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Abstract: The role of service quality in shaping 

customer satisfaction and loyalty is a research model 

built to determine the contribution of each factor in 

explaining other factors. To get a good research 

model using SEM-Covariance data analysis with the 

Linear Structural Relationship (LISREL) program. 

Sample data collection using purposive techniques 

and quota sampling conducted at Pengandaran, 

Karakatau, Dieng and Pahawang tourist destinations 

with 162 tourists. The findings of the research model 

that were built, that to realize sustainability and 

maintain the existence of travel agents in the future is 

to carry out aspects of service quality with excellence. 

Because it is known that service quality is an 

important factor for travel agents in shaping positive 

attitudes and behaviors of consumers that match 

expectations of being committed and being the first 

choice. 
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INTRODUCTION 

The tourism sector is the biggest contributor this year. The prospect of tourism 

continues to experience growth even though the world economy is weakening. Likewise 

(Sakti, 2019) revealed that foreign exchange from the tourism sector at the close of 2018 

increased to reach 19.29 billion US dollars, or nearly reached the target this year of 20 billion 

US dollars. Prodjo (2019) Indonesia's tourism competitiveness index ranking in the world 

also rose to 40th in 2019 from 42 in 2017. 

The sustainability of the travel business is highly dependent on the benefits received 

by service users, because its existence will be questioned when consumers look for 

alternatives to determine tourist destinations. So it is important for travel agents to provide 

quality services so they can shape customer satisfaction (Astini & Sulistiyowati, 2015; Filiz, 

2010). If this is not the case then consumers will move to use other travel agents and vice 
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versa if given excellent service will increase customer loyalty (Anggita & Ali, 2017; V. 

Kumar et al., 2013). 

Some customer reviews are based on experience when using the My Permata Wisata 

service, that the quality of service is not in line with expectations, such as lodging facilities, 

communication and coordination, time allocation and transportation options for tourism 

destinations (My Permata Wisata, 2016). The importance of improving service quality to 

create customer satisfaction through dimensions of physical form, responsiveness, reliability, 

assurance and empathy (Arokiasamy & Abdullah, 2013; Kant et al., 2017; M. Kumar et al., 

2010). This will also increase the sense of trust and commitment which will ultimately shape 

consumer loyalty (Chotivanich, 2014; Kaura, 2013; Lau et al., 2013). 

Service quality is determined by subjective consumer perceptions of various forms of 

service received in accordance with consumer expectations (Ali, Limakrisna, et al., 2016; 

Suryani, 2017). Because, service quality is an important factor forming positive attitudes and 

behaviors in creating customer satisfaction (Filiz, 2010). The dimension of service quality is 

an appropriate measure in shaping service quality in accordance with consumer expectations, 

which in turn will shape consumer loyalty (Lau et al., 2013; Mohammad & Alhamadani, 

2011). 

Travel agents who have been the object of this research have experienced an increase 

in consumers in recent years, however some complaints and complaints from consumers 

regarding perceived service have been found. Thus, the importance of the factors analyzed, 

especially service quality which is a fundamental factor in the success of the tour and travel 

business in shaping customer satisfaction and loyalty. Therefore, it is hoped that this research 

can contribute to science and to the sustainability of the tour and travel business going 

forward. 

 
LITERATURE REVIEW 

Consumer Loyalty 

Loyalty is defined as a firmly held commitment to buy or reuse certain products or 

services in the future, despite the influence of the situation and marketing efforts which have 

the potential to cause behavior change (Kotler dan Keller, 2009). Customer loyalty depends 

on the level of quality of services provided to customers (Zeithalm et al., 2009). Thus, the 

emergence of loyalty is caused by service performance that exceeds consumer expectations 

so that the formation of commitment is accompanied by a pattern of purchase or use of the 

service repeatedly. 

Characteristics of loyal customers include: 1) will remain loyal for a longer period of 

time; 2) buy more when the company introduces a product or service when renewing an 

existing product or service; 3) talk about good things about the company with its products or 

services; 4) pay less attention to competitors' brands and advertisements; 5) less sensitive to 

prices; 6) offer ideas about products or services to companies; and 7) require lower service 

costs than the cost of servicing new customers, because transactions are routine (Parasuraman 

et al., 1985). To measure customer loyalty the research model of developing three indicators 

(Jamal & Anastasiadou, 2009), namely: 1) will always be loyal in using company services; 2) 

first choice uses company services; and 3) commit to service providers. 
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Service Quality 

Quality of service is the overall impression of consumers of the relative efficiency of 

services received (Huang, 2009), because of the long-term evaluation of service delivery 

from a company (Lovelock dan Wirtz, 2007). In his research on the conceptual model of 

service quality states that if the services received or felt are as expected, then the quality of 

services is perceived as good and satisfying. If the service received exceeds expectations, the 

service quality is perceived as the ideal quality. (Parasuraman et al., 1985; Tanoto, 2019). 

Thus, (Ali et al., 2016; Chotivanich, 2014) the formation of customer loyalty from positive 

attitudes or behavior that exceeds expectations based on experience from sharing perceived 

service performance. 

The research model (Parasuraman et al., 1985) developed by (Zeithaml et al., 2009) 

states that the concept of service quality is formed from five dimensions, namely: 1) 

reliability as measured through aspects: service as promised, service is right and correct from 

the beginning to the end of the activity, and the reliability of problem handling (Lau et al., 

2013); 2) responsiveness measured through aspects: fast and appropriate service, readiness to 

respond to requests and help consumers in all respects (Lau et al., 2013; Tanoto, 2019); 3) 

guarantees are measured through: trust, safe and comfortable, and polite and friendly attitude 

(Munusamy et al., 2010); 4) empathy is measured through: more attention, understanding the 

specific needs and accuracy of time allocation on demand (Shahin & Janatyan, 2011); and 5) 

physical form as measured through aspects: physical appearance, personnel appearance and 

having the latest equipment, which in essence can form attitudes and behaviors to provide a 

form of service that is strong and fundamental, in order to get an assessment in accordance 

with the quality of service received (Jamal & Anastasiadou, 2009). 

Satisfaction and loyalty can be increased substantially by focusing on physical form 

(Jamal & Anastasiadou, 2009). The physical form that looks attractive has a visual appeal to 

increase consumer satisfaction (Thanh et al., 2014). Like the research model (Agyapong, 

2011; Krishna Naik et al., 2010; Mohammad & Alhamadani, 2011) found positive and 

significant influences (Al-Azzam, 2015; Arokiasamy & Abdullah, 2013; Jofreh & Rostami, 

2014; Lau et al., 2013) between physical form and satisfaction. Whereas (Kheng et al., 2010) 

found no significant relationship between physical form and satisfaction. 

The importance of responsiveness in influencing satisfaction is a form of strong 

relationship between the company and customers for future business continuity and the focus 

of the strategy is to increase responsiveness to customers to strengthen loyalty (Arokiasamy 

& Abdullah, 2013). Responsiveness is the speed and accuracy in providing services to 

increase customer satisfaction (Lau et al., 2013). The research model developed by 

(Agyapong, 2011; Filiz, 2010; Huang, 2009; Krishna Naik et al., 2010; Shahin & Janatyan, 

2011) found a positive relationship and (Al-Azzam, 2015; Jofreh & Rostami, 2014) 

significant between responsiveness and customer satisfaction. Whereas (Jamal & 

Anastasiadou, 2009; Jofreh & Rostami, 2014; Kant et al., 2017) found no significant 

relationship between responsiveness and satisfaction. 

The reliability paradigm in terms of service quality will greatly affect the level of 

customer satisfaction (Parasuraman et al., 1985), and it is important to be able to form 

positive customer attitudes (Chotivanich, 2014). To increase satisfaction the importance of 

implementing reliability in terms of service quality (Jamal & Anastasiadou, 2009; Kheng et 
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al., 2010; Krishna Naik et al., 2010; Shahin & Janatyan, 2011). Like the research model 

developed by (Agyapong, 2011; Al-Azzam, 2015; Arokiasamy & Abdullah, 2013; Hadiyati, 

2010) that reliability has a significant influence on customer satisfaction. Meanwhile (Kaura, 

2013; Shahin & Dabestani, 2010) found no significant relationship between reliability and 

satisfaction. 

Assurance is defined as the ability, knowledge and courtesy of employees in inspiring 

trust and confidence (Parasuraman et al., 1985), by providing more benefits to individuals 

regarding problems experienced by customers (Filiz, 2010; M. Kumar et al., 2010). Likewise, 

the research model developed by (Arokiasamy & Abdullah, 2013; Huang, 2009; Shahin & 

Dabestani, 2010) found a significant influence between guarantee and satisfaction. Likewise 

(Ali, Limakrisna, et al., 2016) found that guarantee is the most dominant factor influencing 

satisfaction. While the research model of (Jamal & Anastasiadou, 2009) did not find any 

significant effect between guarantee and customer satisfaction. 

Empathy is the concern and attention of individual companies in providing services 

(Parasuraman et al., 1985), in order to obtain customer satisfaction (Meiliani & Mustikasari, 

2018; Shahin & Janatyan, 2011). Empathy is the most important dimension in designing 

strategies to increase satisfaction (Jamal & Anastasiadou, 2009; Kant et al., 2017; Kheng et 

al., 2010). Likewise, the research model developed by (Krishna Naik et al., 2010; Lau et al., 

2013; Mohammad & Alhamadani, 2011) that empathy has a positive effect and (Al-Azzam, 

2015; Arokiasamy & Abdullah, 2013; Hadiyati, 2010; Huang, 2009; Jofreh & Rostami, 2014; 

Shahin & Dabestani, 2010) significant towards satisfaction. While the research (Widjoyo et 

al., 2013) found no significant effect between empathy and satisfaction. Another case with 

the research model developed by (Hamdan, 2018) states that empathy has a significant 

influence on satisfaction. 

Based on a review of previous research results that have been described as empirical 

evidence and a reference in building research models, it can be indicated, that: 

H-1: Effect of service quality on customer satisfaction. 

H-2: Effect of service quality on loyalty through customer satisfaction. 

Consumer Satisfaction 

Consumers have expectations for a service compared to services received to meet the 

expectations or not of the service (Baker and Saren, 2011). Ali et al. (2016) the formation of 

customer satisfaction through 5 aspects, namely: physical evidence, reliability, 

responsiveness, assurance and empathy. The concept of a product or service that provides 

buyer satisfaction, because it can meet and exceed their expectations (Boone and Kurtz, 

2007). The research model developed by (Huang, 2009; Kaura, 2013) in measuring the level 

of consumer satisfaction using three includes: 1) the right decision has used services; 2) the 

benefits obtained in accordance with the needs and desires; and 3) overall satisfaction with 

the services provided. Kotler (2009) assessing customers for product performance depends on 

many factors, especially the loyalty customers have for a brand. Consumers often form more 

pleasant perceptions about a product with a brand that they already consider positive. 

The research model developed by (Jamal & Anastasiadou, 2009) proves that the 

higher the satisfaction received by consumers, it will also increase consumer loyalty to the 

services received. This research model was also found by (Ehigie, 2006; Kaura, 2013; Kheng 

et al., 2010; Lau et al., 2013) that consumer satisfaction has a positive and significant 
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influence on consumer loyalty. In contrast to the research model developed by (Sukmawati 

and Massie, 2015), there was no significant relationship between satisfaction with loyalty. 

Based on a review of previous research results as a reference in building a research 

model, it can be indicated that: 

H-3: Effect of satisfaction on customer loyalty. 

Conceptual Framework 

The conceptual framework that was built is the result of a review of previous research 

as empirical evidence and reference for this research. The research model developed on the 

role of service quality on customer satisfaction and loyalty. The following research models 

are shown in the Figure below. 

Figur 1. Conceptual Framework 

 

 

RESEARCH METHODS 

The design of this study uses a combination of explanatory, descriptive and 

quantitative research. because it explains the relationship between variables. Sing (2007) 

exploratory research is preliminary research that forms the basis of research to determine 

research designs, sampling techniques and data collection. Shuttleworth (2008) quantitative 

descriptive research design aims to describe the characteristics of a population or 

phenomenon to prove hypotheses with a causal relationship, (Babbie, 2010) by emphasizing 

objective measurements through questionnaires or surveys. 

In determining sample size (Hair et al. 2010), SEM requires data to be normally 

distributed, but not every data is normally distributed. To reduce the abnormality of data 

distribution, the use of large samples can be considered, but the SEM assumptions must be 

met, the samples processed as inputs, are greater than 100 samples. Whereas to determine the 

number of samples, i.e. 5 to 10 times the total indicators of the research variables. In this 

study there were 21 indicator items, then obtained 147 tour participants. For primary data 

collection researchers used a purposive sampling technique, namely deliberate selection of 

informants based on their ability to explain specific themes, concepts, or phenomena 

(Robinson, 2014), with the criteria of tour participants who had already completed a tourist 

destination. 

Data analysis techniques using Structural Equation Modeling (SEM-Covariance) 

Linear Structural Relationship (LISREL) program. Hair et al. (2010) SEM with a 

Confirmatory Factor Analysis (CFA) measurement model based on observable variables 

using level evaluations: 1) overall fit of the model; 2) the suitability of the measurement 
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model; and 3) structural compatibility. To get a good level of compatibility or Goodness of 

Fit (GOF) between data and models. Some GOF measurements used are Chi-Square≥0.05, 

Good Fit Index (GFI≥0.90) (Joreskog & Sorbom, 1993), Root Mean Square Error of 

Aproximation (0.05 <RMSEA≤0.08) (Browne & Cudeck, 1992), Comparative Fit Index 

(CFI≥0.90) (Hooper et al., 2008), Adjusted Goodness of Fit (AGFI≥0.90), Normed Fit Index 

(NFI≥0.95) (Schumacker & Lomax, 2010). 

The suitability of the measurement model by looking at the contribution of each 

indicator in explaining latent variables using (CFA) with the Maximum Likelihood (ML- 

SEM) rule to estimate the magnitude of the coefficient of the measurement model (Bollen et 

al., 2007). Indicators are said to have good validity for the latent variable, if the value of the 

factor load ()≥0.50 (Rigdon & Ferguson, 1991). A construct has good reliability, if the value 

of Construct Reliability (CR≥0.70) and the value of Average Variance Extracted (AVE≥0.50) 

(Hair et al., 2010). To determine the suitability of the structural model, an inter-variable 

relationship test is tested whether the coefficient of the inter-variable relationship is 

significant (t-count ≥1.96) or not and has a positive coefficient or not (Yamin and Kurniawan, 

2009). 

 
FINDINGS AND DISCUSSION 

The results of primary data collection based on tourist destinations include 

Pengandaran, Karakatau, Dieng and Pahawang totaling 162 questionnaires that have met the 

number of samples and indicators that have been determined can be said to have met the 

assumption of structural equation modeling. Based on the results of the SEM measurement 

model obtained using the Confirmatory Factor Analysis measurement model to evaluate the 

suitability of the model, an overall model fit (GOF) test was performed. The results of the 

overall fit of the model in meeting GOF criteria, showed that (Chi-Square = 0.025<0.05, (GFI 

= 0.96)≥0.90, 0.05> (RMSEA = 0.053)≤0.08; (CFI = 1.00)≥0.90, (AGFI = 0.88 )<0.90, and 

(NFI = 0.99)≥0.95, meaning that the model can be said to be good because it is at the level of 

good test criteria or Goodness of Fit. 

Figure 2. Structural Model Results 
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To determine the contribution of each indicator in explaining latent variables using 

(CFA) with the Maximum Likelihood (ML) rule to estimate the magnitude of the coefficient 

value of the measurement model. The results of the measurement model match by looking at 

the contribution of each item in explaining latent variables. The results of testing the validity 

of service quality indicators have a positive relationship with physical form ( = 0.82), 

responsiveness ( = 0.87), reliability ( = 0.86), guarantee ( = 0.76), empathy ( = .82), 

because all factor load (≥0.50), meaning that all indicators have good validity in explaining 

service quality variables. Construct Reliability Results (CR = 0.92)≥0.70, meaning that all 

indicators in the model are consistent or have reliability in measuring latent variables and 

Variance Extracted (VE = 0.69)≥0.50, meaning that all indicators have diversity or variation 

in measuring their latent variables. Thus, the model built can be said to be good because it is 

at the level of good test criteria. 

The results of the validity test of consumer satisfaction indicators show that 

satisfaction has a positive influence on correct decisions ( = 0.80) and benefits ( = 0.79). 

The reliability results of the consumer satisfaction indicators show that (CR = 0.77)> 0.70, 

and (AV = 0.63)> 0.50, meaning that the indicators used are reliable and consistent, and 

reflect diversity in measuring latent variables. Like consumer loyalty indicators, it shows that 

all indicators have a positive influence on latent variables. Because, all indicators have a 

factor load (≥0.50), that: overall satisfaction ( = 0.55), loyalty ( = 0.92), first choice ( = 

0.91), and commitment ( = 0.96). In addition, the results of reliability (CR = 0.94)> 0.70, 

showing all indicators have reliability and are consistent in measuring the latitude variable, 

and (VE = 0.81)> 0.50, indicating that all indicators reflect diversity in measuring the latent 

variable. 

The path coefficient results of the structural model constructed from each of the 

exogenous latent variables to the endogenous latent variable using the Maximum Likelihood 

(ML) rule, indicate that the first hypothesis can be accepted. Because, it has a path coefficient 

= 0.98, meaning that service quality has a positive effect on customer satisfaction. If, service 

performance is in line with expectations, it will create customer satisfaction. Thus, the 

research model developed is in accordance with the research model developed by (Astini & 

Sulistiyowati, 2015; Chotivanich, 2014; Jamal & Anastasiadou, 2009; Kheng et al., 2010; 

Shahin & Janatyan, 2011). The research model on the second hypothesis is acceptable, 

because it has (path coefficient = 0.08), meaning that service quality positively influences 

customer loyalty through customer satisfaction. If, the quality of services provided is getting 

better, it will increase customer satisfaction and ultimately will also increase customer 

loyalty. This research model is the same as the research model developed by (Arokiasamy & 

Abdullah, 2013; Jamal & Anastasiadou, 2009). The third hypothesis that was built in this 

study is acceptable (path coefficient = 0.74), meaning that customer satisfaction has a  

positive effect on customer loyalty. If, consumer expectations exceed than perceived, it will 

create consumer loyalty. This research model is in line with research (Chotivanich, 2014; 

Ehigie, 2006; Kaura, 2013; Kheng et al., 2010; Lau et al., 2013). 

https://dinastirpub.org/DIJMS


Volume 1, Issue 4, March 2020 E-ISSN : 2686-522X, P-ISSN : 2686-5211 

Available Online: https://dinastirpub.org/DIJMS Page 592 

 

 

CONCLUSION AND SUGESTION 

The results of the research model built on the role of service quality in forming 

customer satisfaction and loyalty My Permata Wisata, show that aspects of service quality 

that: physical form, responsiveness of reliability, assurance and empathy positively affect 

consumer satisfaction. Consumer satisfaction itself is built by the right decision aspect and 

the benefits obtained, while consumer loyalty is built by the satisfied aspect of the overall 

service provided, loyalty, first choice and commitment. Thus, if aspects of service quality felt 

by consumers in accordance with expectations will create customer satisfaction, thus forming 

positive attitudes and behaviors of consumers to be loyal, committed and become the first 

choice in using the services of My Permata Wisata in the future. 

From the results of the research model that has been described, it is recommended 

especially for business travel agents that the importance of applying aspects that have been 

built in this research model effectively and appropriately. Because these are important aspects 

in realizing the sustainability of a business and its existence in the future, especially business 

tourism service providers. And recommendations for academics to deepen the analysis of 

aspects of service quality, because the sustainability of travel agents is greatly influenced by 

service quality factors. As for the lack of this research model, it is known that the use of 

samples is still lacking in interpreting the research model, data collection is only done in four 

tourist destinations, for further research the importance of using factors of hospitality and 

safety. 

 
REFERENCE 

Agyapong, G. K. . (2011). The effect of service quality on customer satisfaction in the utility 

industry – a case of vodafone (Ghana). International Journal of Business and 

Management, 6(5), 203–210. https://doi.org/10.5539/ijbm.v6n5p203 

Al-Azzam, A. F. M. (2015). The impact of service quality dimensions on customer 

satisfaction: a field study of Arab bank in irbid city, Jordan. European Journal of 

Business and ManagementOnline), 7(15), 2222–2839. 

Ali, H., Hadibrata, B., & Buchori, C. D. (2016). One stop services : quality of service and 

accessibility to the investor loyalty : the investment coordinating board. International 

Journal of Business and Commerce, 6(01), 38–50. 

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

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

Economic Research, 14(6), 3527–3534. 

Arokiasamy, A. R. A., & Abdullah, A. G. (2013). Service quality and customer satisfaction in 

the cellular telecommunication service provider in Malaysia. Journal of Arts, Science 

& Commerce, 6(2), 1–9. http://www.researchersworld.com/vol4/issue2/Paper_01.pdf 

Astini, R., & Sulistiyowati, I. (2015). Pengaruh destination image, travel motivation, dan 

kualitas pelayanan terhadap kepuasan pengunjung (studi kasus pada wisatawan 

nusantara muslim di pantai carita pandeglang Banten). Jurnal Ilmiah Manajemen Dan 

Bisnis, 1(2), 63–73. https://doi.org/10.22441/jimb.v1i3.576 

Bollen, K. A., Kirby, J. B., Curran, P. J., Paxton, P. M., & Chen, F. (2007). Latent variable 

models under misspecification two-stage least squares (2SLS) and maximum 

https://dinastirpub.org/DIJMS
http://www.researchersworld.com/vol4/issue2/Paper_01.pdf


Volume 1, Issue 4, March 2020 E-ISSN : 2686-522X, P-ISSN : 2686-5211 

Available Online: https://dinastirpub.org/DIJMS Page 593 

 

 

likelihood (ml) estimators. In Sociological Methods and Research (Vol. 36, Issue 1). 

https://doi.org/10.1177/0049124107301947 

Browne, M. W., & Cudeck, R. (1992). Alternative ways of assessing model fit. Sociological 

Methods & Research, 21(2), 230–258. https://doi.org/10.1177/0049124192021002005 

Chotivanich, P. (2014). Service quality, satifaction, and customer loyalty in a full-service 

domestic airline in Thailand. International Journal of Arts & Sciences, 07(03), 161– 

169. 

Ehigie, B. O. (2006). Correlates of customer loyalty to their bank: A case study in Nigeria. 

International Journal of Bank Marketing, 24(7), 494–508. 

https://doi.org/10.1108/02652320610712102 

Filiz, Z. (2010). Service quality of travel agents in Turkey. Quality and Quantity, 44(4), 793– 

805. https://doi.org/10.1007/s11135-009-9233-z 

Hadiyati, E. (2010). Analisis kualitas pelayanan dan pengaruhnya terhadap loyalitas 

pelanggan (studi kasus pada pt. pos Indonesia (Persero) Kantor Pos Lawang). Jurnal 

Manajemen, 2(2), 81–90. https://doi.org/10.1017/CBO9781107415324.004 

Hooper, D., Coughlan, J., & Mullen, M. R. (2008). Structural equation modelling : guidelines 

for determining model fit structural  equation modelling :  guidelines  for  determining 

model fit. Dublin Institute of Technology ARROW @ DIT, 6(1), 53–60. 

www.ejbrm.com 

Huang, Y.-K. (2009). The effect of airline service quality on passengers’ behavioural 

intentions using servqual scores: A Taiwan case study. Journal of the Eastern Asia 

Society for Transportation Studies, 8(1), 2330–2343. 

https://pdfs.semanticscholar.org/cede/5829392008ed89cfc182ae47091e6ea6c131.pdf 

Jamal, A., & Anastasiadou, K. (2009). Investigating the effects of service quality dimensions 

and expertise on loyalty. European Journal of Marketing, 43(3–4), 398–420. 

https://doi.org/10.1108/03090560910935497 

Jofreh, M., & Rostami, A. (2014). An Investigation the Effect of Improving Taxpayer Service 

Satisfaction VAT Department in Tehran. 3, 198–203. 

Journal, A. M., & Ali, H. (2017). Analysis of the company image and service quality through 

customer satisfaction to customer loyalty (a field research in pt . nusantara water 

centre). 149–158. https://doi.org/10.21276/sb.2017.3.3.10 

Kant, R., Jaiswal, D., & Mishra, S. (2017). The investigation of service quality dimensions, 

customer satisfaction and corporate image in Indian public sector banks: An 

Application of Structural Equation Model(SEM). Vision, 21(1), 76–85. 

https://doi.org/10.1177/0972262916681256 

Kaura, V. (2013). Antecedents of customer satisfaction: A study of Indian public and private 

sector banks. International Journal of Bank Marketing, 31(3), 167–186. 

https://doi.org/10.1108/02652321311315285 

Kheng, L. L., Mahamad, O., Ramayah, T., & Mosahab, R. (2010). The impact of service 

quality on customer loyalty: a study of banks in Penang, Malaysia. International 

Journal of Marketing Studies, 2(2). https://doi.org/10.5539/ijms.v2n2p57 

https://dinastirpub.org/DIJMS
http://www.ejbrm.com/


Volume 1, Issue 4, March 2020 E-ISSN : 2686-522X, P-ISSN : 2686-5211 

Available Online: https://dinastirpub.org/DIJMS Page 594 

 

 

Krishna Naik, C. N., Gantasala, S. B., & Prabhakar, G. V. (2010). Service quality (servqual) 

and its effect on customer satisfaction in retailing. European Journal of Social 

Sciences, 16(2), 239–251. 

Kumar, M., Kee, F. T., & Charles, V. (2010). Comparative evaluation of critical factors in 

delivering service quality of banks: An application of dominance analysis in modified 

SERVQUAL model. International Journal of Quality and Reliability Management, 

27(3), 352–378. https://doi.org/10.1108/02656711011023320 

Kumar, V., Pozza, I. D., & Ganesh, J. (2013). Revisiting the satisfaction-loyalty relationship: 

Empirical generalizations and directions for future research. Journal of Retailing, 

89(3), 246–262. https://doi.org/10.1016/j.jretai.2013.02.001 

Lau, M. M., Cheung, R., Lam, A. Y. C., & Chu, Y. T. (2013). Measuring service quality in 

the banking industry: A Hong Kong based study. Contemporary Management 

Research, 9(3), 263–282. https://doi.org/10.7903/cmr.11060 

Meiliani, S. D., & Mustikasari, A. (2018). The influence of service quality to costumer 

satisfaction case study services private company at pt tiki jalur nugraha ekakurir (jne) 

di cabang setrasari mall Bandung. 4(3), 1153–1162. 

Mohammad, A., & Alhamadani, S. (2011). Service quality perspectives and customer 

satisfaction in commercial banks working in Jordan. Middle Eastern Finance and 

Economics, 14(14), 60–69. 

https://www.pu.edu.jo/download/research/members/245_1760_Shir.pdf 

Munusamy, J., Chelliah, S., & Mun, H. (2010). Service quality delivery and its impact on 

customer satisfaction in the banking sector in Malaysia. International Journal of 

Innovation, …, 1(4), 398–404. http://www.ijimt.org/papers/71-M461.pdf 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model service its 

quality and implications for future research. Research Paper, 49(4), 41–50. 

https://doi.org/10.1016/S0148-2963(99)00084-3. 

Agyapong, G. K. . (2011). The effect of service quality on customer satisfaction in the utility 

industry – a case of vodafone (Ghana). International Journal of Business and 

Management, 6(5), 203–210. https://doi.org/10.5539/ijbm.v6n5p203 

Al-Azzam, A. F. M. (2015). The impact of service quality dimensions on customer 

satisfaction: a field study of Arab bank in irbid city, Jordan. European Journal of 

Business and ManagementOnline), 7(15), 2222–2839. 

Ali, H., Hadibrata, B., & Buchori, C. D. (2016). One stop services : quality of service and 

accessibility to the investor loyalty : the investment coordinating board. International 

Journal of Business and Commerce, 6(01), 38–50. 

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

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

Economic Research, 14(6), 3527–3534. 

Arokiasamy, A. R. A., & Abdullah, A. G. (2013). Service quality and customer satisfaction in 

the cellular telecommunication service provider in Malaysia. Journal of Arts, Science 

& Commerce, 6(2), 1–9. http://www.researchersworld.com/vol4/issue2/Paper_01.pdf 

https://dinastirpub.org/DIJMS
http://www.pu.edu.jo/download/research/members/245_1760_Shir.pdf
http://www.pu.edu.jo/download/research/members/245_1760_Shir.pdf
http://www.ijimt.org/papers/71-M461.pdf
https://doi.org/10.1016/S0148-2963(99)00084-3
http://www.researchersworld.com/vol4/issue2/Paper_01.pdf


Volume 1, Issue 4, March 2020 E-ISSN : 2686-522X, P-ISSN : 2686-5211 

Available Online: https://dinastirpub.org/DIJMS Page 595 

 

 

Astini, R., & Sulistiyowati, I. (2015). Pengaruh destination image, travel motivation, dan 

kualitas pelayanan terhadap kepuasan pengunjung (studi kasus pada wisatawan 

nusantara muslim di pantai carita pandeglang Banten). Jurnal Ilmiah Manajemen Dan 

Bisnis, 1(2), 63–73. https://doi.org/10.22441/jimb.v1i3.576 

Bollen, K. A., Kirby, J. B., Curran, P. J., Paxton, P. M., & Chen, F. (2007). Latent variable 

models under misspecification two-stage least squares (2SLS) and maximum 

likelihood (ml) estimators. In Sociological Methods and Research (Vol. 36, Issue 1). 

https://doi.org/10.1177/0049124107301947 

Browne, M. W., & Cudeck, R. (1992). Alternative ways of assessing model fit. Sociological 

Methods & Research, 21(2), 230–258. https://doi.org/10.1177/0049124192021002005 

Chotivanich, P. (2014). Service quality, satifaction, and customer loyalty in a full-service 

domestic airline in Thailand. International Journal of Arts & Sciences, 07(03), 161– 

169. 

Ehigie, B. O. (2006). Correlates of customer loyalty to their bank: A case study in Nigeria. 

International Journal of Bank Marketing, 24(7), 494–508. 

https://doi.org/10.1108/02652320610712102 

Filiz, Z. (2010). Service quality of travel agents in Turkey. Quality and Quantity, 44(4), 793– 

805. https://doi.org/10.1007/s11135-009-9233-z 

Hadiyati, E. (2010). Analisis kualitas pelayanan dan pengaruhnya terhadap loyalitas 

pelanggan (studi kasus pada pt. pos Indonesia (Persero) Kantor Pos Lawang). Jurnal 

Manajemen, 2(2), 81–90. https://doi.org/10.1017/CBO9781107415324.004 

Hooper, D., Coughlan, J., & Mullen, M. R. (2008). Structural equation modelling : guidelines 

for determining model fit structural  equation modelling :  guidelines  for determining 

model fit. Dublin Institute of Technology ARROW @ DIT, 6(1), 53–60. 

www.ejbrm.com 

Huang, Y.-K. (2009). The effect of airline service quality on passengers’ behavioural 

intentions using servqual scores: A Taiwan case study. Journal of the Eastern Asia 

Society for Transportation Studies, 8(1), 2330–2343. 

https://pdfs.semanticscholar.org/cede/5829392008ed89cfc182ae47091e6ea6c131.pdf 

Jamal, A., & Anastasiadou, K. (2009). Investigating the effects of service quality dimensions 

and expertise on loyalty. European Journal of Marketing, 43(3–4), 398–420. 

https://doi.org/10.1108/03090560910935497 

Jofreh, M., & Rostami, A. (2014). An Investigation the Effect of Improving Taxpayer Service 

Satisfaction VAT Department in Tehran. 3, 198–203. 

Journal, A. M., & Ali, H. (2017). Analysis of the company image and service quality through 

customer satisfaction to customer loyalty (a field research in pt . nusantara water 

centre). 149–158. https://doi.org/10.21276/sb.2017.3.3.10 

Kant, R., Jaiswal, D., & Mishra, S. (2017). The investigation of service quality dimensions, 

customer satisfaction and corporate image in Indian public sector banks: An 

Application of Structural Equation Model(SEM). Vision, 21(1), 76–85. 

https://doi.org/10.1177/0972262916681256 

https://dinastirpub.org/DIJMS
http://www.ejbrm.com/


Volume 1, Issue 4, March 2020 E-ISSN : 2686-522X, P-ISSN : 2686-5211 

Available Online: https://dinastirpub.org/DIJMS Page 596 

 

 

Kaura, V. (2013). Antecedents of customer satisfaction: A study of Indian public and private 

sector banks. International Journal of Bank Marketing, 31(3), 167–186. 

https://doi.org/10.1108/02652321311315285 

Kheng, L. L., Mahamad, O., Ramayah, T., & Mosahab, R. (2010). The impact of service 

quality on customer loyalty: a study of banks in Penang, Malaysia. International 

Journal of Marketing Studies, 2(2). https://doi.org/10.5539/ijms.v2n2p57 

Krishna Naik, C. N., Gantasala, S. B., & Prabhakar, G. V. (2010). Service quality (servqual) 

and its effect on customer satisfaction in retailing. European Journal of Social 

Sciences, 16(2), 239–251. 

Kumar, M., Kee, F. T., & Charles, V. (2010). Comparative evaluation of critical factors in 

delivering service quality of banks: An application of dominance analysis in modified 

SERVQUAL model. International Journal of Quality and Reliability Management, 

27(3), 352–378. https://doi.org/10.1108/02656711011023320 

Kumar, V., Pozza, I. D., & Ganesh, J. (2013). Revisiting the satisfaction-loyalty relationship: 

Empirical generalizations and directions for future research. Journal of Retailing, 

89(3), 246–262. https://doi.org/10.1016/j.jretai.2013.02.001 

Lau, M. M., Cheung, R., Lam, A. Y. C., & Chu, Y. T. (2013). Measuring service quality in 

the banking industry: A Hong Kong based study. Contemporary Management 

Research, 9(3), 263–282. https://doi.org/10.7903/cmr.11060 

Meiliani, S. D., & Mustikasari, A. (2018). The influence of service quality to costumer 

satisfaction case study services private company at pt tiki jalur nugraha ekakurir (jne) 

di cabang setrasari mall Bandung. 4(3), 1153–1162. 

Mohammad, A., & Alhamadani, S. (2011). Service quality perspectives and customer 

satisfaction in commercial banks working in Jordan. Middle Eastern Finance and 

Economics, 14(14), 60–69. 

https://www.pu.edu.jo/download/research/members/245_1760_Shir.pdf 

Munusamy, J., Chelliah, S., & Mun, H. (2010). Service quality delivery and its impact on 

customer satisfaction in the banking sector in Malaysia. International Journal of 

Innovation, …, 1(4), 398–404. http://www.ijimt.org/papers/71-M461.pdf 

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1985). A conceptual model service its 

quality and implications for future research. Research Paper, 49(4), 41–50. 

https://doi.org/10.1016/S0148-2963(99)00084-3 

Rigdon, E. E., & Ferguson, C. E. (1991). The performance of the polychoric correlation 

coefficient and selected fitting functions in confirmatory factor analysis with ordinal 

data. Journal of Marketing Research, 28(4), 491. https://doi.org/10.2307/3172790 

Robinson, O. C. (2014). Sampling in interview-based qualitative research: a theoretical and 

practical guide. Qualitative Research in Psychology, 11(1), 25–41. 

https://doi.org/10.1080/14780887.2013.801543 

Shahin, A., & Dabestani, R. (2010). Correlation analysis of service quality gaps in a four-star 

hotel in Iran. International Business Research, 3(3), 40. 

https://doi.org/10.5539/ibr.v3n3p40 

https://dinastirpub.org/DIJMS
http://www.pu.edu.jo/download/research/members/245_1760_Shir.pdf
http://www.pu.edu.jo/download/research/members/245_1760_Shir.pdf
http://www.ijimt.org/papers/71-M461.pdf


Volume 1, Issue 4, March 2020 E-ISSN : 2686-522X, P-ISSN : 2686-5211 

Available Online: https://dinastirpub.org/DIJMS Page 597 

 

 

Shahin, A., & Janatyan, N. (2011). Estimation of customer dissatisfaction based on service 

quality gaps by correlation and regression analysis in a travel agency. International 

Journal of Business and Management, 6(3), 99–108. 

https://doi.org/10.5539/ijbm.v6n3p99 

Suryani, T. (2017). Manajemen pemasaran strategi bank di era global. 1(September 2001), 

383–387. 

Tanoto, S. (2019). Pengaruh kualitas layanan terhadap kepuasan pelanggan di pt hastaco tour 

and travel, 7(1). 

Thanh, N., Thi, N., & Mai, T. (2014). Service quality and its impact on patient satisfaction : 

an investigation in vietnamese public hospitals. Journal of Emerging Economies and 

Islamic Research. 

Widjoyo, I. O., Rumambi, L. J., & Kunto, Y. S. (2013). Analisa pengaruh kualitas layanan 

terhadap kepuasan konsumen pada layanan drive thru mcdonald’s basuki rahmat 

Surabaya. Jurnal Manajemen Pemasaran, 1(1), 1–12. 

https://dinastirpub.org/DIJMS

