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Abstract: Previous research is important in a research or scientific article. Previous research or 

relevant research serves to strengthen the theory and phenomena of the relationship or influence 

between variables. This article reviews the reuse interest model through customer satisfaction 

during the covid-19 pandemic through the promotion of cashback and e-service quality. A 

Marketing Management Literature Study. The results of this research library are that: 1) 

cashback promotion has an effect on re-use interest; 2) e-service quality has an effect on interest 

in reuse; 3) customer satisfaction has an effect on interest in reuse. 
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INTRODUCTION 

Background of the problem. 

Every student, both Strata 1, Strata 2 and Strata 3, is required to conduct research in the 

form of theses, theses and dissertations. Likewise for lecturers, researchers and other functional 

staff who actively conduct research and make scientific articles for publication in scientific 

journals. 

Based on the empirical experience of many young students and lecturers as well as other 

researchers, it is difficult to find supporting articles in research as previous research or as 

relevant research. Articles as relevant researchers are needed to strengthen the theory being 

studied, to see the relationship between variables and build hypotheses, it is also very necessary 

in the discussion section of research results. 

This article specifically discusses Casback Promotion (XI), E-Service Quality (X2), 

Customer Satisfaction (Z), Reuse Interest (Y), of course not all factors that affect Reuse and 

Customer Satisfaction in this article, these are only some only a small amount that will be 

reviewed and reviewed. 
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Formulation of the problem. 

Based on the background, it can be formulated the problems that will be discussed in order 

to build hypotheses for further research, with the object of OVO electronic money in Jakarta, 

namely: 

1) How does cashback promotion affect re-use interest? 

2) How does e-service quality affect re-use interest? 

3) How does customer satisfaction affect re-use interest? 

 

LITERATURE REVIEW 

Reuse Interest 

According to Kotler & Keller (2016), interest in reuse is where a person or consumer is 

satisfied with a product that matches expectations with the performance he expects, will create a 

satisfaction that encourages the creation of repeat purchases of the same product or brand in the 

future and will Tell me about the good things about the product. According to Paul & Olson 

(2014) consumers re-use because of an impulse and repeated buyer behavior that can foster a 

loyalty to what they feel is appropriate for them. So, interest in re-use can be concluded as a 

tendency to repurchase, and obtain a positive response to past actions. According to Thamrin & 

Francis (2013), interest in re-use is an interest in buying which is based on past purchase 

experiences. There are several factors that can influence the interest in reusing, namely (Ajzen, 

2006): 

The stage of the respondent's tendency to act before the buying decision is actually 

implemented is called buying interest. Schiffman & Kanuk (2013), re-use interest is a real form 

of thought from the reflection of the buyer's plan to buy several units in a certain number of 

several brands that are available within a certain time period. The indicators of interest in reuse 

are as follows: 

a) Interest which shows the concentration of attention and feelings of pleasure. 

b) Desire (desire) is indicated by the urge to want to have. 

c) Conviction is indicated by the feeling of individual confidence in the quality, usability and 

benefits of the product to be purchased. 

Based on the theories that have been stated above, the author finally concludes that the 

factors that influence reuse are individual/personal factors, culture, psychology, social, 

information, as for indicators that influence interest in reuse are interest, desire, belief. 

 

Customer satisfaction 

According to Kotler & Armstrong (2014) customer satisfaction is a person's feeling of 

pleasure or disappointment that arises after comparing his perceptions or impressions of the 

performance or results of a product and his expectations. According to Lupiyoadi (2014), there 

are five main factors that must be considered by companies in determining the level of customer 

satisfaction, namely: 

 Product Quality. Customers will feel satisfied if their evaluation results show that the 

products they use are of high quality. 

 Quality of service. The quality of service, especially in the field of services, customers will 

feel satisfied if they get good service or what is expected. 
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 Emotional. Customers will feel proud and gain confidence that other people will be amazed 

by him when using a product with a certain brand which tends to have a higher level of 

satisfaction. 

 Price. Products that have the same quality but set a relatively low price will provide higher 

value to their customers. 

 Cost. Customers do not need to incur additional costs or do not need to waste time to get a 

product or service tend to be satisfied with the product or service. 

Customer Satisfaction has been discussed a lot by:  (M & Ali, 2017), (Limakrisna & Ali, 

2016), (Hapzi Ali et al., 2016), (Mappesona et al., 2020), and (Sulistiorini & Ali, 2017). 

 

Cashback Promotion 

Kotler & Armstrong (2014) defines the notion of promotion as follows, "Promotion refers 

to activities that communicate to merits of the product and persuade target customers to buy it". 

The definition states that promotion is an activity that communicates the advantages of a product 

and persuades customers to buy the product. Lupiyoadi (2014) states that promotion is an 

activity carried out by companies to communicate product benefits and as a tool to influence 

consumers in purchasing activities or using services according to their needs. According to 

Kotler & Keller (2016), sales promotion is the main key in a marketing campaign, consisting of a 

collection of incentive tools, most of which are short-term in nature, designed to stimulate 

consumers to buy certain products or services more quickly. Meanwhile, Kotler & Armstrong 

(2014) state that sales promotion consists of short-term incentives to encourage the purchase or 

sale of products or services. 

In using sales promotion tools, according to Kotler & Keller (2016) companies must 

determine their goals, select tools, develop programs, test programs, implement and control, and 

evaluate the results. Sales promotion tools can be as follows: 

 Sample Is an example of a product that is given with the aim of introducing the product to 

potential consumers to increase their confidence in the quality of the product. 

 Coupons. Discount rights to the holder so as to save on the purchase of certain products and 

are valid within a predetermined period of time. 

 Patronage Award. A form of promotion carried out where consumers are given a certain 

amount of cash or other awards as a sign that consumers have routinely used products, both 

goods and services from certain companies. 

 Discount. A price cut directly at the time of purchase, whose offer is clearly visible on the 

packaging or product display. 

 Free Stuff. By buying certain goods, consumers are entitled to a greater number of goods 

compared to normal conditions. 

 Cash withdrawal offer. Giving a price reduction or giving a certain amount of money after 

the purchase has occurred (cashback). 

 Point of Purchase (POP) demonstration display. POP includes demonstration of a product or 

display of a particular product or product set at the point of sale. 

 Prizes (Sweepstakes). Inviting consumers who have made purchase transactions with a 

certain nominal or amount to take part in contests, sweepstakes, or games where the winner 

will receive additional prizes provided by the company for free. 
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Promotion has been widely researched by: (Hapzi Ali, Evi, et al., 2018), (Prihartono & Ali, 

2020), (Richardo et al., 2020), (Mappesona et al., 2020), (Sulistiorini & Ali, 2017), (Hairiyah & 

Ali, 2017), (Hapzi Ali, Narulita, et al., 2018), and (Brata et al., 2017). 

 

E-Service Quality 

Service is any action or activity that one party can offer to another, which is essentially 

intangible and does not result in the ownership of anything. Its production may or may not be 

linked to a single physical product (Kotler & Keller, 2016). Electronic service quality is how 

high the ability of a website to provide an effective and efficient shopping experience, payment, 

and delivery service (Zeithaml et al., 2013). 

jiptono (2015) states that service can be viewed as a system consisting of two main 

components, namely service operations which are often invisible or unknown to customers (back 

office or backstage) and service delivery which are usually visible or known to customers (often 

referred to as also front office or frontstage). Customer expectations can be of three types 

(Tjiptono, 2015). First, will expectation, which is the level of performance that is predicted or 

estimated by consumers when assessing the quality of certain services. Second, should 

expectation, namely the level of performance that is considered appropriate for consumers to 

accept. Usually the demand for what should be received is much greater than what is expected to 

be received. Third, ideal expectation, namely the optimum or best level of performance that is 

expected to be accepted by consumers. 

Service Quality has been discussed a lot by: (M & Ali, 2017), (Limakrisna & Ali, 2016), 

(Yunita & Ali, 2017), (Yunita & Ali, 2017), (Hapzi Ali & Mappesona, 2016), (Hapzi Ali, Evi, et 

al., 2018), (Sitio & Ali, 2019), and (Anggita & Ali, 2017).  

 

Table 1: Previous research 

NO Author (year) Research result Differences in Research Results 

1 Rizan et al. 

(2015). 

There is a positive and 

significant effect of customer 

satisfaction on repurchase 

intention 

In this study, the variables of 

cashback promotion, e-service 

quality, security and trust are added 

2 Prabowo & 

Sitio (2020) 

There is a positive and 

significant effect of sales 

promotion on customer 

satisfaction 

This study did not examine the brand 

image and loyalty variables 

3 San & 

Aryupong 

(2020).  

There is a positive and 

significant effect of sales 

promotion on customer 

satisfaction 

This study did not examine the 

variables of product quality and 

brand image 

4 Ubeja (2014) There is a positive and 

significant effect of sales 

promotion on customer 

satisfaction 

In this study, the variables of e-

service quality and buying interest 

are added 

5 Fiona (2020). There is a positive and 

significant effect of sales 

promotion and e-service quality 

on customer satisfaction 

In this study, the object of research 

was carried out on OVO electronic 

money 
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6 Al-dweeri et al. 

(2017). 

There is a positive and 

significant effect of service 

quality on customer satisfaction 

This study did not examine the 

loyalty and electronic trust variables 

7 Al-Hawary & 

Al-Smeran 

(2017) 

There is a positive and 

significant effect of service 

quality on customer satisfaction 

In this study, the variables of 

cashback promotion and repurchase 

interest are added 

8 Ashraf et al. 

(2018). 

There is a positive and 

significant effect of service 

quality on customer satisfaction 

This study did not examine the 

variables of corporate image, 

perceived value and brand loyalty 
 

WRITING METHOD 

The method of writing scientific articles is the quantitative method, considering that this 

research seeks to accurately measure something (Cooper & Schindler, 2014). Besides, analyzing 

reputable scientific articles and also scientific articles from unreputed journals. All scientific 

articles cited are sourced from Mendeley and Google Scholar. 

Furthermore, it is discussed in depth in the section entitled "Related Literature" or 

Literature Review ("Review of Literature"), as the basis for formulating hypotheses and will then 

become the basis for making comparisons with the results or findings revealed in the study. (H. 

Ali & Limakrisna, 2013). 

 

DISCUSSION 

Based on the problem formulation and literature review, the discussion of this article is as 

follows: 

1) Effect of Cashback Promotion on Reuse Interest 

Sales promotion can be done by using various promotional tools to attract customers to be 

interested and willing to use the offered electronic money. Sales promotion by way of cashback 

that is carried out properly and continuously can affect the interest in reusing electronic money. 

This refund is usually only a few percent of the total purchase and can be in the form of 

cash, virtual money or products. In addition, usually this return is also made only if the purchase 

made meets certain purchase conditions determined by the seller or cashback organizer. 

Although it is not uncommon to find cashback promotions in the form of direct cash 

refunds to buyers, most of the refunds in cashback promotions are in the form of deposits or 

balances in the buyer's account that can be accessed for purchases at a later date. This deposit 

method is used so that the buyer must return to the store or seller who organizes the cashback 

and use the deposit to shop again at the same place. Cashback can also take other forms such as 

vouchers or products. 

This is in accordance with research conducted by Zulganef et al. (2020), Cipto & 

Erdiansyah (2020) which state that sales promotion can affect reuse interest. 

 

2) The Effect of E-Service Quality on Reuse Interest 

The quality of electronic services that are carried out well by OVO electronic money 

service providers such as ease of use, speed of access, can be used at all payment points, refills 

can be done easily and so on can affect interest in reusing electronic money. This happens 

because customers are satisfied with the various features and conveniences they get. 

E-Service Quality or also known as E-ServQual is a new version of Service Quality 

(ServQual). E-ServQual was developed to evaluate a service provided on the Internet network. 
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E-Service Quality is defined as an extension of the ability of a site to facilitate shopping, 

purchasing, and distribution activities effectively and efficiently (Chase, Jacobs, & Aquilano, 

2006). Based on Ho and Lee (2007), there are 5 dimensions of measuring e-service quality, 

namely: Information Quality, Security, Website Functionality, Customer Relationship, and 

Responsiveness and Fulfillment. 

This is in accordance with research conducted by Zulganef et al. (2020) and Cipto & 

Erdiansyah (2020) which state that e-service quality has an effect on interest in reuse. 

 

3) The Influence of Customer Satisfaction on Reuse Interest 

This interest in reuse is due to customers being satisfied with service products that have 

been used previously. Customer satisfaction occurs because the service products they get are in 

accordance with their expectations regarding quality, packaging, usability and so on. It can be 

concluded that customer satisfaction can affect the interest in reuse. 

Customer satisfaction is an important concept in business ventures. Because customer 

satisfaction contributes directly to the creation of customer loyalty, increases the company's 

reputation, reduces price elasticity, and contributes to the reduction of future transaction costs. 

This is in accordance with research conducted by Fiona (2020); Rizan et al. (2015); 

Roushdy & Ali (2017), Mbango (2018), Mudiantono & Andhike (2019), Sari & Giantari (2020) 

which state that customer satisfaction has an effect on interest in reuse. 

 

Conceptual Framework 

Based on the study of theory and the relationship between variables, the model or 

Conceptual Framework of this article in order to build a hypothesis is as follows: 

 

 
 

 

 Figure 1. conceptual framework 

 

Promotion of Cashback (x1), E-Service Quality (x2) and Customer Satisfaction (x3) 

affect Reuse Interest (y1) either directly or indirectly. Apart from the Promotion and E-Service 

Quality variables that affect customer satisfaction and interest in reusing, there are many other 

variables that influence it, including the variable: 

1) Brand Image (x4): (Hapzi Ali et al., 2016), (M & Ali, 2017), (Hapzi Ali & Mappesona, 

2016), (Hapzi Ali, Narulita, et al., 2018), (Novansa & Ali, 1926). 

2) Loyalitas Pelanggan (X5): (Djojo & Ali, 2012), (Binsar et al., 2018), (Setyadi, 2017). 

E-Service Quality  

(X2) 

Cashback Promotion (X1) 

Reuse Interest 

(Y1) 

H3 Customer satisfaction 

(X3) 

H1 

H2 
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3) Product Quality(x6): (Desfiandi et al., 2017), (M & Ali, 2017), (Hapzi Ali, Narulita, et al., 

2018), (M & Ali, 2017), (Hapzi Ali, Evi, et al., 2018), (Prihartono & Ali, 2020), (Riyanto et 

al., 2017), (Maisah & Ali, 2020), (Brata et al., 2017), (Thanh Nguyen et al., 2019), 

(Agussalim et al., 2017). 

 

CONCLUSIONS AND RECOMMENDATIONS 

Conclusion 

Based on this, it can be concluded to build a hypothesis for further research as follows: 

1)   Promotion of cashback has an effect on interest in reuse. 

2)   e-service quality has an effect on interest in reuse. 

3)   Customer satisfaction has an effect on interest in reuse. 

 

Suggestion 

Based on the conclusions above, the suggestion in this article is that there are many other 

factors that influence the interest in reuse, therefore further studies are needed to complete what 

other factors can affect the interest in reuse. 

 

REFERENCES 

Agussalim, M., Limakrisna, N., & Ali, H. (2017). Mutual Funds Performance: Conventional and 

Sharia Product. International Journal of Economics and Financial Issues. 

Ajzen, I. (2006). Attitudes, Personality, and Behavior (2nd ed.). Open University Press. 

Al-dweeri, R. M., Obeidat, Z. M., Al-dwiry, M. A., Alshurideh, M. T., & Alhorani, A. M. 

(2017). The Impact of E-Service Quality and E-Loyalty on Online Shopping: Moderating 

Effect of E-Satisfaction and E-Trust. International Journal of Marketing Studies, 9(2), 92–

103. 

Al-Hawary, S. I. S., & Al-Smeran, W. F. (2017). Impact of Electronic Service Quality on 

Customers Satisfaction of Islamic Banks in Jordan. International Journal of Academic 

Research in Accounting, Finance and Management Sciences, 7(1), 170–188. 

Ali, H., & Limakrisna, N. (2013). Metodologi Penelitian (Petunjuk Praktis untuk Pemecahan 

Masalah Bisnis, Penyusunan Skripsi, Tesis, dan Disertasi) (1st ed.). Deepublish. 

Ali, Hapzi, Evi, N., & Nurmahdi, A. (2018). The Influence of Service Quality , Brand Image and 

Promotion on Purchase Decision at MCU Eka Hospital. Business and Management Studies. 

https://doi.org/10.21276/sjbms.2018.3.1.12 

Ali, Hapzi, Limakrisna, N., & Jamaluddin, S. (2016). Model of customer satisfaction: The 

empirical study at Bri in Jambi. International Journal of Applied Business and Economic 

Research. 

Ali, Hapzi, & Mappesona, H. (2016). Build brand image: Analysis Service Quality and Product 

Quality (case study at Giant Citra Raya). International Journal of Economic Research. 

Ali, Hapzi, Narulita, E., & Nurmahdi, A. (2018). Saudi Journal of Business and Management 

Studies ( SJBMS ) The Influence of Service Quality , Brand Image and Promotion on 

Purchase Decision at MCU Eka Hospital. Business and Management Studies. 

https://doi.org/10.21276/sjbms.2018.3.1.12 

Anggita, R., & Ali, H. (2017). The Influence of Product Quality, Service Quality and Price to 

Purchase Decision of SGM Bunda Milk (Study on PT. Sarihusada Generasi Mahardika 

Region Jakarta, South Tangerang District). Scholars Bulletin. https://doi.org/10.21276/sb 

Ashraf, S., Ilyas, R., Imtiaz, M., & Ahmad, S. (2018). Impact of Service Quality, Corporate 



Available Online:  https://dinastirpub.org/DIJMS Page 749 

Volume 3, Issue 4, March 2022                E-ISSN : 2686-522X, P-ISSN : 2686-5211 

 

 

 

Image and Perceived Value on Brand Loyalty with Presence and Absence of Customer 

Satisfaction: A Study of four Service Sectors of Pakistan. International Journal of 

Academic Research in Business and Social Sciences, 8(2), 452–474. 

Binsar, J., Pangaribuan, M., & Ali, H. (2018). Influence Service Quality, Customer Relationship 

and Customer Satisfaction to Customer Loyalty: Case Study in Individual Customer PT. 

Prudential in 2016. Saudi Journal of Business and Management Studies (SJBMS. 

https://doi.org/10.21276/sjbms.2018.3.4.7 

Brata, B. H., Husani, S., & Ali, H. (2017). The Importance of Quality Products, Price, 

Promotion, and Location to Product Purcese Decision on Nitchi At PT. Jaya Swarasa 

Agung in Central Jakarta. Saudi Journal of Business and Management Studies. 

https://doi.org/10.21276/sjbms 

Cipto, H., & Erdiansyah, R. (2020). The Effect of Sales Promotion, Service Quality, Perceived 

Value on Repurchase (Case Study of Original Levis Store in Jakarta). Advances in Social 

Science, Education and Humanities Research, 478. 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods (12th ed.). McGraw-Hill. 

Desfiandi, A., Fionita, I., & Ali, H. (2017). Implementation of the information systems and the 

creative economy for the competitive advantages on tourism in the province of Lampung. 

International Journal of Economic Research. 

Djojo, A., & Ali, H. (2012). Information technology service performance and client’s 

relationship to increase banking image and its influence on deposits customer banks loyalty 

(A survey of Banking in Jambi). In Archives Des Sciences. 

Fiona, D. R., & Hidayat, W. (2020). Pengaruh Promosi Penjualan dan E-Service Quality 

terhadap Minat Beli Ulang Melalui Kepuasan Pelanggan (Studi pada pelanggan Gopay di 

Jabodetabek). Jurnal Ilmu Administrasi Bisnis, 9(1), 333–341. 

Hairiyah, S., & Ali, H. (2017). Customer Decision Analysis in Taking Multipurpose Loan : 

Promotions , Locations and Credit Procedures ( A Case of the Bank " PQR Jakarta "). Saudi 

Journal of Business and Management Studies. https://doi.org/10.21276/sjbms.2017.2.3.6 

Kotler, P., & Armstrong, G. (2014). Principle Of Marketing (15th ed.). Pearson Prentice Hall. 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Global Edition Pearson 

Education Inc. 

Limakrisna, N., & Ali, H. (2016). Model of Customer Satisfaction: Empirical Study At Fast 

Food Restaurants in Bandung. International Journal of Business and Commerce. 

Lupiyoadi, R. (2014). Manajemen Pemasaran Jasa (3rd ed.). Salemba Empat. 

M, A., & Ali, H. (2017). MODEL KEPUASAN PELANGGAN: ANALISIS KUALITAS 

PRODUK DAN KUALITAS LAYANAN TERHADAP CITRA MEREK  PADA GIANT 

CITRA RAYA JAKARTA. Jurnal Manajemen. https://doi.org/10.24912/jm.v21i3.254 

Maisah, & Ali, H. (2020). Entrepreneurship culture development process: Implementation of 

Islamic education values in the Batik Jambi (case study in Seberang Jambi community). 

Talent Development and Excellence. 

Mappesona, H., Ikhsani, K., & Ali, H. (2020). Customer purchase decision model, supply chain 

management and customer satisfaction: Product quality and promotion analysis. 

International Journal of Supply Chain Management. 

Mbango, P. (2018). Examining the Effects of Customer Satisfaction On Commitment and 

Repurchase Intentions of Branded Products. Cogent Social Sciences, 4, 1521056. 

Mudiantono, & Andhike, D. (2019). Factors Influencing Customer’s Repurchase Intention of 

Go-Jek in Semarang, Indonesia. INOBIS: Jurnal Inovasi Bisnis Dan Manajemen Indonesia, 



Available Online:  https://dinastirpub.org/DIJMS Page 750 

Volume 3, Issue 4, March 2022                E-ISSN : 2686-522X, P-ISSN : 2686-5211 

 

 

 

2(4), 458–472. 

Novansa, H., & Ali, H. (1926). Purchase Decision Model: Analysis of Brand Image, Brand 

Awareness and Price (Case Study SMECO Indonesia SME products). Saudi Journal of 

Humanities and Social Sciences. https://doi.org/10.21276/sjhss 

Paul, P. J., & Olson, J. C. (2014). Consumer Behaviour: Perilaku Konsumen dan Strategi 

Pemasaran. Erlangga. 

Prabowo, A. J., & Sitio, A. (2020). The Impact of Brand Image, Sales Promotion, Service 

Quality Towards Customer Satisfaction And Its Implications On Customer Loyalty At X 

Department Store Kota Kasablanka Jakarta. Dinasti International Journal of Education 

Management and Social Science, 2(2), 267–278. 

Prihartono, & Ali, H. (2020). The promises ethics and marketing concept strategy as a 

competitive advantage on private higher education (A survey on perception of product 

attributes and promotion mix in Indonesia). Talent Development and Excellence. 

Richardo, Hussin, M., Bin Norman, M. H., & Ali, H. (2020). A student loyalty model: 

Promotion, products, and registration decision analysis-Case study of griya english fun 

learning at the tutoring institute in wonosobo central Java. International Journal of 

Innovation, Creativity and Change. 

Riyanto, S., Adila, L., & Ali, H. (2017). The Effect of Incentives And Job Enthusiasm To 

Productivity of Go-Jek Driver At PT . Go-Jek Indonesia. Journal of Research in Business 

and Management. 

Rizan, M., Bakar, K. A., & Saidani, B. (2015). The Relationship Between Customer Satisfaction 

And Security Toward Trust And Its Impact On Repurchase Intention (Survey On Customer 

Of Elevenia Online Website). Jurnal Riset Manajemen Sains Indonesia (JRMSI), 6(2), 599–

617. 

Roushdy, A. S., & Ali, G. (2017). The Impact of Customers Engagement on Repurchase 

Intention: A Mediating Role of Customers Satisfaction: The Case of Takaful Insurance 

Industry. Scientific Journal for Economic & Commerce, 47(3), 569–602. 

San, N. E. E., & Aryupong, M. (2020). Effects of Sales Promotional Tools on Product Quality, 

Brand Image, and Customer Satisfaction The Application of Inverted U-Shaped Theory. 

Business Review Journal, 12(1), 84–103. 

Sari, D. A. T., & Giantari, I. G. A. K. (2020). Role of Consumer Satisfaction in Mediating Effect 

of Product Quality on Repurchase Intention. International Research Journal of 

Management, IT & Social Sciences, 7(1), 217–226. 

Schiffman, L. G., & Kanuk, L. L. (2013). Consumer Behavior (8th ed.). Prentice-Hall. 

Setyadi, D. A. (2017). Build Customer Loyalty with CRM and Brand Image (Case Study on 

Giant Citra Raya). IOSR Journal of Business and Management, 19(01), 35–42. 

https://doi.org/10.9790/487x-1901043542 

Sitio, T., & Ali, H. (2019). Patient Satisfaction Model and Patient Loyalty: Analysis of Service 

Quality and Facility (Case Study at Rawamangun Special Surgery Hospital). Scholars 

Bulletin. https://doi.org/10.36348/sb.2019.v05i10.002 

Sulistiorini, M. S., & Ali, H. (2017). Customer satisfaction model: Product analysis, price, 

promotion and distribution (case study at PT Integrasia Utama). International Journal of 

Applied Business and Economic Research. 

Thamrin, A., & Francis, T. (2013). Manajemen Pemasaran. Rajawali Pers. 

Thanh Nguyen, P., Ali, H., & Agung Hudaya. (2019). MODEL BUYING DECISION AND 

REPEAT PURCHASE: PRODUCT QUALITY ANALYSIS (Case Study of Bank Permata 



Available Online:  https://dinastirpub.org/DIJMS Page 751 

Volume 3, Issue 4, March 2022                E-ISSN : 2686-522X, P-ISSN : 2686-5211 

 

 

 

Syariah Jakarta KPR Financing Customers). Dinasti International Journal of Management 

Science. https://doi.org/10.31933/dijms.v1i1.29 

Tjiptono, F. (2015). Strategi Pemasaran (4th ed.). Penerbit Andi. 

Ubeja, S. (2014). A Study of Sales Promotion Mix on Customer Satisfaction With Reference to 

Shopping Malls in Indore. Global Journal of Finance and Management, 6(3), 245–252. 

Yunita, D., & Ali, H. (2017). Model of Purchasing Decision ( Renting ) of Generator Set : 

Analysis of Product Quality , Price an Service at PT . Hartekprima Listrindo. Economics, 

Business and Management. https://doi.org/10.21276/sjebm.2017.4.11.12 

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2013). Service Marketing: Integrating Cutomer 

Focus Across The Firm (6th ed.). McGraw-Hill Companies. 

Zulganef, Riyanto, M., Aryatri, R., Cahyani, C., & Fahera, M. F. (2020). The Impact of Online 

Sales Promotion And E-Service Quality On The Repurchase Intention of Shopee Customers 

(A Case Study On Buyers At Shopee Marketplace). PJAEE, 17(10), 3922–3932. 

 

 

 


