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ARTICLE INFO ABSTRACT 

 This research is motivated by the importance of maintaining customer loyalty for 
the survival of the company. This study aims to determine and analyze customer 
satisfaction and product quality as keys to increasing customer loyalty. The 
population of this study were visitors to the Rava Motorcycle Workshop for one 
year, amounting to 3161 customers where the population data was seen from the 
actual customer entry unit in 2019. Based on Slovin calculations with an error of 
10%, a sample of 97 visitors was obtained using incidental sampling technique. 
The research method used is a survey method with a quantitative approach. Data 
collection techniques used in this study are questionnaires, observation and 
interviews. The instrument used has been tested for validity and reliability. The 
data analysis technique used is the descriptive data analysis technique, multiple 
correlation and multiple regression. The results of this study indicate that there is 
a positive effect of service quality on customer loyalty and there is a positive effect 
of product quality on customer loyalty. In addition, simultaneously that there is a 
positive effect of service quality and product quality on customer loyalty. 
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Introduction 

Customer loyalty can be interpreted as a customer's commitment to a brand, store, 
supplier based on a very positive attitude and is reflected in consistent repeat 
purchases (Tjiptono, 2000). In addition, according to Cant & Toit (2012) loyalty can be 
interpreted as an emotional bond with the company by making repeat purchases from 
time to time and recommending the company to others, even though they have other 
options. Not only can customer loyalty increase the value in a business, but it can also 
attract new customers (Beerli et al., 2004). According to Gee et al. (2008), the 
advantages of customer loyalty are that the cost of maintaining loyal customers is less 
than the costs incurred to acquire new customers, loyal customers are willing to pay 
higher costs for a set of products or services offered and loyal customers will act as 
agents. word of mouth marketing. 

Loyalty is a measure of the relationship between customers to a product or service. 
This measure is able to describe whether or not customers may switch to other brands. 
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the advantage of customer loyalty is the reduced influence of attacks from competitors 
from similar companies (Sivadas, & Baker-Prewitt, 2000). In addition, loyal customers 
can encourage the development of the company because they often provide ideas or 
suggestions to the company regarding improving the quality of its services and 
products and in the end they will not really care about the price because they believe 
in the services and products and the quality of the company (Rangkuti, 2007). Loyalty 
is based on the best form of service in the form of a product or service (Taylor, & 
Hunter, 2002). 

According to Gronholdt, Martensen, and Kristensen, (2000), indicators of customer 
loyalty include 1) Frequency of service use, 2) Recommending to others, 3) Not 
interested in using services from other companies, and 4) Loyal to brands. According 
to Robinette (2001) the factors that influence customer loyalty are 1) the first factor, 
namely caring, 2) the second factor, namely trust, 3) the third factor, namely protection 
(length of patronage) and 4) The fourth factor is accumulative satisfaction (overall 
satisfaction). In addition, according to Dharmmesta (1999) the factors that influence 
loyalty are 1) price, 2) service, 3) product quality and 4) promotion. 

The service quality factor is one of the factors that influence customer loyalty 
(Wendha, Rahyuda, & Atmosphere, 2013). Tjiptono (2002) states that service quality is 
the level of excellence expected and control over the level of excellence to meet 
customer desires. In line with this statement, Tjiptono (2007) defines service/service 
quality as focusing on efforts to fulfill customer needs and desires, as well as the 
accuracy of delivery to balance customer expectations. Based on the two definitions 
related to service quality, it can be understood that there are two important factors that 
affect service quality, namely the service that consumers expect and the service 
received or perceived by consumers or perceived results. 

Service quality or service quality can be known by comparing consumer perceptions 
of the real service they receive with the service they actually want on the service 
attributes of a company (Lubis & Andayani, 2017). Many dimensions can be used to 
measure service quality or service quality. Brady and Cronin (2001) measure service 
quality based on the Multi Model which includes three dimensions, namely the quality 
of interaction, the quality of the physical environment and the quality of the results. In 
addition, according to Kotler in Tjiptono (2016), there are five dominant factors or 
determinants of service quality, namely Tangible, Empathy, Responsiveness, 
Reliability and Assurance. 

The importance of the service quality of a company is the extent to which the service 
can create the maximum possible level of satisfaction for consumers (Kaihatu, 2008), 
besides that service quality has an impact on consumers, especially consumer 
satisfaction and loyalty which will get better (Sinurat, Lumanauw, & Roring, 2017) , 
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and the importance of improving service quality is to create customer satisfaction by 
making customers the main focus (Rahayu, & Saryanti, 2014). 

Another factor that can affect customer loyalty is product quality (Yuen, & Chan, 
2010). According to Kotler and Keller (2009), product quality is the totality of features 
and characteristics of a product or service that depend on its ability to satisfy the stated 
or implied needs. In addition, product quality is the overall combination of product 
characteristics resulting from marketing, engineering, production and maintenance 
that makes the product usable to meet customer or consumer expectations (Bailia, 
Soegoto, & Loindong, 2014). 

According to Sebastianelli and Tamimi (2002) the dimensions of product quality are 
divided into eight namely performance, features, reliability, conformance to 
specifications, durability, service ability, aesthetics. In addition, maintaining product 
quality is very important because several things including the quality of the products 
produced can maintain the competitiveness of the product (Santoso, 2016), the 
importance of maintaining and improving product quality to increase selling value. 
products (Maknun, 2016) and to achieve the company's vision and mission in 
generating profit (Setyawan, 2013). 

Based on a preliminary study conducted by researchers at the Rava Motorcycle 
Workshop, the following is the data on the total motor units that have been carried out 
by the Rava Motorcycle Workshop: 

Table 1. Total Motor Units Worked by Rava Motorcycle Workshop in 2019 

No Month Total Units Difference Percentace 

1 January 211 - - 

2 February 265 54 

-181 

26 % 

-23,45% 

3 March 233 -32 

84 

12 % 

14,21% 

4 April 271 38 

-51 

16 % 

-7,56% 

5 May 306 35 

-27 

13 % 

-4,33% 

6 June 260 -46 

60 

-15 % 

10,05% 

7 July 295 35 

-17 

14 % 

-2,58% 

8 August 218 -77 

130 

-26 % 

20,31% 

9 September 274 56 

-95 

26 % 

-12,34% 

10 October 302 28 

33 

10 % 

4,89% 

http://creativecommons.org/licenses/by-nc/3.0/
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No Month Total Units Difference Percentace 

11 November 289 -13 

-70 

-4 % 

-9,88% 

12 December 237 -52 

-65 

-18 % 

-10,19% 

Total 3161   

                             Source: Rava Motorcycle Workshop, 2019 

 

Figure 1. Fluctuations in Rava Motorcycle Workshop Visitors in 2019 

From this data, during 2019 it can be seen that the percentage of visitors who 
performed motorcycle maintenance at the Rava Motorcycle Workshop experienced 
fluctuating movements. The decline occurred in June, August, November and 
December. Even though the services provided by the Rava Motorcycle Workshop are 
good, including fast service for customers who come, friendly employees, providing 
complete service, adequate and standardized equipment, certified mechanics, quite 
complete and original spare parts, employee appearance neat and fairly clean 
workshop. 

Several previous studies Damanik, Lubis, & Siregar, (2010); Hapsari, Clemes, & 
Dean, (2017); Huang, Lee, & Chen, (2019); Lenka, Suar, & Mohapatra, (2009); Piri, 
(2013); Riswandi, (2017); Theriady, (2012); Yuen, & Chan, (2010); support the influence 
of Service Quality and Product Quality on Customer Loyalty. However, several other 
studies give different results or gaps regarding customer loyalty.  

Based on the background that the researcher describes, the researcher feels the need 
to conduct a study with the title "Service Quality and Key Product Quality Improving 
Customer Loyalty". This study aims to determine the analysis of customer satisfaction 
and product quality as the key to increase customer loyalty. 

Literature Review 
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Persentase (%) 0 26 12 16 13 -15 14 -26 26 10 -4 -18

-50
0

50
100
150
200
250
300
350

http://creativecommons.org/licenses/by-nc/3.0/


624 | P a g e  

Article's contents are provided on a Attribution-Non Commercial 4.0 Creative commons license. To see 

the complete license contents, please visit http://creativecommons.org/licenses/by-nc/3.0/ 

Customer Loyalty 

Priansa (2017), defines customer loyalty as a long-term customer commitment that 
is implemented in the form of loyal behavior and attitudes towards the company and 
its products by consuming regularly and repeatedly so that the company and its 
products become an important part of the consumption process carried out by 
customers. This will affect the existence of the company. Furthermore, Tjiptono and 
Chandra (2016) state that "customer loyalty is a customer's commitment to a product 
or service which is reflected in a very positive attitude and a form of repeat purchase 
behavior made by the customer consistently over the long term. Kotler and Keller 
(2016) loyal customers have the following characteristics: 1) satisfaction, which is 
staying with the company as long as expectations are met, 2) repeat purchases, namely 
returning to the company to buy again, 3) word of mouth, namely putting up their 
reputation to inform other people about the company, 4) evangelism, which is 
convincing others to buy the company's products and 5) ownership, which means 
feeling responsible for the company's success. 

Service Quality 

According to Lupiyoadi, Tjiptadi, dan Syah, (2016)  service quality is the overall 
characteristics and characteristics of a product or service in terms of its ability to meet 
predetermined or latent needs. Meanwhile, Tjiptono and Chandra (2016) define 
service quality as a measure of how well the level of service provided can match 
customer expectations. According to Parasuraman in Tjiptono (2016), the factors that 
affect service quality are expected service (expected service) and perceived service 
(service received). According to Kotler in Tjiptono (2016), there are five factors, namely 
1) tangible, 2) empathy, 3) responsiveness, 4) reliability and 5) certainty/guarantee ( 
assurance). 

Product Quality 

Product quality is a product or service characteristic that relates to its ability to 
provide satisfaction or meet customer needs. Product quality is the ability of a product 
to meet consumer desires. These consumer desires include product durability, product 
reliability, ease of use and other valuable attributes that are free from deficiencies and 
damage (Tjiptono, 2016). Tjiptono (2016), product quality has eight dimensions as 
follows: 1) performance (performance) is the main operating characteristic of the 
purchased core product; 2) features (additional features or characteristics), namely 
secondary or complementary characteristics, 3) reliability, which is less likely to 
experience damage or failure to use, 4) conformance to specifications, namely the 
extent to which the design and operating characteristics meet the standards. -
determined standards, 5) durability, which is related to how long the product can be 

http://creativecommons.org/licenses/by-nc/3.0/
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used, 6) serviceability including speed, competence, comfort, ease of repair and 
satisfactory handling of complaints, 7) aesthetics, namely attractiveness product to the 
five senses, and 8) perceived quality, namely the image and reputation of the product 
and the company's responsibility towards it. 

Method 

This research method uses a survey method through a quantitative approach. The 
population in this study were visitors to the Rava Motorcycle Workshop for one year, 
amounting to 3161 customers where the population data was seen from the actual 
customer entry units in 2019. Based on the calculation of the Slovin formula with a 
population of 3161 customers and a standard error (e) of 10%, then The number of 
samples studied was 97 respondents, with the technique of Nonprobability sampling 
– Incidental Sampling. 

Sources of data in this study are primary and secondary data. Primary data were 
obtained from questionnaires given to customers of Rava Motorcycle Workshop. The 
secondary data used in this study are journals from related previous studies and 
workshop bookkeeping records. Data collection techniques in this study were 
questionnaires, observations and interviews. The instrument used has been tested for 
validity, reliability and classical assumptions. The data analysis technique used is 
Multiple Correlation Analysis and Multiple Regression Analysis. 

Result and Discussion 

Research Results 

Model Fit (F test and R Square Test) 

Based on the results of data processing using SPSS, the significance value (Sig) of 
the product quality variable (X2) is 0.004. Because the value of Sig. 0.004 < 0.05 
probability then it can be concluded that H2 or the second hypothesis is accepted. This 
means that there is an effect of product quality (X2) on customer loyalty (Y). 

Based on the results of data processing using SPPS, the results of the F 
(Simultaneous) Test are obtained as follows: 

Table 2. F Test  

Model  Sum of 
Squares 

df Mean 
Square 

F Sig 

1 Regression 137.745 2 68.873 19.767 .000b 

 Residual  327.512 94 3.484   
 Total 465.258 96    

http://creativecommons.org/licenses/by-nc/3.0/
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a.  b. Dependent Variabel: Customer Loyality 
c.  d. Predictors: (Constant), Product Quality, Service Quality 

Source: Data Processed by SPSS 

The Influence of Service Quality and Product Quality on Customer Loyalty. 

Based on the SPSS output table above, it is known that the calculated F value is 19.767. 

Because the Fcount 19.767 > Ftable 3.09, the decision making in the F test can be 

concluded that the hypothesis (H3) is accepted or in other words, service quality (X1) 

and product quality (X2) simultaneously affect customer loyalty (Y). 

Based on the SPSS "Model Summary" output table above, it is known that the 
coefficient of determination or R Square is 0.296 or equal to 29.6%. This figure means 
that the service quality variable (X1) and product quality variable (X2) affect the 
customer loyalty variable (Y) by 29.6%. While the rest (100% - 29.6% = 70.4%) is 
influenced by other variables outside this regression equation or variables not 
examined. 

Table 3. Coefficient of Determination 

Model R R Square Adjusted R Square Std. Error of Estimete 

1 .544a .296 .281 1.867 

a. Predictors: (Constant), Product Quality, Service Quality 

Source: Data Processed by SPSS 

Hypothesis Test Results 

Based on the results of data processing using SPPS, the results of the t-test 
(Hypothesis) are as follows: 

Table 6. T-test (Hypothesis) 

Model  Unstandardized 
B 

Coefficienst 
Std. Error 

Standardized 
Coefficienst 

Beta 

t Sig 

1 (Constant) 11.592 2.900  3.998 .000 
 Service 

Quality 
.081 .037 .253 2.211 .029 

 Product 
Quality 

.226 .075 .343 2.995 .004 

a. Dependent Variable: Customer Loyality 

Source: Data Processed by SPSS 

http://creativecommons.org/licenses/by-nc/3.0/
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The Effect of Service Quality on Customer Loyalty 

Based on the results of data processing using SPSS, the significance value (Sig) of 
the service quality variable (X1) is 0.029. Because the value of Sig. 0.029 < 0.05 
probability then it can be concluded that H1 or the first hypothesis is accepted. This 
means that there is an effect of service quality (X1) on customer loyalty (Y). 

The Effect of Product Quality on Customer Loyalty 

Based on the results of data processing using SPSS, the significance value (Sig) of 
the product quality variable (X2) is 0.004. Because the value of Sig. 0.004 < 0.05 
probability then it can be concluded that H2 or the second hypothesis is accepted. This 
means that there is an effect of product quality (X2) on customer loyalty (Y). 

The Influence of Service Quality and Product Quality on Customer Loyalty. 

Based on the SPSS output table above, it is known that the calculated F value is 
19.767. Because the Fcount 19.767 > Ftable 3.09, the decision making in the F test can 
be concluded that the hypothesis (H3) is accepted or in other words, service quality 
(X1) and product quality (X2) simultaneously affect customer loyalty (Y). 

Discussion 

The Effect of Service Quality on Customer Loyalty 

Based on the results of data processing and analysis, it is known that Service 
Quality has an effect on Customer Loyalty. That is, the higher the quality of service 
provided by the company, the higher the customer loyalty. Conversely, if the lower 
the quality of service provided by the company, the lower the loyalty created in the 
customer. The results of this study are in accordance with Dharmmesta (1999) which 
states that the factors that influence loyalty are 1) price, 2) service, 3) product quality 
and 4) promotion. 

The results of this study support the results of research including research by 
Dama (2010) which states that service quality has a positive effect on loyalty, so that a 
customer is said to have increased loyalty if the customer gets quality service. 
Furthermore, the results of the same research, namely the research of Putri, & Utomo, 
(2017), reveal that the quality of service that is considered good in the eyes of 
consumers can affect the formation of consumer loyalty to a product or service. The 
results of the research are also not much different, namely the research of Sawitri, Yasa, 
& Jawas, (2013), explaining that service quality has a significant effect on customer 
loyalty. 

http://creativecommons.org/licenses/by-nc/3.0/
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The results of this study are not in line with the results of Aryani, & Rosinta, 
(2011), revealing that service quality on customer loyalty does not support their 
research, because the researchers did not find a significant direct relationship between 
service quality and customer loyalty. Furthermore, the results of Qomariah (2012) also 
explain that service quality has no significant effect on student satisfaction and loyalty. 

The Effect of Product Quality on Customer Loyalty 

Based on the results of data processing and analysis, it is known that product 
quality has an effect on customer loyalty. That is, the higher the quality of the product 
provided by the company, the higher the customer loyalty. Conversely, if the lower 
the quality of the product provided by the company, the lower the loyalty created in 
the customer. The results of this study are in accordance with Dharmmesta (1999) 
which states that the factors that influence loyalty are 1) price, 2) service, 3) product 
quality and 4) promotion. 

The results of this study support the results of research by Lestari, & Yulianto, 
E. (2018), revealing that product quality has a significant effect on customer loyalty. 
Furthermore, the results of research that are not much different, Irawan (2013) 
examines that product quality affects customer loyalty, which means that product 
quality affects customer satisfaction or dissatisfaction which will have an impact on 
customer loyalty. This statement is the same as that stated by Tjiptono, et al (2008), 
namely the existence of a customer loyalty to an item/service produced by the 
company, which means that the company's goods/services are of very good quality. 
So that customers will make repeat purchases that are more than one purchase and 
will recommend to friends or family. 

The results of this study are not in line with the research results of Sembiring 
(2014), revealing that product quality has no significant effect on customer loyalty. In 
addition to the results of Hidayat (2009) which states that product quality has no 
significant effect on customer loyalty, this explains that customers cannot be loyal to 
the company, if the customer has not felt satisfaction first. 

The Influence of Service Quality and Product Quality on Customer Loyalty. 

Based on the results of data processing and analysis, it is known that Service 
Quality and Product Quality on Customer Loyalty. That is, the higher the Service 
Quality and Product Quality, the higher the customer loyalty, and vice versa, the lower 
the Service Quality and Product Quality, the lower customer loyalty. The results of 
this study are in accordance with the theory of Dharmmesta (1999) which states that 
the factors that influence loyalty are 1) price, 2) service, 3) product quality and 4) 
promotion. 

http://creativecommons.org/licenses/by-nc/3.0/
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The results of this study support the results of previous studies Sussanto, & 
Damayanti, (2011); Pongoh, (2013); Basith, (2014); Sembiring, (2014); Saputro, & 
Backgrounduva, (2010); Familiar, & Maftukhah, (2015); Nugroho, (2015); Ardiansyah, 
(2014); Purba, & Sulistiono, (2013) which revealed that Service Quality and Product 
Quality Towards Customer Loyalty. 

Conclusion 

Based on the results of data processing and analysis the authors can conclude that: 
1) Service quality has a positive effect on customer loyalty, 2) Product quality has a 
positive effect on customer loyalty and 3) Service quality and product quality have a 
positive effect on customer loyalty. The implications of this research include: 1) the 
higher the quality of service will increase customer loyalty and vice versa, so the 
company must improve the quality of service, 2) the higher the quality of the product 
will further increase customer loyalty and vice versa so that the company must 
improve product quality, and 3) the higher the quality of service and product quality, 
it will further increase customer loyalty so that companies must improve service 
quality and be balanced with product quality.  

Based on the research findings, the authors provide recommendations, namely 1) 
for the Rava Motorcycle Workshop, the need to increase customer satisfaction by 
maintaining service quality such as a neat appearance and good communication. 
Handling problems quickly and accurately by holding knowledge sharing routines to 
technicians and from the product side in this case spare parts, in order to increase 
product brand variants, especially genuine spare parts 2) for academics, further 
research is needed using other variables besides service quality and product quality , 
because there are 70.4% of other factors that are very likely to affect loyalty to answer 
the main problem in this study, namely fluctuations in customer visits. The limitations 
of this study are only related to service quality and product quality that affect customer 
loyalty, so that further research can be developed related to other factors that affect 
customer loyalty such as brand image, customer satisfaction etc. 
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