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Abstract 

 
Aim: This study aims to analyze the effect of product quality and customer value on 
satisfaction and loyalty. Materials and methods: The population used in this study is adult 
customers who have consumed generic drugs in Semarang City - Indonesia. The 
questionnaires used are answered by 147 customers who had made a purchase transaction. 
Results: The results of the study indicate that product quality has a positive and significant 
effect on customer value, satisfaction, and loyalty. Customer value has a positive and 
significant effect on satisfaction but not on customer loyalty. Customer satisfaction has a 
positive and significant effect on customer loyalty. Conclusion: Mediation test result reveals 
that customer satisfaction mediates the relationship between customer value and customer 
loyalty. 
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Introduction 
 
 Consumption of generic drugs in 
Indonesia is the lowest when compared to 
other ASEAN countries. In Thailand, the 
consumption of generic drugs accounted 
for 25% of drug sales while in Malaysia it 
reached 20% in 2007. Throughout 2007, 
sales of generic drugs consumed by the 
Indonesian people only reached 8.7% of 
total drug sales (Andayani & Satibi, 2016; 
Beall & Attaran, 2017; Hassali & Wong, 
2018; West Java Health Office, 2009). The 
price of drugs in Indonesia is more 
expensive compared to other countries 
because the prices of these drugs are 
included in the distribution costs, 
complicated drug trade management, 
value-added tax, and the cost of promotion 
to doctors. 
 With the government's policy through 
the BPJS program and the use of generic 
drugs, pharmaceutical companies will 
certainly compete in marketing their 
products. One method used by the 
pharmaceutical industry in marketing 
products is the marketing mix strategy. 
Marketing mix in the company can be used 
as one of the considerations in marketing 
the product so that it can achieve the 
expected sales results. The initial stage in 
this activity is the planning of the product 
marketing mix, which is an important stage 
in supporting successful product sales. The 
increasingly fierce market competition 
conditions require companies to plan for a 
better product marketing mix. Therefore, 
the role of product marketing mix planning 
is felt even greater within the company. 
 Product quality plays an important role 
in shaping customer satisfaction, while 
also closely related to creating profits for 
the company. The more product quality is 
provided by the company, the satisfaction 
felt by the customer will be higher (Gök, 
Ersoy, & Börühan, 2019; Hallencreutz & 
Parmler, 2019; Lasander, 2013; Loebis et 
al., 2019). Product quality according to 

Chien & Chi (2019); Kotler and Armstrong 
(2008) is a characteristic of a product or 
service that depends on its ability to satisfy 
customer needs. According to Garvin in 
Tjiptono and Diana (2003), there are eight 
types of dimensions that can be used to 
analyze product quality, namely 
performance, features, reliability, 
conformance to specifications, durability, 
service abilities, aesthetics, and perceived 
quality. 
 Customer satisfaction is the main thing 
that must be achieved by the company to 
get customer loyalty. Research conducted 
by Akbar et al. (2010); Guhl, Blankart, & 
Stargardt (2019); Loebis et al. (2019) state 
that satisfaction is a mediating variable 
between service quality and customer 
loyalty. Most satisfied customers will give 
high loyalty to the company. Loyalty can be 
a driver of repurchase interest. Customer 
satisfaction is an expectation of 
expectations or customer confidence about 
what will be received when using a product 
or service. Customer expectations are 
shaped by previous buying experience and 
from time to time continue to develop 
through the comments of friends and 
acquaintances and promises from the 
company. Therefore, this study aims to 
analyze the effect of product quality and 
customer value on satisfaction and loyalty. 
 

Literature Review 
 

Customer Loyalty  
Loyalty is the formation of attitudes 

and behavior patterns of a customer 
towards the purchase and use of products 
resulting from their previous experience 
(Griffin, 2005). The concept of customer 
loyalty used in this study is a commitment 
held strong by customers to make 
purchases, use products from the company 
in the long run (repeatedly), recommend 
the company's products to colleagues 
despite the influence of situations and 
business targets that have the potential to 
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change customer behavior (Oliver, 1999; 
Lovelock, Wirtz and Mussry, 2010; 
Zeithaml et al., 1996; Gremler and Brown, 
1996). Customer loyalty can also be defined 
based on consistent buying behavior 
(Griffin, 2005). Customer loyalty is a 
reliable measure for predicting sales 
growth. 
 

Customer Satisfaction 
The definition of satisfaction 

according to Kottler and Keller (2013) is 
someone's feeling of pleasure or 
disappointment as a result of a comparison 
between the product received and 
expected. Engel et al. (1994) state that 
customer satisfaction is a full evaluation 
where the alternative is chosen has at least 
the same results or exceeds customer 
expectations, while dissatisfaction arises if 
the results obtained do not meet customer 
expectations. Oliver and Richard (1999) 
state that satisfaction is a response of 
customer attitudes on the fulfillment of all 
needs or products purchased according 
based on their expectations. Zeithaml et al. 
(1993) explained that customer 
expectations have a very important role in 
determining product quality and customer 
satisfaction because there is a close 
relationship between determining quality 
and customer satisfaction. The concept of 
customer satisfaction used in this study is 
that customer responses can be in the form 
of feelings of pleasure or disappointment 
over the comparison between the product 
received and expected as an evaluation or 
overall customer evaluation of the product 
and experience of using the product or 
service (Oliver 1980; Taylor and Beker 
1994; Engel et al., 2010; Johnson and 
Fornell 1991 in Edvardson et al., 2000; 
Kotler & Keller, 2013).  
 

Customer Value 
Customer value is the difference 

between the value obtained by the 
customer by owning and using a product 

with the costs incurred to obtain the 
product (Kotler and Keller, 2013). Value for 
customers is the difference between the 
total value for the customer and the total 
cost of the customer to the marketing offer. 
Total customer value is the total value of 
the product, service, personnel, and image 
that the buyer receives from marketing 
offers. Total customer costs are the total 
monetary, time, complete, and 
psychological costs associated with 
marketing offers. Customer value is the 
customer's perception of the value at which 
the company must consider the value in 
developing products or services so that it is 
in line with what customers expect.  
 

Product Quality  
The definition of product according 

to Kotler & Armstrong (2001) is anything 
that can be offered to the market to get 
attention, bought, used, or consumed that 
can satisfy a desire or need. Conceptually, 
the product is a subjective understanding 
of the producer of something that can be 
offered as an effort to achieve 
organizational goals through meeting 
customer needs and activities, following 
the organization's competence and 
capacity and market purchasing power. 
Besides, products can also be defined as 
customer perceptions described by 
producers through their production 
results. Products are seen as important by 
customers and are used as the basis for 
purchasing decisions. 
 

Hypotheses Development 
 

Product Quality and Customer Value 
If the product has customer 

expectations, the customer will be happy 
and assume that the product is acceptable 
(Afshar et al., 2011). Provision of the best 
products is a must for a company. The 
better the quality of the products offered by 
the company, the higher the customer 
satisfaction. Higher customer expectations 
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are reflected through a higher level of 
customer trust (Hidayat, 2009). Thus, 
H1: Product quality has a positive effect on 
customer value. 
 

Product Quality and Customer 
Satisfaction 
Kotler and Armstrong (1996) 

suggested that product quality has a very 
close relationship with customer 
satisfaction because product quality can be 
assessed from the ability of products to 
create customer satisfaction. Research 
conducted by Ahmad Sururi and Mudji 
Astuti (2003) found empirical evidence that 
product quality has a significant effect on 
customer satisfaction. Also, research 
conducted by Andaleeb and Conway (2006) 
concluded that customer satisfaction is 
largely influenced by product quality. The 
same thing was also concluded by Mulyono 
et al. (2007) that product quality has a 
positive and significant effect on customer 
satisfaction. 

The relationship between product 
quality and customer satisfaction is very 
closely related. Usually, if the product 
offered by the company is of good quality, 
the customer will buy and consume the 
product directly beyond the expectations of 
the customer so that they are satisfied with 
the product. Thus,  
H2: Product quality has a positive effect on 
customer satisfaction 
 

Customer Value and Customer 
Satisfaction 
A product is said to have high value in 

the eyes of the customer if it can provide 
the minimum quality, benefits, and 
sacrifice. The better the value for the 
customer provided by the company, the 
more satisfied the customer is with the 
product. This means that the value for 
customers has a positive and significant 
effect on customer satisfaction. The 
product value indicator as a measure of 
customer value is the largest compared to 

the service value indicator. This means 
that the product value indicator is more 
dominant as a measure of value variables 
for customers. So the variable customer 
satisfaction is influenced by variable values 
for customers, especially indicators of 
product value according to Monroe 
research in Hidayat (2009) and Haemoon 
(1999). The results of their study support 
and prove a positive and significant 
relationship between value for customers 
and customer satisfaction. Thus, 
H3: Customer value has a positive effect on 
customer satisfaction. 
 

Product Quality and Customer Loyalty 
Product quality has a very close 

relationship with customer satisfaction 
because product quality can be assessed 
from the product's ability to create 
customer satisfaction. Research conducted 
by Jahanshahi, Asghar Afshar et al. (2011) 
concluded that service quality and product 
quality have a positive and significant 
effect on customer satisfaction and 
customer loyalty. The same thing was also 
concluded by Halim, Peter et al. (2014) that 
product quality has a significant effect on 
customer loyalty. The relationship of 
product quality with customer loyalty is the 
satisfaction of purchasing products offered 
to customers, they continue to buy and use 
these products regularly and are not 
interested in other products because they 
already believe in the product so they 
remain loyal and recommend the product 
to others. Thus,  
H4: Product quality has a positive effect on 
customer loyalty.  
 

Customer Value and Customer 
Loyalty 
Value for customers has a positive 

and significant effect on customer loyalty. 
This means that the better the value for the 
customer the company provides, the more 
customer feels loyal to the product. Value 
is intended to provide benefits to 
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customers. The benefits received by 
customers will greatly determine the 
success of a business because of the 
perception and expectations following 
product reality. If the customer's 
perception after making a transaction 
turns out not to be as expected, the 
customer will be disappointed and not 
repeat the transaction and vice versa 
(Hidayat, 2009). Thus, 
H5: Customer value has a positive effect on 
customer loyalty. 
 

Customer Satisfaction and Customer 
Loyalty 
Customer satisfaction is determined 

by customer perceptions of product 
performance (Tjiptono, 2008). The results 
of research conducted by Asep et al. (2012) 
show that there is a positive relationship 
between customer satisfaction and loyalty. 
Customers who are satisfied after using the 
product provided will encourage the 
customer's desire to use the product in the 
future. Research by Musanto and Trisno 
(2004) proves that there is a positive and 
significant influence between customer 
satisfaction and loyalty. Satisfaction will 
arise if customers rate positively on their 
transaction experience. With a positive 
impression or assessment, customers will 
be willing to remain loyal to the company. 
Thus,  
H6: Customer satisfaction has a positive 
effect on customer loyalty.  
 

Materials And Methods 
 

 In this study, the population used is 
adult customers who have consumed 
generic drugs in Semarang City - 
Indonesia. The questionnaire used is 
answered by customers who had already 
made a purchase transaction. The 
sampling technique is non-probability 
sampling. The sampling method used in 
this study is purposive sampling. 
According to Arikunto (2010), purposive 

sampling is a sampling technique in which 
researcher depends on his/ her own 
augment when deciding representative of 
population to perform in the study. The 
determined criteria are customers who 
have taken generic drugs at least twice so 
that a sample of 147 customers is obtained. 
 The results of the descriptive analysis 
of respondents showed that 46.3% of 
respondents were male, and 537% were 
female. The average age of respondents is 
38 - 47 years, with the latest education 
being a bachelor, and the average income 
is 2,000,000 - 3,000,000 million rupiah per 
month. 
 

Results 
 

Validity and Reliability 
The validity test results show that all 

variables have a KMO value that is higher 
than the predetermined requirements that 
are ≥ 0.50. This means that product 
quality, customer value, customer 
satisfaction, and customer loyalty meet the 
requirements of the validity test. The 
results of the factor loading value of each 
variable also meet the requirements of ≥ 
0.04. This shows that all question items 
raised in the research questionnaire were 
declared valid and could be used for 
research data collection. 

Based on the results of the reliability 
test using the Cronbach alpha, the value of 
the reliability coefficient for question items 
regarding product quality, customer value, 
customer satisfaction, and customer 
loyalty is ≥ 0.70. Therefore, these variables 
can be declared reliable and can be used 
for research data collection. 
 

Coefficient Determination 
The results of data analysis showed 

that product quality affected customer 
value by 28.4% and the rest (71.6%) was 
explained by other factors not present in 
this study. Product quality and customer 
value affect customer satisfaction by 25.5% 
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and the rest (74.5%) is explained by other 
factors not present in this study. Product 
quality, customer value, and satisfaction 
affect customer loyalty by 34.3% and the 
rest (65.7%) is explained by other factors 
not present in this study. 

The result of the feasibility test of the 
model (F-test) shows that the significance 
value is 0.000 α (0.05). This shows that the 
independent variables used, namely 
product quality and customer value 
simultaneously affect customer 
satisfaction. Product quality, customer 
value, and customer satisfaction 
simultaneously also affect customer 
loyalty. 
 

Hypotheses Testing 
The test results show that product 

quality has a significant effect on customer 
satisfaction. This can be seen from the 
significant value that meets the 
requirements of 0.000 ≤ 0.050. The test 
results also indicate that customer value 
has a significant effect on customer 
satisfaction. This can be seen from the 
significant value that meets the 
requirements of 0.024 ≤ 0.050. 

The results of tests conducted on 
product quality, customer value, and 
customer satisfaction indicate that product 
quality has a significant effect on customer 
loyalty, where the significance value meets 
the requirements of 0.000 ≤ 0.050; 
customer value does not affect customer 
loyalty, where the significance value is 
0.336 > 0.050; satisfaction has a significant 
effect on customer loyalty, where the 
significance value meets the requirements 
of 0.004 ≤ 0.050. 
 

Testing of Mediation Effect 
The mediation test in this study uses 

the path analysis method that can estimate 
the direct or indirect relationship of the 
independent variable to the dependent 
variable through the mediator variable. In 

this study, there are two mediation tests 
namely: 
1. Mediation test 1: the relationship 

between product quality and customer 
satisfaction with customer value as a 
mediating variable. Mediation test 
results 1 prove the magnitude of the 
indirect effect of 0.538 x 0.194 = 0.104 is 
smaller than the direct effect of 0.385. 
Therefore, the relationship between 
product quality and customer 
satisfaction is more effective and has a 
direct effect, or customer value does not 
mediate the effect of product quality on 
satisfaction.  

2. Mediation test 2: the relationship 
between customer value and customer 
loyalty and customer satisfaction as a 
mediating variable. Mediation 2 test 
results found that customer value does 
not significantly influence customer 
loyalty so that customer satisfaction 
fully mediates the relationship between 
customer value and customer loyalty. 
Therefore, customer value is a more 
effective indirect effect on customer 
loyalty where customer satisfaction 
mediates the relationship between 
customer value and customer loyalty. 

 
Discussion 

 
The first hypothesis test results show 

that product quality has a positive and 
significant effect on customer value. The 
second hypothesis test shows that product 
quality has a positive and significant effect 
on customer satisfaction. These results are 
consistent with research conducted by 
Aburumman & Nieto (2019); Gök, Ersoy, & 
Börühan, 2019; Hallencreutz & Parmler, 
2019; Loebis et al., 2019; Mulyono et al. 
(2007); Sururi et al. (2003) that product 
quality has a positive and significant effect 
on customer satisfaction. Generic drugs 
circulating in the community have good 
quality, so customers feel satisfied in 
purchasing these drugs. The results of 
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testing the third hypothesis show that 
customer value has a positive and 
significant effect on satisfaction. The fourth 
hypothesis test results prove that product 
quality has a positive and significant effect 
on customer loyalty. These results are 
consistent with research conducted by 
Aburumman & Nieto (2019); Chadwick & 
Piartrini (2019); Loebis et al. (2019); 
Jahanshahi, Asghar Afshar (2011); Halm et 
al. (2014); Kim & Shim (2019). Generic 
drugs circulating in the community have 
good quality, so customers feel satisfied in 
purchasing these drugs. Because there is a 
sense of satisfaction in the customer over 
the quality of the generic drug, the 
customer becomes loyal in buying back the 
drug. 

The fifth hypothesis test results 
indicate that customer value does not 
affect customer loyalty. The sixth 
hypothesis test results prove that customer 
satisfaction has a positive and significant 
effect on customer loyalty so that the sixth 
hypothesis is accepted. These results are 
consistent with research conducted by 
Asep et al. (2012); Cheng, Gan, Imrie, & 
Mansori (2019); Chou & Kohsuwan (2019); 
El-Adly (2019); Hadi, Aslam, & Gulzar 
(2019); Musanto & Trisno (2004); YuSheng 
& Ibrahim (2019); Zhou et al. (2019). 
Customer satisfaction is the main thing to 
be achieved in marketing generic drug 
products. The more satisfied the customer 
is with the generic drug, the more loyal the 
customer will be in purchasing the drug. 
Mediation test results indicate that 
customer value does not mediate the effect 
of product quality on customer satisfaction. 
However, customer satisfaction mediates 
the effect of customer value on customer 
loyalty. 
 

Conclusion 
 

The results of this study concluded 
that product quality has a positive and 
significant effect on customer value, 

satisfaction, and loyalty. Customer value 
has a positive and significant effect on 
satisfaction but not on customer loyalty. 
Customer satisfaction has a positive and 
significant effect on customer loyalty. 
Mediation test results indicate that 
customer satisfaction mediates the 
relationship between value and customer 
loyalty. 

 
References 

 
Aburumman, N., & Nieto, A. 2019. The 

Effect Of Products Attributes 
Customer Satisfaction On Brand 
Loyalty In The Electronic Appliances 
Industry: Case Of Jordan. Oradea 
Journal of Business and Economics, 
4(Special), 39-51. 

Akbar, Sher. Som, Ahmad Puat Mat. 
Wadood, Fazli. Naser Jamil 
Alzaidiyeen. 2010.  Revitalization 
of Service Quality to Gain Customer 
Satisfaction and Loyalty. International 
Journal and Business Management. 
5(6): 113-122. 

Andaleeb, S.S and Carolyn Conway. 2006. 
“Customer Satisfaction in the 
Restaurant Industry, Journal of 
Service Marketing. 20(1): 3-11. 

Andayani, T. M., & Satibi, S. 2016. Chapter 
3 - Pharmacy Practice in Indonesia. In 
A. I. Fathelrahman, M. I. M. Ibrahim & 
A. I. Wertheimer (Eds.), Pharmacy 
Practice in Developing Countries (pp. 
41-56). Boston: Academic Press. 

Arlin, Adam. 2010, Persepsi Masyarakat 
tentang obat generik (Studi Kualitatif 
di  RSUD Lakipada Kabupaten 
Tator), Fakultas Kesehatan 
Masyarakat, UVRI, Makasar. 

Beall, R. F., & Attaran, A. 2017. A method 
for understanding generic 
procurement of HIV medicines by 
developing countries with patent 
protection. Social Science & 
Medicine, 185, 118-126. doi: 



Euis Soliha et al.          Transylvanian Review: Vol XXVII, No. 45, October 2019 

20 

 

https://doi.org/10.1016/j.socscimed.2
017.05.012 

Chadwick, C., & Piartrini, P. S. 2019. 
Product Quality, Convenience and 
Brand Loyalty: A Case Study of 
SilverQueen’s Adolescent Consumers. 
Paper presented at the 12th 
International Conference on Business 
and Management Research (ICBMR 
2018). 

Cheng, B. L., Gan, C. C., Imrie, B. C., & 
Mansori, S. 2019. Service recovery, 
customer satisfaction and customer 
loyalty: evidence from Malaysia’s 
hotel industry. International Journal 
of Quality and Service Sciences. 

Chien, L., & Chi, S. 2019. Corporate image 
as a mediator between service quality 
and customer satisfaction: difference 
across categorized exhibitors. 
Heliyon, 5(3), e01307. doi: 
https://doi.org/10.1016/j.heliyon.2019.
e01307 

Chou, S.-K., & Kohsuwan, P. 2019. Impact 
of Corporate Image, Service Quality, 
Trust, and Perceived Value on 
Chinese Customer Satisfaction and 
Loyalty. Human Behavior, 
Development And Society, 20(3), 
41-51. 

El-Adly, M. I. 2019. Modelling the 
relationship between hotel perceived 
value, customer satisfaction, and 
customer loyalty. Journal of Retailing 
and Consumer Services, 50, 322-332. 
doi: 
https://doi.org/10.1016/j.jretconser.20
18.07.007 

Garattini L, Tediosi F. 2000. Health 
economics and generic drugs (in 
Italian). Economia sanitaria e farmaci 
generici. Milan. Publisher: K2. 

Gök, O., Ersoy, P., & Börühan, G. 2019. The 
effect of user manual quality on 
customer satisfaction: the mediating 
effect of perceived product quality. 
Journal of Product & Brand 
Management. 

Guhl, D., Blankart, K. E., & Stargardt, T. 
2019. Service quality and perceived 
customer value in community 
pharmacies. Health services 
management research, 32(1), 36-48. 

Hadi, N. U., Aslam, N., & Gulzar, A. 2019. 
Sustainable Service Quality and 
Customer Loyalty: The Role of 
Customer Satisfaction and Switching 
Costs in the Pakistan Cellphone 
Industry. Sustainability, 11(8), 2408. 

Hallencreutz, J., & Parmler, J. 2019. 
Important drivers for customer 
satisfaction – from product focus to 
image and service quality. Total 
Quality Management & Business 
Excellence, 1-10. doi: 
10.1080/14783363.2019.1594756 

Hassali, M. A., & Wong, Z. Y. 2018. Chapter 
12 - Overcoming Challenges of 
Generic Medicines Utilization in Low- 
and Middle-Income Countries: 
Lessons Learned From International 
Experiences. In M. I. M. Ibrahim, A. I. 
Wertheimer & Z.-U.-D. Babar (Eds.), 
Social and Administrative Aspects of 
Pharmacy in Low- and Middle-Income 
Countries (pp. 197-210): Academic 
Press. 

Hidayat, R. 2009. Pengaruh Kualitas 
Layanan, Kualitas Produk dan Nilai 
Nasabah terhadap Kepuasan dan 
Loyalitas Nasabah Bank Mandiri. 
Jurnal Manajemen dan 
Kewirausahaan. 111(1). 

Hoeffler,  Steve.,  Keller,  Kevin  Lane,  
2003,  The  Marketing Advantages 
of Strong  Brands.  Brand 
Management. 10(6). 
 

Hossain, Enayet. 2007. An evaluation of 
Brand Image, Product attributes and 
Perceived Quality of a Selected 
ConsumerNon-durable Product. 
Administration and Management 
Review. 19(2). 

Ishak, Asmai. 2005. Pentingnya Kepuasan 
Konsumen dan Implementasi Strategi 



Euis Soliha et al.          Transylvanian Review: Vol XXVII, No. 45, October 2019 

21 

 

Pemasaranya. Jurnal Siasat Bisnis, 
1-11. 

Kim, H.-S., & Shim, J.-H. 2019. The effects 
of quality factors on customer 
satisfaction, trust and behavioral 
intention in chicken restaurants. 
International Journal of Industrial 
Distribution & Business, 10(4), 43-56. 

Kotler, P dan Gary Armstrong. 2008. 
Prinsip - Prinsip Pemasaran edisi 12. 
Jakarta: Erlangga. 

Kottler dan Keller, Kevin Lane. 2007. 
Manajemen Pemasaran 1, Jilid 1. Ahli 
bahasa  Benyamin Molan. Jakarta: 
Erlangga. 

Kotler, P, and Kevin L 
Keller.2012.Marketing Management. 
14th Edition. Pearson, United States 
of America. 

Lasander, Christian. 2013. Citra Merek 
Kualitas Produk dan Promosi 
pengaruhnya terhadap kepuasan 
konsumen pada makanan tradisional. 
Jurnal EMBA Universitas 
Samratulangi, Manado. 

Loebis, P. H., Utami, S., Basyir, M., 
Rakhmawati, L., Fahmi, I., Aprilia, C., 
& Fauziati, R. (2019). Mediated Effect 
of Consumer Satisfaction on the 
Influences of Experiential Marketing 
and Product Quality on Customer 
Loyalty of Maybelline Cosmetic 
Products in Banda Aceh, Indonesia. 
Paper presented at the 1st Aceh 
Global Conference (AGC 2018). 

Lupiyoadi, Rambat. 2001. Manajemen 
Pemasaran Jasa. Edisi Pertama, 
Salemba Empat, Jakarta 

Oliver, Richard L., 1993, Cognitive, 
Affective and Attribute Base of The 
Satisfaction Response. Journal of 
Consumer, 20. 

Sparks, Richard E. and Richard D. Legault. 
1993. A Definition of Quality for Total 
Customer Satisfaction: The Bridge 
between Manufacturer and Customer, 
Sam Advanced Management Journal, 
Winter, 16-27. 

Sururi, Ahmad dan Mudji Astuti. 2003. 
Pengaruh Kualitas Produk Telepon 
Selular Nokia terhadap Kepuasan 
Pelanggan di Universitas 
Muhammadiyah Sidoarjo, Iktisadia, 
2(2): 249-262. 

Suwarni dan Septina D. M. 2011. Pengaruh 
Kualitas Produk dan Harga terhadap 
Loyalitas melalui Kepuasan 
Konsumen. Jurnal Ekonomi Bisnis. 
Fakultas Ekonomi. Malang: 
Universitas Negeri Malang. 

Thakur, S, and Singh. 2012. Brand Image, 
Customer Satisfaction and Loyalty 
Intention: A Study In The Context Of 
Cosmetic Product Among The People 
Of Central India. EXCEL International 
Journal of Multidisciplinary 
Management Studies. 2(5): 55-67. 

Tjiptono, Fandy dan Anastasia Diana, 2003, 
Total Quality Management, Edisi 
Kelima, Andi, Yogyakarta. 

Viot, C. 2007. Effect of Inner and Social 
Dimension of Brand Image on 
Consumer Attitude Toward Brand 
Extension.[On-Line]. Available FTP: 
http://www.proquest.com. 

YuSheng, K., & Ibrahim, M. (2019). Service 
innovation, service delivery and 
customer satisfaction and loyalty in 
the banking sector of Ghana. 
International Journal of Bank 
Marketing. 

Zhou, R., Wang, X., Shi, Y., Zhang, R., 
Zhang, L., & Guo, H. 2019. Measuring 
e-service quality and its importance 
to customer satisfaction and loyalty: 
an empirical study in a telecom 
setting. Electronic Commerce 
Research, 19(3), 477-499. 

 
 

http://www.proquest.com/

