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I. Introduction 
 

Nowadays, the era continues to develop in many aspects, one of which is technology. 

The development of this technology is also supported by the internet which helps people to 

communicate remotely. In Indonesia alone, internet usage can be fairly high, where in 

early 2021 it reached 202.6 million people, an increase of 15.5% from the previous year. 

The percentage of internet penetration in Indonesia in early 2021 reached 73.7% of the 

current population of Indonesia, which is 274.9 million people with the most popular 

activity being social media, around 170 million people actively use social media (Kompas, 

2021). Social media can be said to be a communication mechanism that allows its users to 

communicate with thousands, billions, and possibly all individuals around the world 

(Williams et al., 2012). Social media has also started to provide different services, namely 

digital comics, one of which is LINE Webtoon. 

Customer loyalty is an important factor for a company including for LINE Webtoon. 

Products and services are no longer considered as an effective means to differentiate a 

company from its competitors, the most important differentiator is the existing customer 

loyalty (Kandampully et al, 2015). It is important for organizations to manage the quality 

of their services which are now considered a competitive advantage, this is because 

consumers have a perception of the products or services offered and these perceptions tend 

to be high (Wu, 2014). To maintain the loyalty of LINE Webtoon users, of course, one 

must pay attention to the quality of the comics and applications offered. (In Morgan & 

Govender's research, (2017) it shows that there is no significant effect between perceived 

quality and customer loyalty, However, Prasadh's research (2018) shows that perceived 

quality has a significant positive effect on customer loyalty. 

Development is a systematic and continuous effort made to realize something that is 

aspired. Development is a change towards improvement. Changes towards improvement 

require the mobilization of all human resources and reason to realize what is aspired. In 
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addition, development is also very dependent on the availability of natural resource wealth. 

The availability of natural resources is one of the keys to economic growth in an area. 

(Shah, M. et al. 2020) 

One of the strong predictors of loyalty is customer satisfaction itself (Loureiro et al., 

2014). According to Hussain et al. (2015) to retain customers, of course, the company must 

have a positive image and tend to be attractive. Basically, forming a strong image is 

forming consumer confidence in the products and services provided (Thio & Rodhiah, 

2021). It is said that customer experience is a means to build a loyal customer base 

(Srivastava & Kaul, 2016). In a previous study, Makanyeza & Chikazhe, (2017) examined 

the relationship between service quality, customer satisfaction and corporate image on 

customer loyalty, but in Prasadh's research (2018) only examines the relationship of 

perceived quality to customer loyalty and customer satisfaction as a mediation in the 

banking sector with bank customer respondents in Zimbabwe. There is also research by 

Kamath et al, (2020) examining customer experience on loyalty mediated by brand equity 

and satisfaction in the banking industry with bank customers as respondents. In this study, 

researchers used perceived quality, customer satisfaction, corporate image, and customer 

experience as factors that influence customer loyalty at LINE Webtoon in Jakarta with 

LINE Webtoon users as respondents. (2020) examines customer experience on loyalty 

mediated by brand equity and satisfaction in the banking industry with bank customers as 

respondents. In this study, researchers used perceived quality, customer satisfaction, 

corporate image, and customer experience as factors that influence customer loyalty at 

LINE Webtoon in Jakarta with LINE Webtoon users as respondents. (2020) examines 

customer experience on loyalty mediated by brand equity and satisfaction in the banking 

industry with bank customers as respondents. In this study, researchers used perceived 

quality, customer satisfaction, corporate image, and customer experience as factors that 

influence customer loyalty at LINE Webtoon in Jakarta with LINE Webtoon users as 

respondents. 

 

II. Review of Literature 
 

2.1 Perceived Quality   

 Perceived quality is a form of assessment given by consumers by considering the 

advantages of the products and services offered (Snoj et al., 2004:159). The quality of the 

experience provided to customers builds buying habits, even though competition is very 

competitive and there are various similar offerings (Mainardes et al., 2019). 

2.2 Customer Satisfaction   

 Oliver (2015:8) customer satisfaction is defined as the consumer's response and 

assessment of the products and services available related to fulfilling consumption that 

pleases customers. Assessment of the performance of a product is in accordance with what 

the buyer expects (Kotler & Armstrong, 2012:13). 

2.3 Corporate Image 

 Chi et al., (2018) corporate image can be defined as the stipulation of the code of 

ethics and values of a company that comes from the overall impression and perception of 

the internal and external environment of a company which is a comprehensive reflection of 

the company's status. Minkiewicz et al., (2011: 192)Corporate image widely used as a 

synonym for reputation, perception, cognition, attitude, trust, communication, message and 

credibility between customers and companies. 
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2.4 Customer Experience 

 Lemke et al., (2011: 848) customer experience is defined as the experience 

experienced by clients in the form of quality that is superiority or greatness and also 

subjective reactions given by clients to direct or strange experiences with the company. 

Customer experience is understood as the total of all sentiments that have been 

experienced by customers at the point of contact between customers and the company 

(Sujata et al., 2014). 

2.5 Customer Loyalty 

 Customer loyaltyis an attachment that exists between the customer and the company 

regarding the products and services offered by the company (Smith, 2020: 159). Casidy & 

Wymer (2016: 196) customer loyalty is a feeling of attachment that is felt by the customer 

and is then shown to a onek loyalty compared to repeated commercial transactions. 

2.6 The Relationship between Perceived Quality and Customer Loyalty 

In Prasadh's research (2018) on e-banking, it is said that perceived quality has a 

significant positive effect on customer loyalty. According to research by Morgan & 

Govender (2017) on cellular telecommunications, it says that there is no significant effect 

between perceived quality and customer loyalty. 

2.7 The Relationship between Customer Satisfaction and Customer Loyalty 

According to research Morgan & Govender (2017) regarding cellular 

telecommunications show that customer satisfaction has a positive influence on customer 

loyalty. In the research of Haron et al, (2020) about Islamic banks, it shows that customer 

satisfaction significantly influences and has a positive effect on customer loyalty. 

According to research (Gardiazabal et al., 2020) about retail services, it shows that 

customer satisfaction has a positive influence on customer loyalty. 

 

2.8 The Relationship between Corporate Image and Customer Loyalty 
According to the research of Makanyeza & Ckihazhe (2017) on the banking sector, it 

shows that corporate image positive effect on customer loyalty. In research (Özkan et al., 

2020) about the banking industry in Turkey, it shows that corporate image has a positive 

influence on customer loyalty. In Wang & Wu's (2012) research on hair salon customers, it 

shows that corporate image has a positive influence on customer loyalty. 

 

2.9 The Relationship between Customer Experience and Customer Loyalty 

According to research by Nobar & Rostamzadeh (2018) about the hotel industry, it 

shows that customer experience has a positive influence on customer loyalty. According to 

(Kamath et al., 2020) regarding retail banks, it shows that customer experience has a 

positive influence on customer loyalty. In Makudza's (2020) research on the banking 

industry, it shows that customer experience has a positive influence on customer loyalty. 

 

2.9 Relevant Research 

In previous studies there were many researchers who had discussed the variables 

used in this study, one of which was Makanyeza &ckihazhe, (2017) in a study on the 

banking sector consisting of 310 respondents who showed that service quality, customer 

satisfaction, corporate image had a direct influence on customer loyalty, not only that, it 

was also found that perceived quality was mediated by customer satisfaction and 
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corporate image also had a positive influence. to customer loyalty.  

 It's also in Haron's research et al., (2020) which is still discussing the banking 

industry with 401 respondents found that customer loyalty mediated through trust has a 

positive effect on customer loyalty. Prasadh's research (2018) examines the effect of 

perceived quality on customer loyalty mediated by customer satisfaction who discusses e-

banking. Researchers took 334 valid respondents from 450 respondents found that 

perceived quality directly affects customer loyalty, besides that perceived quality mediated 

by customer satisfaction also has a positive influence on customer loyalty. 

 2.10 Framework 

Customers greatly determine the strength of a company to survive or not in the face 

of competitors. Customers play an important role in the survival of the company. 

Customers will remain loyal when their expectations for a product or service are 

appropriate, when these expectations are achieved, the customer will feel satisfied and 

remain loyal. 

This study also discusses customer satisfaction. Customer satisfaction is a driving 

factor for customers to remain loyal to a brand. Customers will remain loyal to a brand 

when their expectations for the brand are met and provide maximum satisfaction for 

customers. 

Furthermore, there is a corporate image which is an outward appearance but is quite 

influential for customer loyalty. When a company has a bad image, it will certainly cause 

doubts for the public about what the company has to offer. Conversely, when the 

company's image goes in a positive direction, it can certainly increase customer confidence 

in the products or services offered. 

Finally, there is such a thing as customer experience. This experience can be in the 

form of direct or indirect experiences felt by customers, when customers are satisfied with 

their experience of a brand, they will of course remain loyal to the brand. 
These four factors, namely perceived quality, customer satisfaction, corporate image 

and customer experience have a direct influence on customer loyalty.  

Based on the statement above, the framework of thought formed is as follows:  

 

Figure 1. Framework 

The hypotheses in this study are as follows: 

H1: Perceived quality has a positive influence on customer loyalty.  

H2: Customer satisfaction has a positive influence on customer loyalty. 

H3: Corporate image has a positive influence on customer loyalty. 

H4: Customer experience  has a positive influence on customer loyalty.  
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III. Research Method 
 

The population in this study were users of the LINE Webtoon application in Jakarta. 

In this study, the sample selection technique used is a non-probability technique, namely 

purposive samplingsamplingwhere the sample is selected based on certain criteria, namely 

those who have used the LINE Webtoon application for at least 2 years with a total sample 

of 100 respondents.Data collection techniques using questionnaires distributed online via 

google form. The variables studied in this study are perceived quality, customer 

satisfaction, corporate image, and customer experience and customer loyalty. In this study, 

the analysis technique uses SEM which is then processed with smartPLS which consists of 

two analyzes in the form of inner model measurement and outer model measurement. 

 

IV. Results and Discussion 
 

4.1 Respondent Profile 

Based on the respondent's characteristics data, the majority of respondents are 

women (73%), the last education is high school (75%), then the majority of respondents 

are 21-25 years old (50%), in addition to the occupation chosen by the majority of 

respondents are students (83%) ), Then the monthly expenditure for the majority of 

respondents is Rp. 0 – Rp. 1,000,000 (47%) and finally the majority of respondents are 

domiciled in West Jakarta (52%). 

 

4.2 Analisis Results of Outer Model Measurement  

a. Convergent Validity  

Table 1. Results of Analysis of Average Variance Extracted 

Variables / Dimensions Average Variance Extracted 

Perceived Quality 0.518 

Customer Satisfaction 0.635 

Corporate Image 0.540 

Customer Experience 0.635 

Customer Loyalty 0.533 

Based on the results of the Average Variance Extracted analysis in table 1, it shows 

that each variable has a value of more than 0.50 (> 0.50). In this study the variables used 

have met the requirements seen from the results of the AVE through convergent validity 

 

b. Discriminant Validity 

Table 2. Results of Heterotrait Analysis – Monotrait Ratio (HTMT) 

Variable Corporate 

Image 

Customer 

Experience 

Customer 

Loyalty 

Customer 

Satisfaction 

Perceived 

Quality 

Corporate 

Image 

     

Customer 

Experience 

0.753     

Customer 

Loyalty 

0.555 0.730    

Customer 0.848 0.830 0.579   
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Satisfaction 

Perceived 

Quality 

0.763 0.711 0.774 0.806  

 

Based on the results of the Heterotrait-Monotrait Ratio in table 2 shows that all 

indicators already have a value less than 0.9 (<0.9) so it can be said that the indicators used 

have met the requirements. 
 

c) Reliability 
 

Table 3. Analysis Results Composite Reliability and Coeficient Cronbach's Alpha  

Variables / Dimensions Composite Reliability Coefficient Cronbach's 

Alpha 

Perceived Quality 0.761 0.560 

Customer Satisfaction 0.897 0.858 

Corporate Image 0.823 0.720 

Customer Experience 0.873 0.829 

Customer Loyalty 0.871 0.823 

Based on the results of the analysis of composite reliability and Cronbach's alpha 

coefficient in table 3, it shows the composite reliability value of each variable in this study 

has a value of more than 0.7 (> 0.7) which indicates that the indicators used to measure the 

variables used in this study are reliable and reliable because they have value greater than 

0.7. The results of the analysis of the cronbach's alpha coefficient show a value of more 

than 0.4 (> 0.4) which indicates that the cronbach's alpha coefficient is quite reliable, there 

is also one that shows more than 0.6 (> 0.6) which indicates the cronbach's alpha 

coefficient is reliable. 

 

4.3 Result of Inner Model Measurement 

a. R-Square (R2) analysis 

 

Table 4.The analysis results of the R-Square (R2)  

Variable R-square Description 

Customer Loyalty 0.475 Small  

Based on the results of the r-square analysis in table 4, it can be seen that the r-square 

value is 0.475 which explains that 47.5% of the customer loyalty variable can be explained 

by the perceived quality, customer satisfaction, corporate image and customer experience 

variables. While the remaining 52.5% can be explained by variables not examined in this 

study. From these results it can be concluded that perceived quality, customer satisfaction, 

company image and customer experience variables perceived quality, customer satisfaction, 

corporate image and customer experience have a small level of influence on the customer 
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loyalty variable because the value of the determinant coefficient obtained is 0.475 which is 

between 0.25 and 0.5. 

b) Test of predictive relevance (Q2) 

Table 5. Predictive relevance test results (Q2) 

Variable Q² 

Customer loyalty 0.225 

Based on the results of the analysis of predictive relevance (Q²) in table 5, explaining 

the relationship between the constructs of each variable studied in this study is considered 

relevant to measure the research model that has been well formed, because the value of Q² 

in this study is greater than 0 (>0) which is 0.225. 

c) Hypothesis Test   

Table 6. Hypothesis Test Results 

Variable Mark Description 

 

Perceived Quality → Customer Loyalty 

️: 0.349 

p-value: 0.000 

f²: 0.150 

Positive 

 Significant 

Medium Effect 

 

Customer Satisfaction → Customer 

Loyalty 

️: - 0.022 

p-value: 0.880 

f²: 0.000 

Negative 

Not significant 

Minor Effect 

 

 Corporate Image → Customer Loyalty 

️: 0.064 

p-value: 0.639 

f²: 0.004 

Positive 

Not significant 

Minor Effect 

 

Customer Experience → Customer 

Loyalty  

️: 0.420 

p-value: 0.000 

f²: 0.162 

Positive 

Significant 

Medium Effect  

Based on the results of hypothesis testing in table 6, it shows that perceived quality 

and customer experience have a positive, significant effect, with a moderate effect on 

customer loyalty. Furthermore, it can be seen that customer satisfaction has a negative, 

insignificant effect, with a small effect on customer loyalty and corporate image has a 

positive, insignificant effect, with a small effect on customer loyalty. 

Hypothesis Test Results 1: Perceived quality has a positive influence on customer 

loyalty, meaning that H1 is accepted.  

Hypothesis Test Results 2: Customer Satisfaction has a positive influence on customer 

loyalty, meaning that H2 is not accepted. 

Hypothesis Test Results 3: Corporate image has a positive influence on customer 

loyalty, meaning that H2 is not accepted. 

Hypothesis Test Results 4: customer experience has a positive influence on customer 

loyalty, meaning that H4 is accepted. 
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d) Test Goodness of Fit (GoF) 

Table 7. Goodness of fit test results (GoF) 

Variable AVE R2 Goodness of Fit 

(GoF) 

Perceived Quality 0.518   

Customer Satisfaction 0.635  

Corporate Image 0.540  

Customer Experience  0.635  

Customer Loyalty  0.533 0.475 

Average 0.572 0.475 0.521 

Formula: 

Gof:   

  :  

 : 0.521 

Based on table 7 shows the results of the goodness of fit test of 0.521 which is 

included in the medium category. So it can be concluded that the model used in this study 

has a good fit. 

 

4.4 Discussion 

Based on the first hypothesis, it shows that perceived quality has a positive, 

significant effect on customer loyalty, so from these results it can be concluded that H1 is 

accepted. This is in line with researchPrasadh (2018) regarding e-banking says that 

perceived quality has a significant positive effect on customer loyalty, but it is not in line 

with researchMorgan & Govender (2017) regarding cellular telecommunications which 

says that there is no significant effect between perceived quality and customer loyalty. 

Next, test the second hypothesis, showing that customer satisfaction has a negative and 

insignificant effect on customer loyalty, so from these results it can be concluded that H2 is 

not accepted. This is not in line with previous research (Morgan & Govender, 2017; Haron 

et al, 2020; Gardiazabal et al., 2020) which states that customer satisfaction has a positive 

influence on customer loyalty. This shows that customer satisfaction has a positive effect 

on customer loyalty only in a few studies, such as research on cellular telecommunications, 

Islamic banks and retail services. but does not apply to the LINE Webtoon application. 

Based on the fourth hypothesis test, it shows that corporate image does not have a positive 

and significant effect on customer loyalty, so from these results it can be concluded that h3 

is not accepted. This is not in line with previous research (Nobar & Rostamzadeh, 2018; 

Kamath et al., 2020; Makudza, 2020) which stated that corporate image has a positive 

influence on customer loyalty. Previous research on the banking sector (Nobar & 

Rostamzadeh, 2018), on the banking industry (Kamath et al., 2020) and on hair salons 

(Makudza, 2020). This shows that corporate image has a positive effect on customer 

loyalty only in a few studies, such as research on the banking sector, banking industry and 

also about hair salons, but this does not apply to the LINE Webtoon application. Finally, 

the results of the fourth hypothesis test, indicate that customer experience has a positive 
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and significant influence on customer loyalty, so from these results it can be concluded that 

H4 is accepted. This is in line with previous research (Nobar & Rostamzadeh, 2018; 

Kamath et al., 2020; Makudza, 2020) which stated that customer experience has a positive 

influence on customer loyalty. 

 

V. Conclusion 

 
 Based on the results of data processing that has been carried out and the conclusions 

that have been explained, it can be concluded that perceived quality and customer 

experience have a positive influence on customer loyalty, but customer satisfaction and 

corporate image do not have a positive influence on customer loyalty. For further research, 

it is hoped that the number of samples can be more and wider, not only in Jakarta, but can 

take samples from other cities and are expected to be able to conduct research on similar 

topics in other industries.  
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