2013). Exploring The Relationship Between. Service Quality and
Customer Satisfaction in Croation Hotel Industry. Tourism and Hospitality
Management.

Maryanti, S., Eliza, Y., Wiyati, R., & Thamrin, M. (2018). IOP Conference Series : Earth and
Environmental Science The Growth of the Population: Labor Potential Mapping in
Pekanbaru Indonesia The Growth of the Population: Labor Potential Mapping in
Pekanbaru Indonesia. IOP Conf. Series: Earth and Environmental Science, 175, 42-47.

Marunduri, P. L. S., & Heryanto, H. (2019). Analysis of the Effect of Training and
Motivation on Organizational Commitments and Its Impact on Employee Performance
(Study on Insurance Marketing Agents on Prudential Agency Pru-Aini Gunung Sitoli
PT). Archives of Business Research, 7(5), 123-133. Retrieved from
http://dx.doi.org/10.14738/abr.75.6437.

Meuthia, S., Melia, S., Pebrina, R., & Eliza, Y. (2019). The Effect of Work Motivation, Work
Discipline and Leadership on Employee Performance at the Public Works, Spatial
Planning and Land Office of South Solok Regency. International Journal of
Engineering and Advanced Technology, 9(1), 627-630.
https://doi.org/10.35940/ijeat.F8374.109119

Oliver, R. L. (1980). A Cognitive Model of The Antecedents and Consequences of
Satisfaction Decisions. Journal of Marketing Research, 17(4), 460—4609.

Rosmika, T.E., Mulia, A., and Chairy, P. (2019). The Role of BRI Bank Medan Perjuangan
Unit for Customer's Households, Indonesia. Budapest International Research and
Critics Institute-Journal (BIRCI-Journal) Vol 2 (4): 363-374.

Seni¢, V., & Marinkovi¢, V. (2014). Examining the effect of different components of
customer value on attitudinal loyalty and behavioral intentions. International Journal of
Quality and Service Sciences.

Setiawan, Heri. (2016). Pengaruh Kualitas Produk, Kualitas Pelayanan dan Kepercayaan
Terhadap Kepuasan Nasabah dan Loyalitas Nasabah dengan Kepuasan Sebagai
Variabel Intervening. Journal of Management.

Suh, J. C., & Youjae, Y. (2006). When brand attitudes affect the customer satisfaction-loyalty
relation: The moderating role of product involvement. Journal of Consumer
Psychology, 16(2), 145-155.

4068



Sukriani, C., & Yusra, I. (2019). Pengaruh Penggunaan Layanan Sms Banking Terhadap
Loyalitas Nasabah Yang Dimoderasi Oleh Kepuasan Di Bank Nagari Cabang Tapan.
Academic Conference For Management, 1.

Qin, H., & Prybutok, V. R. (2009). Service quality, customer satisfaction, and behavioral
intentions in fast-food restaurants. International Journal of Quality and Service
Sciences

Tan, Q., Oriade, A., & Fallon, P. (2014). Service quality and Customer Satisfaction in
Chinese Fast Food Sector: A Proposal For CFFRSERV. Advances in Hospitality and
Tourism Research (AHTR), 2(1), 30-53.

Taylor, S. A., & Baker, T. L. (1994). An Assessment of The Relationship Between Service
Quality and Customer Satisfaction in The Formation of Consumers' Purchase
Intentions. Journal of Retailing, 70(2), 163-178.

Utami, Sorayanti. (2015). The Influence of Customers' Trust on Customer Loyalty.
International Journal of Economics, Commerce and Management.

Venetis, K. A., & Ghauri, P. N. (2004). Service Quality and Customer Retention: Building
Long-Term Relationships. European Journal of marketing.

Wijanto, S. H. (2008). Structural equation modeling dengan Lisrel 8.8. Yogyakarta: Graha
lImu.

Yousafzai, S. Y., Pallister, J. G., & Foxall, G. R. (2003). A proposed model of e-trust for
electronic banking. Technovation, 23(11), 847-860.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The Behavioral Consequences of
Service Quality. Journal of Marketing, 60(2), 31-46.

Zukriah, A., & Heryanto, H. (2019). The Effect Of Work Motivation And Discipline On
Employee Performance In Human Resources Development Agency, West Sumatera
With Education And Training As Variable Intervening. Archives of Business Research,
7 (5), 96-105.

4069



