BAB 5

PENUTUP
Bab ini membahas kesimpulan dan hasil penelitian, keterbatasan penelitian
dan saran untuk penelitian lebih lanjut, serta implikasi manajerial dan saran masa

depan bagi perusahaan.

5.1 Kesimpulan

Penelitian ini bertujuan untuk meneliti lebih lanjut mengenai pengaruh
langsung atau tidak langsung kualitas pelayanan, citra merek, kepuasan pelanggan
dan loyalitas pelanggan (Studi pada Starcomp Yogyakarta). Penelitian ini
menyebarkan kuisioner menggunakan google form terhadap 170 responden dan

dengan alat bantu analisis SmartPLS 4.

Berdasarkan hasil penelitian dan pembahasan yang telah dilakukan, maka

dapat ditarik kesimpulan sebagai berikut:

1. Hasil penelitian menunjukkan bahwa kualitas pelayanan berpengaruh
positif dan signifikan terhadap citra merek pada Starcomp Yogyakarta.
(Diterima).

2. Hasil penelitian menunjukkan bahwa kualitas pelayanan berpengaruh
positif dan signifikan terhadap kepuasan pelayanan pada Starcomp
Yogyakarta (Diterima).

3. Hasil penelitian menunjukkan bahwa kualitas pelayanan berpengaruh
positif dan signifikan terhadap loyalitas pelanggan pelayanan pada
Starcomp Yogyakarta (Diterima).

4. Hasil penelitian menunjukkan bahwa citra merek berpengaruh positif dan
signifikan terhadap kepuasan pelayanan pada Starcomp Yogyakarta
(Diterima).

5. Hasil penelitian menunjukkan bahwa citra merek tidak berpengaruh
signifikan terhadap loyalitas pelanggan pelayanan pada Starcomp
Yogyakarta (Ditolak).
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5.2

6. Hasil penelitian menunjukkan bahwa kepuasan pelayanan berpengaruh

positif dan signifikan terhadap loyalitas pelayanan pada Starcomp

Yogyakarta (Diterima).

Keterbatasan Penelitian dan Saran

Berdasarkan hasil penelitian yang telah dilakukan terdapat beberapa

keterbatasan dan saran yang dapat menjadi bahan pertimbangan untuk penelitian

selanjutnya. Berikut keterbatasan dan saran untuk penelitian selanjutnya

5.3

1. Digunakan standar nilai outer loadings lebih besar dari 0,6 (> 0,6). Indikator

KP1 harus dieliminasi karena dinyatakan tidak valid. Indikator KP1 dengan
nilai 0,578.

Responden dalam penelitian ini hanya terbatas saja dalam pemilihan
wilayah penelitian jadi peneliti mengalami kesulitan dalam menjangkau di
semua provinsi. Peneliti selanjutnya diharapkan dapat lebih menyeluruh,
disetiap provinsi yang ada di Indonesia, agar data yang diperoleh dapat

merata.

. Penelitian berikutnya dapat menambah variabel yang relevan atau memiliki

korelasi yang kuat sesuai dengan penelitian terdahulu sehingga dapat benar-

benar memengaruhi.

Implikasi Manajerial

Berdasarkan hasil penelitian, menunjukkan bahwa adanya pengaruh baik

dari kualitas pelayanan terhadap citra merek, kepuasan pelanggan, dan loyalitas

pelanggan. Penelitian ini akan membantu manajer Starcomp Yogyakarta dalam

mengenali nilai kualitas pelayanan ditinjau dari citra merek, kepuasan pelanggan,

dan loyalitas pelanggan. Oleh karena itu, pengelola harus terus meningkatkan

kualitas pelayanan terhadap pelanggan dengan melakukan hal-hal seperti

meningkatkan komitmen terhadap pelanggan, interaksi antara staf dan Kklien,

kesiapan memperhatikan pelanggan, dan kesiapan menangani masalah pelanggan.
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Ketika pelanggan memiliki pengalaman positif terhadap kualitas pelayanan,
kemungkinan besar mereka akan puas dan loyal.

Hasil penelitian juga menunjukkan adanya pengaruh baik dari citra merek
terhadap kepuasan pelanggan. Untuk meningkatkan pengenalan konsumen
terhadap citra merek, manajer Starcomp Yogyakarta harus mengembangkan
rencana komunikasi seperti periklanan, promosi dari mulut ke mulut, menjalin
hubungan dengan pelanggan melalui sosial media, dan teknik promosi lainnya,
untuk meningkatkan pengenalan konsumen terhadap citra merek. Pelanggan akan
semakin puas dan loyal apabila perusahaan mempunyai citra merek yang baik dan
mengesankan.

Selain itu, penelitian ini menunjukkan adanya pengaruh baik dari kepuasan
pelanggan terhadap loyalitas pelanggan. Hasil penelitian bisa membantu dalam
pengelolaan, manajer Starcomp Yogyakarta dalam memperhatikan kepuasan
pelanggan. Kepuasan pelanggan yang semakin tinggi akan meningkatkan loyalitas
pelanggan yang semakin tinggi. Serta membuat pelanggan tidak mudah
mengalihkan niatnya terhadap merek lain.
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LAMPIRAN

LAMPIRAN 1
KUESIONER GOOGLE FORM

Pengaruh Kualitas Pelayanan, Citra
Merek, Kepuasan Pelanggan dan
Loyalitas Pelanggan (Studi pada
Starcomp Yogyakarta)

Kepada responden yang terhormat,

Perkenallkan saya Antonius Okialis Eka Yudanto Putra, mahasiswa Program Studi
Manajemen, Fakultas Bisnis dan Ekonomika, Universitas Atma Jaya Yogyakarta. Saat ini,
saya sedang menjalani tahap penelitian untuk keperluan tugas akhir skripsi, dengan judul
"Pengaruh Kualitas Pelayanan, Citra Merek, Kepuasan Pelanggan, dan Loyalitas Pelanggan
(Studi pada Starcomp Yogyakarta)".

Penelitian dilakukan untuk memenuhi persyaratan akademis sebagai salah sata syarat
kelulusan. Berkaitan dengan hal tersebut, saya memohon kepada

Bapak/Ibu/Saudara untuk mengisi kuesioner dibawah ini. Kesidian Bapak/Ibu/Saudara
sangat berarti bagi penelitian yang akan sava lakukan.

Atas perhatian dan kesediannya, sayva ucapkan terima kasih.

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaamnyang wajib diisi

Usia

() 17-20tahun
() 21-25tahun
() 26-30tahun

{3 =31 tahun

Apakah anda permah membeli barang/produk di Starcomp Yogyakarta dalam 2 *
tahun terakhir?

() ¥a
(O Tidak

Berikutnya Kosongkan formulir
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Pengaruh Kualitas Pelayanan, Citra
Merek, Kepuasan Pelanggan dan
Loyalitas Pelanggan (Studi pada
Starcomp Yogyakarta)

Login ke Google untuk menyimpan progres. Pelajari lebih lanjut

* Menunjukkan pertanyaan yang wajib diisi
Kuesioner
Responden dimohon untuk menjawab pertanvaan dibawah ini dengan memilih satu
jawaban yang dianggap paling sesuai dengan opini responden.
Jawaban responden dikategonkan menjadi beberapa pilinan berikut:
1=5T5 (Sangat Tidak Setuju)
2 =TS (Tidak Setuju)
3 = N (Netral)

4 =5 (Setuju)
5 =55 (Sangat Setuju)

Fasilitas yang ada di Starcomp modern *

O
(2
() 3
(4
O s

Staf Starcomp selalu siap untuk menangani masalah pelanggan *

O
(2
(O 3
O 4
s
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Staf Starcomp selalu siap melayani pelanggan *

(O
O 2
(3
() 4
O s

Interaksi antara staf dan p

(O
O 2
()3
() 4
(s

Stamonp: nuhi komitmennya kepada pelanggan * /

(O
(O 2
O 3

(4
R

Starcomp adalah toko yang dapat diandalkan *

O
O 2
O3
() 4
R
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Starcomp adalah toko yang menarik *

(O
(O 2
O3
(O 4
s

Starcomp adalah toko yan

O
O 2
3
()4
O s

Starcomp me
SR
O 2
(O3
()4
() s

Dibandingkan dengan toko komputer lain, saya lebih senang dengan Starcomp *
O
(O 2
O3
()4
s
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Keseluruhan perasaan yang saya terima setelah membeli produk/barang dari *
Starcomp adalah puas

O
(2
O 2
K
O s

Saya akan membeli barang/produk di Starcomp lagi *

(O
O 2
O 3
() 4
(s
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Jika saya perlu berbelanja lagi, saya akan datang ke Starcomp kembali *

(1
(2
()3
() 4
() s

—— ——

Saya akan merekomendasikan Sta

(1
(2
(O3
() 4
() s

kepada teman/keluarga saya *
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LAMPIRAN 2
HASIL KUESIONER

Profil Responden

) Apakah anda pernah membeli barang/produk di Starcomp
Usia Yogyakarta dalam 2 tahun terakhir?

21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya

> 31 tahun Ya
26 - 30 tahun Ya

> 31 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
26 - 30 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
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21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
26 - 30 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
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21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
26 - 30 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
17 - 20 tahun Ya
26 - 30 tahun Ya
26 - 30 tahun Ya
26 - 30 tahun Ya
26 - 30 tahun Ya
26 - 30 tahun Ya
26 - 30 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
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21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
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21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
26 - 30 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
21 - 25 tahun Ya
17 - 20 tahun Ya
21 - 25 tahun Ya
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LAMPIRAN 2
HASIL KUESIONER

Kualitas Pelayanan

KP5

KP4

KP3

KP2

KP1

82



83



84



85



Citra Merek

CM4

CM3

CM2

CM1
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Kepuasan Pelanggan

KEP4

KEP3

KEP2

KEP1
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Loyalitas Pelanggan

LOY4

LOY3

LOY2

LOY1
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Abstract

The service industry bas becoms the driving force of econamic development i recent years. With the cument fisrce competitive sitiastion,
compating businesses have commually provided 2 superior quality of service, and an excellent perceived brand image to gain custamer
satisfaction and customer lovaley. This stody’s current parpass i to empirical research the linking betwesn service guality, brand image,
customer satisfaction, and customer lovalsy. We colbect ressarch data from 209 consumers who boagit goods at supermarkets i Ho Chi
Mlmh City, Vietnam, waing & convenient sampling tecknique. We proposed the conceptual model fram prior stadies and considersd it in
Vietnam's comtext. PLE-SEM war conducted to test the relationships in the conceptual model W have estimated the scale’s reliability
by Crombach’s alpha valbues and composite reliahility values. Moreover, we have evahasted discriminznt validity by the Fomell-Larcker
standard. The findings showsd that service quality poxitively affects the brand fmage, customer sxtisfaction, and customer loyalty Likewise,
the results also confimed brand image had a positive impect an custamer satisfaction and customer Lovalty. Moreover, the owicomes alia
disclosed that customer satisfaction had a positive relationship with customer loyalty. The ressarch suggested implications for managers,

lignstations, and directions for fusure research from the above findings.

Keyvwards: Service Quality, Brand Image, Customer Satisfachor, Customar Lovalty

JEL Clamification Code: C3E, M0, 131, M37

1. Introduction

The service industry has become the driving force of
sconomic development in recant years, With the current
fierce competitive situation, competing businesses have
continually provided a superior quality of service and an
excellent perceived brand image to 2ain custamer satisfaction
and customer loyvalty. The service mdustry i3 even mare
significant, so practitioners and scholars should attempt to
undarstand ko clients parceive service quahty, brand image,
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customer satisfaction, and customer lovalty (Srvastava
& Sharma, 2013). Besides, Ddick, and Basa (1904) stated
that the central drive of a company's marketing activitias
was often having a perspectiva in temms of development,
maintenance, of anhancement of cliants’ loyalty toward its
products/services (Dick & Basu, 1984),

Some studies have demonstrated the significant positive
effect of service quality on customer satisfaction and
customer lovalty (Awvwar ef al, 2019, Dimyati & Subagio,
1016; Shpetim, 2012). Felsted studies have revealed that
service quality posmtively affectad the catering servicas
industries (Hzieh et al, 1018) and the hotel imdustry
(Mvialik et al., 2011). Besides, prior stadies also indicated the
‘pasitive mpact of brand image on customer satisfaction and
customer lovalty in medical insurance (Wu et al, 011}
and the banking industry {Anwar et al., 2019,

Furthermore, scholars in the retail field also showad
that service qualiny and perceived vahie ware crucial to
customer satisfaction (Shpetim, 2011, Veloso et al., 2017}
Likewiss, semvice cuality, trust, percéived vahie, and
customer satsfaction affected behavioral intention of stara
leyalty (Shpetim, 1011; Veloso et al, 2017). However, few
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researchers have tested the relationship berween service
quality, brand image customer satisfsction, and customer
lovalry in Vietwam, Thus, this snady's current parpose was
o research links berwesn zervice quality, brand image
customey satisfaction, and customer lovalty, especially in
Viemnamess supermarkets,

2. Literature Review and Hypotheses

2.1, Service Quality

Service guality has received mcreasing attemtion from
scholars in the literature of service marketing. Service quality
was defined as the adaptation to client demands in dalivering
& service (Chalrabarty et al,, 2007). Other scholars declared
that service quality was deacribed as the outcome of the
client's overall qualiry evaluation 10 @ service provider by
comparing clients' expectstions and their J
obtained (Parasuraman et al, 1088), Parasuraman et al, (1038)
suggested five dimensions of service gualify to measure
service quality; tangible, reliable, responiveness, assurance,
and empathy. Five measuwrements were often known as
SERVQUAL, SERVQUAL scales reached reliability and
validity for the fields (for instance: bank, credit card, long-
distance telephone, repair, and maintanance) and could apply
the SERVQUAL scale to other service fields (Parasuraman
et al., 1980). However, mamny scholars kave mguired about
the conceprual framework and messurement method of thiz
model Foringtance, Cronin and Taylor (1992) confinmed that
applying service quality perfonmance (SERVPERF, [z, the
perceived service in SERVQUALY to mearure service quality
created better autcomes of relishilicy, validity, and pradictive
power than using SERVQUAL (Cronim & Taylar, 1982).
Zeithaml, Berry, and Parasuraman (1988) zlso declared
that SERVPERF is more reliable than SERVQUAL scale in
measuring service guality, and SERVPERF can give better
dizzmostic information. Thus, i this paper, the SERVPERF
scale was wsed fo measwe CuStOMMErs supermarkets’
gervice gualiry.

Somme scholars stated 3 link berween service quality and
brand image (Heieh et al, 2008; W et al, 2011). Previons
gsrudies declared that service guality was an antecedent of
brand image and positively affected the brand image (Heieh
gtal, 2018; W et al, 20113

Some research confirmed the link between service
qualiry and customer satisfaction (Sivadas & Baker-Prewit,
2000, Prior imvestigations said that service quality was a
predictor of customer satisfaction and positively impacted
customer satisfaction (Puto & Rachmar 2019; Santouridiz
& Trivellas, 2010),

A link berween service guality and customer lovalny
also was revealed (Anwar et al, 2019; Setiswan & Sayuti,
2017y, Zome suthors demonstrated that service quality was
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2 precursor of customer lovalty and pesitvely affectad
customer lovalty (Amwar et al., 2018 Setiawan & Sayut,
2017}, Therefore, we fommlate the following hypotheses;

H1: Service quality har a direct and signjficans gffect on
brand image.

HI: Service guality ha a signiffeantly positive gffect on
CusTamEr Safigfia tion,

H3: Service quality he a signiffcantly posinive gffect on
customer lavalne

1.2, Brand Imape

Sorne scholars (Lea & Lim, 2020; Souszaetal | 2010; Park
& Park, 2019 stated that beand image had been 2 fascinating
subject of discussion in the marketing literature, Beaides,
brand image has playved a significant role i distinguishing
among companies and 3 powerful marketing ol (Park
& Pak, 2019). Likewize, brand image research also has
been recognized as the heant of marketing and advertising
study, Mot oaly has it performed a3 a principle for tactical
mlmm;mpmblmq.,anﬂsnhuph}md an azzeniial

in building long-tem brand equity (Adker, 1906; Keller,
1993}. Eeller (1003} declared that brand image was defined
g3 perceptions about the brand, a3 woveiled by the brand
assacistions retaimad in the buyer's mind,

hdoreover, a sharp brand image has supported clients to
realize the brand 's requirarments and to differentiste the hrand
from ity rivals, Hence, it has improved the likelihood that
clients will oy the brand (Hzieh et al., 2004). A compary o
its prochucts services that regularly retain a positive image by
the public would indesd receive a more favorable position in
the market, sustainable competitive advantaze and increass
market share and performance (C. W, Park et al, 1084;
Sondoh Jr et al, 2007,

Linkinz between brand image and customer satisfaction
wa: admirted in some previous rezearches (Amwar gt al,
2009; Wha et al, 2011}, Prior studies also showed that brand
image was a predictor of customer satisfaction and positively
mmpacted customer satisfaction (Anwar et al, 2019; Wo
etal., 2011).

Linkinz berween brand image and customer lovalry also
was revealed i some prioy smdies (Anwar et al, 2019;
Heigh et al,, 2008; Ta et al,, 2011). Bexides, same previous
empirical outcomes have explained that a favorable image
(ie., brand, shopretail) will direct to loyalty (Anwar et al,,
2009; Haieh et al, 2008; Tu eq al, 2012). Thesefore we
proposed the fallowing hypatheses:

HA: Brand image har a signiffcantly posinive gffect on
customer Lafigfa tion,

H3: Brand image har a signiffcanely posinive gffect on
clusramer lovaln
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1.3, Linking between Customer Satisfaction and
Cuztomer Loyalty

Customer satisfaction has been one of the essential
characters that managars should focus on The fimm's
competitive advantage was satisfying clients batter than its
rivals, surpasaing cliemts’ needs, and wants batter than its
commpetitors (Minta, J018). Customer satisfaction resulted
from the subjective evaluation that the chosen option
(the store‘supermarket) matches or exceeds expectations
(Bloamer & de Foytar, 1998). Customer satisfaction was
defined as measuring how the products/sarvices maet or
excaed client expactations (Fornell et al, 1994). Customer
satisfaction was also the client’s mood attitude to a product’
service after it has been utilized. Customer satisfaction was
a significant result of marketing activity whereby it acted as
a connection betwesn the various steps of purchaser buying
behavior (Jamal & Maser, 2002). Kotlar and Keller (2016)
said that customer satisfaction wak clients’ perceptions of
happiness or frustration due to 3 comparizon between the
performance of a product/service and clients' expectations
(Kotler & Esller, 2016) Cuostomer satisfaction could
be regarded as the essence of success in today's fiercely
competitive business environment (Jamal & Naser, 2002},
Oliver (1980} also stated that customer satisfaction was
defined as the outcome of the subjective comparison of the
expectations of the client to the perceived performance of
the products/ssrvices (Oliver, 1080). If the performance
suited or surpassed expectations, then the cliemt was
satisfied. If the result was under expectations, next, the
clisnt was dissatisfiad.

Moreover, customer satisfaction also has been a vital
measure of the company”s success and significantly affectad

behavior, repurchase, and word-of-mouth communication
(Sivadas & Baker-Frewitt, 2000). However, some scholars
[Anderson, Fomeall, & Lehmann, 1994; Erunner, Stocklin, &
Opwis, 2008) declared that costomer satisfaction should be
considered an assesament based on cumulative satisfaction.
That is based on the past and presant experiences of clients

conceming the outcome of the supermariket’s products’

services) rather than as the outcome of a posty 38
evalugtive decision in a particular tramsaction (Filipe
etal, 2017).

The concept of customer loyalty has happensed in many
discussions in the literature with different definitions.
JTacoby and Kynar (1873} were described customer loyalty
4% tha tended (ie., non-ramdom), behavioral reply (i.e,
buying), demonstrated over time, by some decision-making
unit, conceming one of more alternative brands out of a
collsction of such brands, and was a role of psychological
(ie., decision making, evaluation) processes (Jacoby &
Eyner, 1973), Customer lovalty was defined as the strength
of the relationship between a clients’ relative attitude and
repurchase trade (Dick & Basu, 1004). Customer lovalty
also was described ax @ strong contimued commitment
to repurchase or patronize a favored product/'service
contistently in the future thereby creating repeated same-
productaorands purchasing (Oliver, 1007). Customer
lovalty was axplained a: a combination of clients” favorabla
attitudes and rebin: behavior (Kim et al, 2004). Customer
lovalty has been identified as the principal facter in a
bmsiness firm's success (Yap et al, 20123, Tha importance
of customer loyalty was closely linksd to the business's
continwed survival and the influsnce of fiture growth (Kim
et al., 2004).

Figure 1: The Froposed Concapiual Model
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Same studies have confinmed the comnection betwesn
custarner  sarisfaction and customer lovalny, Cuostomer
satisfaction was an antecedent of custamer lovalty, Customer
satisfaction wa: an imporant varishle that pointed 1w
custamer lovalty (MMimta, 2018). Prior stedies declared
thar customer sztzfaction pozitively influenced customer
loyalty (Amwar et al., 2019; Samtouridis & Trivellas, 2010;
Yapetal, 2002, Thus, we mugeested the following hypothesis:

Hi: Customer saigfiction has a signjfleantly positve
gffect on customer lovaly

Bazed on the smdy's parpose, literanwe review, and
lypothesis development, Figure | described the proposed
concepial model,

3. Research Mr.thnﬂnhgy

3.1, Sample and Data Collection

The investigation data came from & survey of customers
who bought zoods at supermarkets in Ho Chi Minh Ciry,
Viemam. This study sample was conducted by applying a
convenience sampling method with different customers
regarding gender and age i Ho Chi Mink City, Vietam,
We distributed 2 towal of 400 questiomnsives. Out of
these, 356 questionnsires wers retumed. and there were
57 guesicenaires rejected lacking adequats information
ar responses to the same guestions. There were 100
gquestionnaires accepted for the final analysis, The sample
consisted of 122 male custormers (40.8%) and 177 female
custamers (30, 2%). 14.1% of respandents were aged benwesn
18 and 13; 23.4% weve aged betwesn 26 and 35; 43.8% were
aped between 34 and 43; and 16, 7% were aged sbove 45

1.2, Measurements

The mezsurament itema of the variables prior invesigations
ware assemsed and adapted fo accommodste the research
context. A five-point Likert scale ransing from | “completely
dizagres’ 1o 5 “completely azres” was cariad out.

In thiz present smdy, we adjusted five indicators of
service quality from Shpetim (2012); four indicators of
the brand image from Lien et al (2015); four indicators
of customer satisfaction from Orel and Fara (2014), Shpetim
(2012); and four indicators of custcner lovalty from Orel
and Kara (2014),

3.3, Analytical Approach

The partial least sqoared [(PLY) technigue was
implemented in the research beczuse thiz method is

Sag Mai DM, Trl Cugng DAM / Fournal of Anlan Finanzd, Exoncwitcs and Budindas Fol § No 312010 ) 0303-0203

cormected with non-normal dats, small sample sizes, and
formatively measured constructs (Hair et al,, 2014). PLE
approach was applied to analyvzing the suggested ressarch
model and hypotheses. Examining the recommended
rezearch model and suzzestion: were made through two
gteps: appraizal of the measurement model and appraizal
of the stroctoral model (PLES-SEM) (Hair et al., 2017).

4. Resulis and Discussion
4.1, Resultz

4.11. Assessment of the Measurement Model

Table | shows the measurement scale of the construct's
rasearch resulis,

We applied Cronbach's alpha and compesite religbiliry
{CE} for evaluating the relizhility of the research
Cronbach’s alpha (o) values of the netions should be
greater than 0,70, and the CF. values were higger than 0.70,
excpressing encugh internal consistency of the constructs
(Hair et al,, 2017}

Table 1 depicted that Cronbach's alpha values and
the CR values of the independent varighles were above
070, Accordingly, these notions had Drernal comsistency
reliabiliry

We parformed the factor loading of all jtems values amd
the average variance extracted (AVE) to estimate converging
validity. The factor loading and the AVE should be higher
than 0.50 (Bagoezi & Yi, 1988; Hair ot al,, 2017), In this
present research, the factor loading of all items and the AVE
valoes were shove 0.50. Therefore, the converging validity
of the notions was suitable,

Furthermore, we estimated discriminawt wvalidity
through the Fomell-Larcker critericn (Fomell & Larckes,
1981}, It demongtrated the sguare root of the AVE indexss
with the lstent constrocts, Specifically, the AVE's squars
root should be higher than its highest comrelation with
any other conswuct (Hair et al, 2017), Table 2 indicatss
that AVE's square root of reflective comstruct servica
guality, brand image costomer satisfaction and customes
lovalry was higher than the comesponding latent variablas
correlation. Consequently, the discriminant validity of
thesa variables was good.

4.1.2, Assessment of the Structural Model

4.1.2.1. Evaluation of the hodel Fit
Table ? showed the stractural model outcomes.
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Table 1: Measurement Hams of the Construct's Analysis Results

Constructs and measurement items Factor loading it CR AVE
Service quality 0.783 | D.852 | D.534
The supermarket’s faciities are modern 0.770

Tha supermarket is fufilled cammitments to custarers 0.734

The inferaction between the siaff and the chent is positve 0.744

Tha staff is always ready to concerns’ customers 0.733

Tha staff is always ready to solve problams’ customer o.ava

BErand image 0.739 | D.339 | D.573
This supermarket brand is raliable. 0.522

This supermarket brand is atiractive. 0.743

This supermarket brand iz pleasing. 0.344

This supermarket brand has a good reputation, 0.380

Customer satisfaction 0805 | D.a73 | D.AH
Compared to other supermarkets, | am happy with this supermarkat, 0.834

The overall feeling | received from the supermarket was satisfied 0.784

My purchase choice at this supermarket is the right ona 0.308

This supermarket mests my sxpectations 0770

Customer loyalty 0832 | 0.333 | 0.005
| wiould buy in this supermarket again 0.734

| would recommand this supermarket to any of my friends 0.380

If | naed 1o shop again, | will come fo this suparmarket 0.308

| would speak positively about this supermarkst 1o others 0.81

Table 2: Discriminant Walidity Result Table 3: Model Fit Results

ﬁ:;: c:‘ﬂ;‘gr'l';" 551';:;‘::‘&; m Saturated model

|Err1:;: &) 0.757 SRMR 0.0re
Customer d_ULS 0640

R’;ﬁ Rl B d_61 0413
Customer d_G2 0.367
satisfaction | 0533 | 0623 0.785 =

(ZAT) Chi-square 826.301
msm oso0 | osee | oem2 | ot | [wm 0.748

The results in Table 3 illustrate that the Chi-square
= §26.301 was walid at a 005 significance level.
Standardized Foot Mean Square Fesidual (SEME) was
the estimated model fit of the recommended research
model. By tradition, the model had an excellent madel
match when SEME was smaller than 008 (Hu &
Bentler, 1998). The summary outcomes in Tabls 2

reparted that the model had S3EME indices = 0.070
< (.08, Consequently, the proposed conceptual modsl
was suited well for analyzing data. hMoreowver, measuring
of a multicollinearity issue indicated that all VIF values
ware balow the threshold of 5. Accordingly, there were
#no multicollinearity phenomena in the structural model
(Hair et al., 2017).
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Table 4; Hypotheses Testing Resulis
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Linking Hypothesas Path coefficients rvalue pvalus Results
80 Bl Hi 0,508 14,288 0.000 Approved
S0 & SAT HZ 0,550 §.538 0.000 Approved
50 3 LOY H32 0.278 4308 0.000 Approved
Bl = BAT H4 0.204 3.208 0.001 Approved
Bl = LOY HE 0323 B 378 0.000 Approved
BAT = LOY Hé 0.263 3,850 0.000 Approved
50 Service Quallly, BI: Brand Image, SAT Customer Satisfacion, LOY: Cusiomer Loyalty,
Table 3; R¥, 1%, and @* findings
Linking Fath coefficients f Construct R [
sG>0 0.588 0.550
Brand imags 0.358 2181
50 9 SAT 0550 0373 “
50 3 LOY 27 i
LaL 0.080 Customer 0.470 0.283
Bl = SAT 0.204 0.051 saisfaction :
Bl = LOY 0323 0141 Customer 0.545 0,340
SAT 5 LOY 0.263 0.030 Layalty

50 Service Quallty, Bi: Brand Image, SAT. Customer Safisfachion, LOY: Cusiomer Loyaliy.

4122 Hypothesis Testing

Table 4 and Table § iMuswate the hypothesis testing
results. Bootstrapping outcome (with 3000 resamplings)
fior the link between the notian in the proposed stody model
indicated that the t-value of the H1, H2, H3 H4, H3, Hf was
more than 1,94, and these hypotheses were siznificant at a
5% level. As aresult, these hypotheses were supported.

4113 R (Explained Variance), F* (Effect Extent) and
{* (Predictive Relevance)

The structural model inclodes the primary assessment
criterion R° (explained variance), f° (effect size), and Q7
{predictive relevance) (Hair et al, 2017}, The coefficient of
deterrnination A° was the general effect extent measurs for
the strucrural model (Crarsen, 2016). The B° index is berwean
0 and 1, with higher levels imdicating move predictive
accuracy. The B® estimate of 0,19, 0,33, and 0.67 could be
preseated a3 weak, modesate, and substantiz] (Chin, 1998},
The () effect size enabled estimating the independent
factor conmributing to the dependemt varizble, The f?
estimate 0.02 was small, 0.15 was mediun, and 035 was
high (Cohen, 19828} The 0° value estimated the stuctural
model's predictive relevance for each endogenons canstruct.
The 3 value should be over zero (Hair et al., 2017).

In thiz present stady, the B* value for the overall madel
hiere was 0,548 (Table 5) lower than 0.67, considered 23 2
moderate impact; we remarked that brand image had a most
substantial influence (0.323) on customer loyalry, followed
by service quality (0.274) and customer satisfaction (0.263).
Mext, service quality and brand image explained 47.9% of
the variance in customer satisfaction; we also showed that
service quality had a more powerful effect (0.550) than
the brand image (0,204). Furthermore, service quality also
described 35.8% of the variance on brand image and it had
a fairly powerful influence (0,599

Table 5 revealed the f* effect sizes, The high /7 effect
size happened for the link of 5Q — EI (0.539), md
50 —» BAT (0.373). The medium ™ effect size occured for
the relationship of Bl — SAT (0.141). The small f* effect
size appeared for the comnection of 5Q — LOY (0.080),
SAT — LOY (0.080), and BI — 5AT (0.051).

Table 5 also indicsted that the O° values of thess
endomenous variables were over zero. Precizely, the hrand
image had a 0° value (0.191), customer satisfaction had a
07 index (0.283), and customer lovalty had a 0° coefficient
{0.340). These findinzs verified the model's predictive suited
for the endogenous latent varizhlas,
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4.2, Dizeussion

Thiz current research’s contribution was to measura
and test the lmking bebtween sanvice quality, brand image,
customer satisfaction, and customer lovalty in a different
circamstance compared with previous ressarch. Most of
the earlier stadied focus on these impacts for the various
industries, and this current study demonstrated thesa affects
it Vietnam's supermarkets.

The present study findings declared that the six hypotheses
in the conceptual resaarch model were supported.

The smady results revealed that service quality had
4 positive impact on brand mmage. Service quality was
& predictar of brand image. The f* impact size of the link
between service quality and brand image was large (0.559),
The early empirical studies confirmed this study’s results
(Heiahetal 2018; Wuetal, 2011). Theresearch findingealen
showed that service quality had a significant positive impact
on costomer satisfaction. Service quality was a predictor
of customer satisfaction. The f° affect size of the linking
between service quality and customer satisfaction was lasge
{0.373). The previous empirical studies demonsirated this
research's findings (Putra & Rachmat, 2019; Santouridis and
Trivellas, 2010). Besides, the results also stated that service
quality had a positive influence on customer lovalty. Service
quality was a precursor to customer loyalty. Howaver, the
Jeffect size of the relationship betiween service quality and
customer loyalty was small (0.080). The prior empirical
studies approved this research’s findings [Anwar et al,
2019; Setiawan & Sayuti, 2017).

The research results also declared that brand onage had
& positive influence on custmer satisfaction. The brand
itnage was an antecedent of customer satisfaction, but the
Jeffect size of the brand image amd customer satisfaction
was small (0.051). The previcus empirical studies supportad
this research’s results {Amwar et al,, 2019; W ot al,, 2011).
Likcewiza, the study outcomes also disclosed that brand image
had a positive impact on customear loyalty. The brand image
was a predacassor of customear lovalty, and the /= effect size
of the connection of the brand image and customer lovalty
was medium (0.141). The prior empirical smadies confirmed
this study”s results (Amwar et al,, 2019; Hsieh et al., 2018;
Tu et al,, 20012}

Furthenmore, tha research consequences also unveilad
that customer satisfaction bad a positive influence on
Cuttomer lovalty, Customer satisfaction was an amtacadent
of customer loyalty, though the [ effect size of the link
of customer satisfaction and customer lovalty was small
(0.020). The prior empirical examinations verified these
autcomes {Anwar et al., 2019, Santouridis & Trivellas, 2010;
Yap et al, 2012).

5. Conclusions and Limitations

This carrant research demonstrated the link betwean
service quality, brand image, customer satisfaction, and
customar bovalty in line with the previous nmestizations.
Therafore, practitioners should focus on strategies that improve
the customar’s parception of service qualtty, brand image,
and customer satisfaction to increase customer lovalty. The
rexearch results showed that service quality was an antecadent
of brand imags, customer sebsfaction, md customer lovalh
The research will halp supenmarket managars to recognize
the significance of service quality on brand image, customer
satisfaction, and customer lovalty: Hencs, managers shauld
improve semvice quality in clients’ views, such as (mproving
supenmarkets’ facilities, commitments to the customer, the
mteraction betwesn the staff and the client, ready to concema’
customters, and prapared to selve problams’ customers). If
customer experiences of supermarkets’ service quality have
increased, cliants have a tendency positively for costomer
satisfaction and customer lovalty. Besides, managers should
give communication plans such as advertising, word of mouth,
public relations, other promotional tools, efc, to increass
consumers’ recoghition of the brand image. If consumers
have an excellent impressive brand image, customers will
poitmvely trend to customer satisfaction and customer lovalty:.
Finally, the findings confimmed that customer satisfaction
wiad also an antecadent of customer lovalty. The research will
help practitioness to recognize the significance of customer
satisfaction in the relstionship bebwesn customer satisfaction
and custmer loyalty. Therefore, managers should pay attantion
0 customer satisfaction. Higher customer satisfaction will
enhance higher customer loyalty.

Although this present study makes essential contributions
to literature and practice, it has scome limitations. First,
this prasent stady only focuses on supennarkets in Ho
Chi Minh City, Vietnam. Therafore, this study may not ba
generalizable to all other sectors and other mcustrias such
a2 online shopping, hotel, etc. Second, this research omky
analyzed and examined the link between service quality,
brand image, customer satisfaction, and customer lovalty;
hence, futare imvestigations should focus on other factors
such ¢ trust, parceived value, relationship marketing, brand
Nparience, &t
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