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gf{ Ze’ product quality and price have a significant contribution to consumer satisfaction
Product quality, and loyalty. The research model is valid with outer loading > 0.706 and reliable
Service quality, with AVE > 0.874 and improving service quality, product quality and prices in line
SEM (Structural Equation Modeling). with consumer values will increase consumer satisfaction and loyalty. It is hoped
that this research can provide theoretical and practical contributions in increasing
consumer satisfaction and loyalty at “Beli Kopi” Baureno Village. The research
also showed that service quality, product and price influence consumer
satisfaction. Product quality is the strongest factor. Consumer satisfaction also has
Corresponding Author: a strong influence on loyalty. To increase sales, research suggests that “Beli Kopi”
b4 ."‘i_dinwah‘/u@smdem-Ub~"‘C-id improve service, maintain product quality at appropriate prices, and create
(Aidin Wahyu Gunawan) attractive promotions.

1. INTRODUCTION

Coffee is one of Indonesia's strategic commodities which not only plays a crucial role in the national economy and the
welfare of farmers, but also colors people's lifestyles, especially generation Z. The coffee business is now mushrooming
not only in urban areas, but is starting to thrive in rural areas. The existence of coffee shops in various regions is clear
evidence of new lifestyle trends. In the midst of the onslaught of generation Z who likes to drink coffee, coffee shops
open up promising business opportunities. However, to achieve optimal success, this coffee shop needs to overcome
several challenges to achieve business sustainability.

In the last decade, the role of farmers in the initial interactions is the key to close relationships, increasing recognition,
quality, price, and long-term relationships (Deina ef al., 2021; Edelmann et al., 2022). Farmers need better coordination
and skills, and farmers still depend on buyers to achieve sustainable coffee business viability (Anik et al., 2024; Pradana
et al., 2020; 2022). A communication model is needed to achieve satisfaction and gain loyalty relationships between
coffee farmers, coffee business people, and customers (Haryati ef a/., 2021; Winantara ef al., 2014).

The growth of coffee shops in strategic routes such as Pantura (North Java Coast Route), opens up business
opportunities amidst the onslaught of generation Z who likes to drink coffee. To maintain business sustainability, coffee
shops face several challenges in the aspects of price, product quality and service quality. Consumers are still unsatisfied
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with the product prices, product quality, and service quality. Poor service quality, inconsistent product quality, and
relatively expensive prices are the causes of suboptimal consumer satisfaction, which in turn, lowering consumer loyalty.

The study of (Chua & Tsialias, 2024) on the Australian supermarket data shows that inflation expectations are
influenced by price escalations. (Zhang et al., 2023) found concept, structure, measurement, and factors that influence
consumer purchasing intentions and environmental sustainability to increase quality of product and service. Retail
studies (Zakaria et al., 2014), prove that loyalty and customer satisfaction programs have a encouraging impact on
customer loyalty, albeit not all programs have the same impact where rebate coupons and member days do not affect
customer satisfaction. (Wahab et a/., 2016) found the ability to increase 10% in hijab consumer loyalty (n = 234) with
satisfaction as a mediator. Study by Mehrez et al. (2023) on Jazan khawlani coffee value chain and marketing strategies
interviewing farmers in 6 regions of Jazan reveal marketing patterns and obstacles faced to increase farmer income.
Findings of (Areiza-Padilla ef al., 2020) on ethnocentrism in developing countries (Colombia) in global services
(Starbucks) show that consumers remain loyal despite local brand preferences (n = 305). Study of Vanharanta et al.
(2015) examining customer experiences at Starbucks™ outlets, revealed that 24 students were satisfied with the quality
of products. The study of Saputra ez al. (2024), found a significant effect of the online shopping experience and product
quality on the consumer loyalty. El-Said & Al-Hajri (2022) reported that the speed and innovation of service influences
satisfaction (p<0.05), perceived risk and increases repeating purchases (p<0.05). (Naveen & Gurtoo, 2020) revealed that
service quality increase consumer satisfaction of a total of 100 respondents with coffee products (p<0.05).

This research aims to analyze the influence of quality of service and product as well as price on the consumer
satisfaction at the "Beli Kopi" coffee shop in Baureno Village, as an intuitive basis for designing effective strategies to
increase satisfaction and loyalty of the consumers, as well as to increase product sales. The study offers a construct
model of service quality, product quality and price as exogenous constructs which are modeled as intervening in
consumer loyalty through consumer satisfaction to design sustainable strategies based on intuition. This study is
expected to increase consumer satisfaction and consumer loyalty by improving service quality, products and prices.
Service quality can be improved through employee training, communication skills, and more effective service. Product
quality can be improved through improved production processes, raw materials and more varied product variants.
Product prices can be considered and optimized to suit consumer values.

2. RESEARCH METHOD

2.1. Research Design and Location

The research design used quantitative with statistical measurements using the Structural Equation Modeling (SEM)
method (Algershi ef al., 2020; Chuenyindee ef al., 2022; Mudjahidin ez al., 2021). To achieve this design, the associative
research strategy was used, because it measures the impact or relationship based on theory which functions to control
the causal symptoms of the construct of service quality, product quality, and price, on the consumer satisfaction and
loyalty at the "Beli Kopi" coffee shop in Baureno Village, Babat — Bojonegoro St. No. 305, Bojonegoro Regency.

2.2. Population and Sampling

This study uses a population of visitors to the "Beli Kopi" coffee shop. Determination of the sample size is accidental
non-probability because it is to facilitate access to visitors without special criteria with a minimum number of respondent
is 10 times the number of constructs. In this research 5 constructs were involved including service quality (X1), product
quality (X2), price (X3), customer satisfaction (Y1), and loyalty (Y2) as further detailed in Table 1. Thus, 10 x 5 =50
respondents were used in this study (Nikmah et a/., 2021; Widodo, 2022).

2.3. Research Instrument

This study implemented three main instruments: an online questionnaire with questions about service quality, product,
price, satisfaction, and consumer loyalty. The distribution is carried out directly at the optimal time, 18:00 to 21:00 WIB,
to facilitate efficient filling, considering the high number of visitors, around 20 to 50 visits. The questionnaire uses a
Likert scale (1 — 5) with closed questions, referring to the constructs of service quality (5 indicators), product quality (8
indicators), and price (4 indicators) to measure satisfaction (3 indicators) and consumer loyalty (5 indicators). Closed-
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Table 1. List of detail operational constructs
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Construct Indicator Question Items References
Services Tangibles (X1.1) 1. Satisfactory physical facilities, equipment and buildings. (Arli & Tjiptono, 2014; Pradana
quality (X1)  Reliability (X1.2) 2. The services provided are reliable and accurate. et al.,2023a; 2023)
Responsiveness (X1.3) 3. Ability to assist customers and deliver services quickly.
Assurance (X1.4) 4. Employee skills and manners that inspire confidence and (Munawaroh et al., 2024; Smetek
trust. et al., 2023; Palencia et al., 2022)
Empathy (X1.5) 5. Personal care and attention to customers.
Product Performance (X2.1) 1. Basic operating characteristics: serving speed, color and (Pradana, 2021; Pradana et al.,
quality (X2) image, product cleanliness. 2020; Prasetyo et al., 2022)
Features (X2.2) 2. Special complementary characteristics: features that add
style to enjoying the product.
Reliability (X2.3) 3. Probability of failure: the possibility of product failure or
damage within a certain time.
Conformance (X2.4) 4. Standard quality: the degree of product conformity to (J & Ariyanti, 2020; Souri ef al.,
established standards. 2018)
Durability (X2.5) 5. Product durability: beverage products have good durability
when stored in a cool place.
Serviceability (X2.6) 6. Ease of maintenance: speed and ease of product repair.
Aesthetics (X2.7) 7. Staff competence: competence and friendliness of staff. (Koech et al., 2023; Silas et al.,
Perceived quality (X2.8) 8. Product appearance: product appearance that can be 2022; Muhammad et al., 2024; Yu
assessed, such as taste and aroma. etal.,2023)
Price (X3) Price affordability (X3.1) 1. Consumers able to pay the prices set by the shop owner. (Lusianto et al., 2024; Komari,
Price competitiveness 2. Consumers often go with the higher price of goods duetoa ~ 2021; Nikmah ez al., 2021;
(X3.2) perception a difference quality. Pradana et al., 2022)
Price conformity with 3. Consumers agree to buy a good if they perceive that
product quality (X3.3) benefits are higher than or equal to price paid.
Price conformity with 4. Consumers frequently compare the price of similar ( Iswahyuningsih et al., 2022; Anik
benefits (X3.4) products, taking into account how cheap a product is. et al., 2024; Supana et al., 2021)
Consumer Expectation conformity 1. Customer satisfaction is not measured directly, but from (Oktari ef al., 2020; Themba et al.,
Satisfaction  (Y1.1) the conformity of expectations and performance. 2019; Satriyono ez al., 2019)
YD Interest to revisit (Y1.2) 2. Customer satisfaction is measured by “repurchase” Rejon-Guardia et al., 2023; Olvin
Willingness to recommend 3. Customer satisfaction is measured by "recommending" the et al., 2023; Syahputra et al., 2022;
(YL3) product/service to others. Rahmadianti et al., 2023.
Consumer Repeating purchase (Y2.1) 1. Post-purchase satisfaction influences subsequent behavior.  (Silas e al., 2022; Zhang et al.,
Loyalty Habits to consume the 2. Buyers usually consume the brand after repeating 2023; Zukhrufani & Ratnasari,
(Y2) brand (Y2.2) purchases. 2022)
Always love the brand 3. Loyal buyers always love the brand.
(Y2.3)
Consistently chose the 4. Buyers really choose brands with emotional feelings. (Djunaidi & Subagyo, 2020;
brand (Y2.4) Lusianto et al., 2024; Kitu et al.,
Recommending the brand 5. Loyal buyers have pride in and recommend the brand. 2023; Ramadhani et al., 2024)

to others (Y2.5)

door interviews were also conducted to deepen understanding, and direct observations in the shop were carried out to
observe consumer behavior and interactions with staff. Interview transcriptions and observation results were then
analyzed to gain a more holistic understanding. The operational constructs was detailed in Table 1.

2.3. Data Analysis

This research used two data analysis methods, namely quantitative descriptive data analysis and Structural Equation
Model (SEM) (Rossi & Rivetti, 2023). Quantitative descriptive data analysis was used to describe research
characteristics, such as research location and respondent characteristics, by processing data using available statistical
formulas either manually or using a computer. Meanwhile, SEM analysis was used to analyze the influence between
latent constructs and their indicators, as well as the relationship among latent constructs, using SmartPLS software. The
research model consisted of two parts, namely an outer model (measurement model) and an inner model (structural
model) (Yufei ez al., 2022). Model evaluation was carried out by paying attention to convergent validity (factor loading
> 0.50) and discriminant validity (correlation between constructs > 0.50) (Lidiawan, 2024). Reliability was measured
by composite reliability criteria > 0.7 and Cronbach's o > 0.6. In the structural model, R? was used with criteria (weak
model < 0.25, moderate < 0.45, strong >0.70). The criteria for good predictive validity is Q% > 0, while full collinearity
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criteria was concluded if the Variance Inflation Factors (VIF) > 3.3. The effect size criteria (weak > 0.02, medium >
0.15, strong > 0.35) was also taken into consideration (Komari ef al., 2024). Goodness of fit was assessed through
criteria such as APC (p-value < 0.05), ARS (p-value < 0.05), RSCR (acceptable if > 0.7, ideal if = 1), and SSR
(acceptable if > 0.7) (Purwati et al., 2020). Table 2 detailed parameters and their standard values used in this research.

Table 2. Model evaluation criteria along with their standard values

Evaluation Criteria Parameter Standard Value Reference
Convergent Validity Loading Factor >0.50 (Lidiawan, 2024).
Discriminant Validity Correlation >().50 (Lidiawan, 2024).
Reliability Composite Reliability >0.70 (Lidiawan, 2024).

Cronbach Alpha (o) >0.60 (Lidiawan, 2024).
R-Square (R?) Weak <0.25 (Komari et al., 2024)
Moderate 0.25-0.69 (Komari et al., 2024)
Strong >(0.70 (Komari et al., 2024)
O-Square (0% Good predictive validity >0 (Komari ef al., 2024)
VIF (Variance No multi-collinearity <33 (Musyaffi et al., 2021)
Inflation Factors) Full collinearity >33
Effect Size Weak effect >0.02 (Musyaffi et al., 2021)
Moderate effect >0.15 (Musyaffi et al., 2021)
Strong effect > (.35 (Musyaffi et al., 2021)
Goodness of Fit Average Path Coefficient (APC) p-value < 0.05 (Purwati et al., 2020)
Average R-Squared (ARS) p-value <0.05 (Musyaffi et al., 2021)
R-Squared Contribution Ratio (RSCR) Acceptable if RSCR > 0.7 (Musyaffi et al., 2021)
Statistical Suppression Ratio (SSR) Acceptable if SSR > 0.7 (Musyaffi et al., 2021)

2.4. Theoretical basis

Several works have been reported on the relationship between quality of products and services as well as product price
towards satisfaction and loyalty of the customers. Constructive and significant effect of service quality on consumer
satisfaction is reported for different products or sectors, including coffee shop (Rizki ez al., 2021), “geprek” chicken
(Indajang et al., 2023), small holder bank (Tanisah & Maftukhah, 2015), restaurant (Sudarso & Sukiman, 2023), and
hospital (Olvin et al., 2023), health center (Oktari et al.2020), public vehicle (Chuenyindee et al., 2022), tourism
(Lesmana et al., 2021), laundry (Khair et al., 2023), and many others. Sani et al. (2024), however, found that service
quality has no effect on loyalty. Correlation of product price and consumer satisfaction was reported for automobile
(Yoristar, 2016), fried chicken (Sudarso & Sukiman, 2023), laundry (Khair et al., 2023). Sudarso & Sukiman (2023)
also found that product quality influences satisfaction and loyalty the customers. Meanwhile, (Khair ez a/., 2023) also
found that satisfaction of customers has a significant impact on customer loyalty.

Service Quality
(X1)
H-1
H-5, H-6, H-7
. - Cust i
Product Quality -2 Sa:}z f;)::f;rn H-4 Customer Loyalty
(X2) s (Y2)
H-3
Price (X3)

Figure 1. Research conceptual framework (H = hypothesis, number is in accordance to Table 3)
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2.5. Model Hypothesis
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The conceptual framework was presented in Figure 1. Hypothesis decision models with null hypothesis criteria will be
rejected if the p-value is <0.05 and the T-statistic value is >1.65 and the null hypothesis will be accepted if the p-value
is >0.05 and the T-statistic value is <1 .65. There were 7 hypothesis detailed in Table 3.

Table 3. Detailed hypothesis about consumer satisfaction and loyalty at “Beli Kopi” coffee shop

No HO (null hypothesis) H1 (alternative hypothesis)

H-1 Service quality does not positively and significantly Service quality positively and significantly impacts the
impact the satisfaction of consumers satisfaction of consumers

H-2 Product quality does not positively and significantly Product quality positively and significantly impacts the
impact the satisfaction of consumers satisfaction of consumers

H-3 Price does not positively and significantly impact the Price positively and significantly impacts the satisfaction
satisfaction of consumers of consumers

H-4 Consumer satisfaction does not positively and Consumer satisfaction positively and significantly impact
significantly impact loyalty of consumers loyalty of consumers

H-5 Service quality does not positively and significantly Service quality positively and significantly impacts
impact consumer loyalty through consumer satisfaction consumer loyalty through consumer satisfaction

H-6 Product quality does not positively and significantly Product quality positively and significantly impacts
impact consumer loyalty through consumer satisfaction consumer loyalty through consumer satisfaction

H-7 Price does not positively and significantly impact Price positively and significantly impacts consumer
consumer loyalty through consumer satisfaction loyalty through consumer satisfaction

2%

= High School and Equivalent 4%
= Man = Diploma
= Woman = Bachelor degree
Stratum 2
Gender Level of education

» < Rp. 750.000

« 750.001 - 1.500.000

« 1.500.001 - 2.500.000
2.500.001- 5.000.000

6% _—
14%

Monthly Expenses
10.0%_/‘

Age

=17 - 25 Years
= 25.1 - 35 Years
= 35.1 - 45 Years

= < Rp. 750,000

= 750,001 - 1,500,000

= 1,500,001 - 2,500,000
2,500,001- 5,000,000

= 5,000,001 - 7,000,000

S/

36%

Monthly Income

= Marry

Marital status

Figure 1. Summarize of respondent characteristic of the “Beli Kopi” customers

3. RESULTS AND DISCUSSION

3.1. Respondent Characteristics

Figure 1 summarize the characteristic of respondent who were customer of “Beli Kopi” coffee shop. Based on data from
50 respondents, the customers of "Beli Kopi" have profile which shows that the majority of customers earn more than
IDR 2.50 million per month. This is in accordance with Pontoh (2011) where consumption follows income. According
to (Vitrianingsih, 2018) marital status and education level influence consumption patterns. In the “Beli Kopi”, the
majority of respondents are unmarried (64%) and well educated (82% have bachelor degree). Based on age, the
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respondents were at 17-25 year (70%), indicating a trend in coffee consumption among teenagers for relaxation. Women
are more dominant (70%) as consumers compared to mans. This is in accordance with the characteristics of women who
easily accept recommendations and tend to be purchasing decision makers (Fitriani, 2019). Overall, "Beli Kopi" reaches
middle class consumers with a diverse profile, especially young, highly educated women. These findings are important
for "Beli Kopi" in formulating appropriate marketing strategies to reach the target market more effectively.

3.2. Descriptive Statistics

The quality of "Beli Kopi" service is based on five indicators, namely assurance, empathy, responsiveness, reliability
and tangible. Figure 2a summarizes the score of each indicator. The results show that the assurance indicator (X1.4)
with an average score of 4.08 is the highest, indicating that "Beli Kopi" consumers choose products based on quality
guarantees and employee service. The empathy indicator (X1.5) with an average score of 3.76 is the lowest, indicating
that there is still room for increasing employee attention and concern for customers.

Analysis of the product quality construct (X2) shows that the performance indicator (X2.1) with an average score of
4.24 is the highest, indicating consumer satisfaction with the basic benefits of the product (Figure 2b). The reliability
indicator (X2.3) with an average score of 3.70 is the lowest, indicating that there are still deficiencies in dealing with
technical problems. The results of the price construct analysis (X3) show that the price conformity to product quality
indicator (X3.3) with an average score of 4.18 is the highest, indicating that "Beli Kopi" consumers consider the product
price to be in accordance with its quality. The price conformity to benefits indicator (X3.4) with an average score of
3.98 is the lowest, indicating that consumers still compare product prices with other products (Figure 2c).

Analysis of the Consumer Satisfaction construct (Y1) shows that the indicators conformity to expectations (Y1.1)
and Intention to Revisit (Y'1.2) with an average score of 4.08 are the highest, indicating that "Beli Kopi" consumers are
satisfied with the product and service (Figure 2d). The indicator Y'1.3 (willingness to recommend) with an average score
of 3.88 is the lowest, indicating that there is still room for increasing consumer loyalty. Analysis of the consumer loyalty
construct (Y2) shows that the indicator always likes the brand (Y2.3) with an average score of 4.08 is the highest,
indicating consumer loyalty to the "Beli Kopi" brand (Figure 2¢). The brand consuming habits indicator (Y2.2) with an
average score of 3.80 is the lowest, indicating that there is still room for increasing consumer purchasing frequency.

3.3. Outer Model

The validity and reliability testing model is a research model that examines the impact of service quality, product quality,
and product price on the satisfaction and loyalty of consumers of "Beli Kopi". Convergent validity with the outer loading
value for each indicator >0.7, shows that the indicators are valid in forming latent constructs. The value of average
variance extracted (AVE) >0.5, indicating the construct is able to describe >50% of the indicator variance. There are no
significant problems related to the convergent validity of the test model. For discriminant validity, the cross loading
value of each indicator is >0.70 and is greater than the cross loading value of other constructs. The composite reliability
value for all constructs is >0.70, indicating the measurement model is valid (Figure 3). The Cronbach o value for all
constructs >0.60, indicating good internal consistency reliability. This research model is valid and reliable that can be
used to analyze the effect of service quality, product quality, and price on consumer satisfaction and loyalty "Beli Kopi".

3.4. Inner Model

The determination coefficient R* = 0.728 is categorized as a strong model, representing that the model can explain 72.8%
of the variation in consumer satisfaction (Figure 4). This implies that quality of product and service, as well as product
price contribute significantly to consumer satisfaction. The R? value of 0.721 shows that the model explains 72.1% of
the variation in consumer loyalty, categorized as a strong model. This means that consumer satisfaction contributes
significantly to consumer loyalty. Meanwhile, the relevant prediction coefficient O-square is that the 07 value is 0.711,
indicating that the model has good predictive relevance. This infers the model can predict consumer satisfaction well.
The @ value of 0.715 concludes that the model has good predictive relevance. This means that the model can predict
consumer loyalty well. Both R? and Q? values show that this research model is strong and has good predictive relevance.
This model can be used to elucidate and foresee the satisfaction and loyalty of consumers of "Beli Kopi" based on the
quality of product and service, plus product price.
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Figure 2. Average distribution of respondents' statements regarding research constructs: (a) Service quality, (b) Product
quality, (c¢) Product price, (d) Customer satisfaction, and (¢) Consumer loyalty
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Table 4. Testing for multi-collinearity
Construct Full Collinearity VIF < 3.3 (Musyaffi e al., 2021) Decision
Service quality 2.118 No multi-collinearity
Product quality 3.083 No multi-collinearity
Price 2.090 No multi-collinearity
Consumer satisfaction 1.000 No multi-collinearity
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Table 4 shows that the research model does not experience multi-collinearity as indicated by the Variance Inflation
Factor (VIF) value of less than 3.3 for all constructs, namely product quality (3.083), price (2.090), and consumer
satisfaction (1.000). Table 5 shows based on the size effect value, construct of product quality (X2) has the greatest
influence (0.608) on consumer satisfaction (Y1), followed by price (X3) (0.298) and service quality (X1) (0.009).
Satisfaction of consumers (Y1) has a large influence (0.849) on the loyalty of consumers (Y2). The model of final
hypotheses is depicted in Figure 5.

Table 5. Effect size of service quality (X1), product quality (X2), and price (X3) on consumer satisfaction (Y1) and loyalty (Y2)

Service quality (X1) Product quality (X2)  Price (X3) Consumer satisfaction (Y1)
Consumer satisfaction (Y1) 0.109 0.608 0.298
Consumer loyalty (Y2) 0.849

Service Quality
(X1)
£=10.109
P< .01
R Square = 0.728 R Square = 0.721
£=0.608 ctomme f=0.849
Product Quality [p<.01 SC9§;oanr P<.01 Customer Loyalty
X2) atisfaction (Y2)
( (Y1)
B=0.298
P<.01
Price (X3)
Figure 2. Model of final hypotheses
Table 6. Model fit measures
Model Fit Index Criteria Decision
Average path coefficient (APC) 0.305 P-value < 0.05 Good fit
Average R-Squared (ARS) 0.724 P-value <0.05 Good fit
R-Squared contribution ratio (RSCR) 1000 acceptable if > 0.7 Ideal
Statistical suppression ratio (SSR) 1000 acceptable if > 0.9 Ideal

The fit model (Table 6) shows good suitability (good fit) with an APC value of 0.305 and ARS 0.724 (p-value <
0.05). No information is available for further evaluation on RSCR and SSR.

3.5. Final Hypothesis Model

As summarized in Table 7, this research found that quality of product (X1) and service (X2), as well as product price
(X3) positively and significantly influence the satisfaction of consumers (Y 1). These three constructs play an important
role in increasing satisfaction of the consumers of “Beli Kopi” coffee shop. Furthermore, the satisfaction of consumer
(Y1) also has a significant and positive influence on loyalty of consumers (Y2). This means that consumer satisfaction
is the main determining factor in building consumer loyalty.

Tabel 7. Direct contribution of exogen construct on the endogen

Direct Effect Path Coefiicients P-Values Keterangan
X1=>Yl1 0.109 <0.001 Significant
X2=>Y1 0.608 <0.001 Significant
X3=>Y1 0.298 <0.001 Significant
Y1=>Y2 0.849 <0.001 Significant

600



Gunawan et al.: High Quality Product, Good Services, and Competitive ....

Furthermore, this research also found that the three variables, namely quality of service (X1), quality of product
(X2), and product price (X3), have a significant indirect influence on the loyalty of consumers (Y2) through satisfaction
of consumers (Y1) as summarized in Table 8. This implies that improving the three (quality of service and product, plus
prices) will increase the satisfaction of consumers, and ultimately increase the loyalty of consumers. Conversely, a
decrease in these three constructs will reduce satisfaction and loyalty of the consumers.

Table 81. Indirect contribution of the exogenous construct to endogenous construct

Indirect Effect Path Coefficients P-Values Remark
Xl1->Y1l->Y2 0.180 <0.042 Significant
X2—->Y1l->Y2 0.516 <0.001 Significant
X3 —>Y1l—>Y2 0.253 <0.016 Significant

3.6. Impact of Quality of Service and Product and Price on Satisfaction

In the modern era of intense competition, the quality of service and product as well as product price are the main key in
retaining customers. The research at “Beli Kopi” coffee shop show that the three constructs have a constructive and
significant impact on satisfaction of the consumers. The quality of service has an influence of 10.9%, product quality
has 60.8%, and price has 29.8%. These findings indicate that "Beli Kopi" needs to advance the quality of its services
and products, as well as maintain prices in line with consumers' perceived value to elevate the satisfaction and loyalty
of the consumers. Results in Table 7 show that the three independent constructs positively and significantly influence
satisfaction of the consumer of “Beli Kopi”. The quality of service (X1) has an influence of 10.9% (p-value < 0.001),
meaning that high quality of service can proliferate the satisfaction of consumers. The most influential service quality
indicators are responsiveness (X1.3) and assurance (X1.4). The majority of consumers (30% and 34%) assess that “Beli
Kopi” employees are quick in responding to consumers and trustworthy. The product quality construct (X2) has an
influence of 60.8% (p-value < 0.001). This shows that good quality of product can improve the satisfaction of consumers.
The most influential product quality indicators are aesthetics (X2.7) and perception of quality (X2.8). The majority of
consumers (40% and 34%) consider that the beauty of the product (cup) is attractive and has good quality. The price
construct (X3) has an influence of 29.8% (p-value < 0.001). This shows that prices that are in line with consumers'
perceived value can increase consumer satisfaction. The most influential price indicator is the suitability of price to the
quality of product. The majority of consumers (30%) think that product price of the “Beli Kopi” commensurate with the
quality offered. This research shows that quality of service, quality of product, and product price significantly and
constructively influence the satisfaction of consumers at "Beli Kopi" coffee shop in Baureno Village. The “Beli Kopi”
needs to advance the quality of its products and services, as well as maintain prices in line with consumers' perceived
value to increase satisfaction and loyalty of the consumers. This study is in line with (Sari & Amalia, 2023), the quality
of service positively impacts the satisfaction consumers of the “Kopi Kenangan,” although quality fail to influence
loyalty of the consumers.

3.7. The Impact of Satisfaction on Loyalty of Consumers

The satisfaction of consumer is a fundamental conception in research of consumer behaviour and marketing. Consumers
who are satisfied with a product, service, or brand tend to repurchase and provide recommendation to others. This
research examines the influence of consumer satisfaction on consumer loyalty in "Beli Kopi", Baureno Village,
Bojonegoro. Based on Table 7, the analysis results show that satisfaction of the consumer (Y1) has an impact on the
loyalty of consumer (Y2) with path coefficient of 0.849 and p-value <0.001. This implies that satisfaction of consumers
positively and significantly impact the loyalty of consumers at the "Beli Kopi". The path coefficient value of 0.849
indicates that satisfaction of the consumers contributes 84.9% to the loyalty of consumers. This finding is strengthened
by questionnaire data which shows 32% of respondents stated "strongly agree" on the indicator of interest in returning
to visit (Y1.2) from the consumer satisfaction construct. This shows that the most consumers of "Beli Kopi" are satisfied
with the product and are interested in buying again. This research proves that satisfaction of consumer of "Beli Kopi"
has a significant influence on their loyalty. Increasing consumer satisfaction through good quality products and services
will encourage consumer loyalty and increase company profits. The result of this tudy is in line with (Wulandari ef al.,
2016) about tourists in using Booking.com services where satisfaction of consumers positively and significantly impact
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the loyalty of tourists with the significance value is 0.011 (less than o = 0.05) and the #-count value (2.593) is larger than
t-table value (1.661). These results are in a positive direction, which means that the higher tourist satisfaction, the greater
the loyalty of tourists in using the service.

3.8. Strategy to Increase Sales at the "Beli Kopi"

A basic complex strategy to increase sales at the “Beli Kopi” shop in Baureno Village, Baureno District, Bojonegoro
Regency can be built through a holistic approach. Providing the best service is the main key to attracting and retaining
customers by creating a comfortable atmosphere online and offline and optimizing employee performance. High quality
products at appropriate prices and attractive promotions will make “Beli Kopi” the main choice for coffee lovers in
Baureno. With the right combination of strategies, including improving service, product quality and effective
promotions, “Beli Kopi” can compete and become the main choice amidst competition with other local coffee shops.

4. CONCLUSION

This research analyzes the impact of quality of service and product as well as product price on the satisfaction and
loyalty of consumers of the "Beli Kopi" coffee shop in Baureno Village, Bojonegoro. Results show that the three
independent variables have a positive and significant influences on the consumer satisfaction, with product quality as
the most influential variable. Furthermore, the satisfaction of consumers also has a constructive and significant influence
on the loyalty of consumers. This research recommends several strategies to increase sales at "Beli Kopi" coffee shop,
such as providing the best service, offering high quality products at appropriate prices, and providing attractive
promotions. This research model is valid and reliable, so it can be used to explain and predict consumer satisfaction and
consumer loyalty of "Beli Kopi" coffee shop based on service quality, product quality, and price.

REFERENCES

Algershi, N., Mokhtar, S.S.M., & Abas, Z. Bin. (2020). Innovative CRM and performance of SMEs: The moderating role of relational
capital. Journal of Open Innovation: Technology, Market, and Complexity, 6(4), 1-18. https://doi.org/10.3390/j0itmc6040155

Anik, H.M.D., Muhaimin, A.W., & HW, A.S. (2024). Analysis of the effect of experiential marketing with the concept of “better”
model and emotional branding on consumer loyalty. Jurnal Ekonomi Pertanian dan Agribisnis (JEPA), 8, 342-353.
https://doi.org/10.21776/ub.jepa.2024.008.01.28

Areiza-Padilla, J. A., Cervera-Taulet, A., & Puertas, M.A.M. (2020). Ethnocentrism at the coffee shop industry: A study of Starbucks
in developing countries. Journal of Open Innovation: Technology, Market, and Complexity, 6(4), 1-20.
https://doi.org/10.3390/joitmc6040164

Arli, D., & Tjiptono, F. (2014). Does corporate social responsibility matter to consumers in Indonesia? Social Responsibility Journal,
10(3), 537-549. https://doi.org/10.1108/SRJ-01-2013-0007

Chua, C.L., & Tsiaplias, S. (2024). The influence of supermarket prices on consumer inflation expectations. Journal of Economic
Behavior and Organization, 219(August 2023), 414—433. https://doi.org/10.1016/j.jebo.2024.01.022

Chuenyindee, T., Ong, A.K.S., Ramos, J.P., Prasetyo, Y.T., Nadlifatin, R., Kurata, Y.B., & Sittiwatethanasiri, T. (2022). Public utility
vehicle service quality and customer satisfaction in the Philippines during the COVID-19 pandemic. Utilities Policy, 75,
101336. https://doi.org/10.1016/j.jup.2022.101336

Deina, C., do Amaral Prates, M.H., Alves, C.H.R., Martins, M.S.R., Trojan, F., Stevan, S.L., & Siqueira, H.V. (2021). A methodology
for coffee price forecasting based on extreme learning machines. Information Processing in Agriculture, 9(4), 556-565.
https://doi.org/10.1016/j.inpa.2021.07.003

Djunaidi, D., & Subagyo, H. (2020). Pengaruh service scape dan brand image terhadap kepuasan konsumen di SK Coffee Lab Kota
Kediri. Ekonika : Jurnal Ekonomi Universitas Kadiri, 5(1), 1-18. https://doi.org/10.30737/ekonika.v5i1.830

Edelmann, H., Quifiones-Ruiz, X. F., & Penker, M. (2022). How close do you like your coffee? - Examining proximity and its effects
in relationship coffee models. Journal of Rural Studies, 91, 24-33. https://doi.org/10.1016/j.jrurstud.2022.02.007

El-Said, O., & Al-Hajri, S. (2022). Are customers happy with robot service? Investigating satisfaction with robot service restaurants
during the COVID-19 pandemic. Heliyon, 8(3), €08986. https://doi.org/10.1016/j.heliyon.2022.¢08986

Fitriani, D. (2019). Pengaruh gender terhadap keputusan pembelian produk online (Studi kasus terhadap masyarakat Pontianak).

602


https://doi.org/10.3390/joitmc6040155
https://doi.org/10.21776/ub.jepa.2024.008.01.28
https://doi.org/10.3390/joitmc6040164
https://doi.org/10.1108/SRJ-01-2013-0007
https://doi.org/10.1016/j.jebo.2024.01.022
https://doi.org/10.1016/j.jup.2022.101336
https://doi.org/10.1016/j.inpa.2021.07.003
https://doi.org/10.30737/ekonika.v5i1.830
https://doi.org/10.1016/j.jrurstud.2022.02.007
https://doi.org/10.1016/j.heliyon.2022.e08986

Gunawan et al.: High Quality Product, Good Services, and Competitive ....

Creative Communication and Innovative Technology Journal, 12(1), 99-107.

Haryati, N., Putri, R.-W., Qotrunnada, N., Syah, Y.A., Ramadhani, M., & Nugroho, B.C. (2021). WOM as the mediator of marketing
mix to customer satisfaction of premium coffee shops in Covid-19 Pandemic. International Research Journal of Business
Studies, 14(2), 147-157. https://doi.org/10.21632/irjbs.14.2.147-157

Mehrez, K.H., Khemira, H., & Medabesh, A.M. (2023). Marketing strategies for value chain development: Case of Khawlani coffee-
Jazan Region, Saudi Arabia. Journal of the Saudi Society of Agricultural Sciences. https://doi.org/10.1016/J.JSSAS.
2023.04.004

Indajang, K., Candra, V., Sianipar, M. Y., Sembiring, L. D., & Simatupang, S. (2023). The effect of service quality and price on
customer  satisfaction. = Ekonomi, = Keuangan,  Investasi  dan  Syariah  (EKUITAS), 4(3), 942-950.
https://doi.org/10.47065/ekuitas.v4i3.3090

Iswahyuningsih, L., Putri, N.T., Amrina, E., & Hasan, A. (2022). The effect of service quality on customer satisfaction by moderation
of organizational culture and price in view of ISO/IEC 17025:2017. Jurnal Rekayasa Sistem Industri, 11(1), 109-120.
https://doi.org/10.26593/jrsi.v11i1.5073.109-120

J, E.R., & Ariyanti, M. (2020). The effect of product quality, service quality and pricing on customer satisfaction and loyalty: Case
study on 4G Lte - Advanced Smartfren. Asian Journal of Management Sciences & Education, 9(4), 82-93.

Lusianto, K.S., Ambarwati, D., & Zamzam, N.A.N. (2024). The influence of brand image, lifestyle, promotion, and price on
purchasing decisions for OPPO mobile phones. AJIM (Airlangga Journal of Innovation Management), 05(1), 91-106.
https://doi.org/10.20473/ajim.v5i1.53735

Khair, H., Tirtayasa, S., & Yusron, M. (2023). The effect of service quality and price on customer loyalty through customer satisfaction
on laundry Medan.com the city of Medan. Jurnal Ekonomi, 12(01), 560—568.

Kitu, N.T.T., Isaskar, R., & Dewi, H.E. (2023). Bauran pemasaran 4P terhadap loyalitas pelanggan pada home industry Dailee Express
(DE) melalui kepuasan pelanggan. Jurnal Dinamika Sosial Ekonomi, 24(1), 84-97.

Koech, A.K., Buyle, S., & Macario, R. (2023). Airline brand awareness and perceived quality effect on the attitudes towards frequent-
flyer programs and airline brand choice - Moderating effect of frequent-flyer programs. Journal of Air Transport Management,
107(November 2021). https://doi.org/10.1016/j.jairtraman.2022.102342

Komari, A. (2021). Integrasi cost plus pricing, SWOT dan QSPM dalam pemanfaatan sampah plastik. JATI UNIK : Jurnal Ilmiah
Teknik dan Manajemen Industri, 5(1), 28—40. https://doi.org/10.30737/jatiunik.v5i1.1975

Komari, A., Indrasari, L.D., Safi’i, 1., & Risni, T.W. (2024). Building a competitive craft industry from recycling in Kediri:
Moderation model and analytical hierarchy process approach. Kurdish Studies, 4883, 3970-3983.

Lesmana, R., Sutarman, A., & Sunardi, N. (2021). Building a customer loyalty through service quality mediated by customer
satisfaction. American Journal of Humanities and Social Sciences Research, 5, 38—45.

Lidiawan, A.R. (2024). The influence of business criteria models, digital information, through co-innovation on bank-SME relations
in  Surabaya: Path analysis study. Jowrnal of Law and Sustainable Development, 12(2), ¢3234.
https://doi.org/10.55908/sdgs.v12i2.3234

Mudjahidin, Fatika, H.L., Aristio, A.P., & Junaedi, L. (2021). Intention to use buy online-pickup in store of coffee shop. Procedia
Computer Science, 197, 591-598. https://doi.org/10.1016/j.procs.2021.12.177

Muhammad, M., Koestiono, D., Syafrial, & Isaskar, R. (2024). The performance enhancement model for coconut processed products
cooperatives through the value chain and livelihood assets approach in North Maluku Province, Indonesia. Journal of Law and
Sustainable Development, 12(1), ¢2547. https://doi.org/10.55908/sdgs.v12i1.2547

Munawaroh, 1., Wahib, A., & Isaskar, R. (2024). Consumer behavior of potato donuts in Malang, Indonesia : An extended theory of
planned behavior (ETPB) approach. Agriecobis (Journal of Agricultural Socioeconomics and Business), 7(01), 1-11.

Musyaffi, A.M., Khairunnisa, H., & Respati, D.K. (2021). Konsep Dasar : SEM - PLS menggunakan Smart PLS. Pascal Book.

Naveen, B.R., & Gurtoo, A. (2020). The cause effect relationship model of service quality in relation with overall satisfaction.
Transportation Research Procedia, 48(2018), 1694—1721. https://doi.org/10.1016/].trpro.2020.08.208

Nikmah, N.A., Setiadi, A., & Ekowati, T. (2021). The influence of marketing mix on the customer satisfaction of moringa leaf tea.
SOCA: Jurnal Sosial Ekonomi Pertanian, 15(3), 594—606. https://doi.org/10.24843/SOCA.2021.v15.i03.p12

Oktari, A., Komari, A., & Santoso, H.B. (2020). Analisa kepuasan pasien pengguna kartu KIS terhadap kualitas pelayanan kesehatan
di Puskesmas Ploso Klaten. JURMATIS: Jurnal Manajemen Teknologi dan Teknik Industri, 2(2), 96-105.
https://doi.org/10.30737/jurmatis.v2i2.952

603


https://doi.org/10.21632/irjbs.14.2.147-157
https://doi.org/10.1016/J.JSSAS.%202023.04.004
https://doi.org/10.1016/J.JSSAS.%202023.04.004
https://doi.org/10.47065/ekuitas.v4i3.3090
https://doi.org/10.26593/jrsi.v11i1.5073.109-120
https://doi.org/10.20473/ajim.v5i1.53735
https://doi.org/10.1016/j.jairtraman.2022.102342
https://doi.org/10.30737/jatiunik.v5i1.1975
https://doi.org/10.55908/sdgs.v12i2.3234
https://doi.org/10.1016/j.procs.2021.12.177
https://doi.org/10.55908/sdgs.v12i1.2547
https://doi.org/10.1016/j.trpro.2020.08.208
https://doi.org/10.24843/SOCA.2021.v15.i03.p12
https://doi.org/10.30737/jurmatis.v2i2.952

Jurnal Teknik Pertanian Lampung Vol. 13, No. 2 (2024): 592 - 605

Olvin, O., Abbas, J., Kurnaesih, E., Ahri, R.A., Idris, F.P., & Multazam, A.M. (2023). Pengaruh kualitas pelayanan terhadap kepuasan
dan minat kunjungan ulang pasien rawat inap di RSUD Tenriawaru Bone. Journal of Muslim Community Health, 4(3), 52—69.

Palencia, D.B., Jiménez, J.M., Castro, E.L., Molina, R.R., & Sanchez, G.P. (2022). Ordered weighted average operators in the
SERVQUAL and SERVPERF scales. Procedia Computer Science, 203(2021), 456—460.
https://doi.org/10.1016/j.procs.2022.07.061

Pradana, J.A. (2021). Utility 1 server on queue service (Study: Bank account number conversion). AJIM (Airlangga Journal of
Innovation Management), 2(2), 187-193.

Pradana, J.A., Dewanti, R.P., Abdulloh, M.F., & Hidayat, A.P. (2022). Distributor selection on the impact of demand for coffee
products: AHP — single exponential smoothing. Airlangga Journal of Innovation Management, 3(2), 136-148.
https://doi.org/10.20473/ajim.v3i1.39655

Pradana, J.A., Hariastuti, N.L.P., & Lukmandono, L. (2023a). Prioritas layanan administrasi menggunakan metode FUZZY-
SERVQUAL-IPA. KAIZEN : Management Systems & Industrial Engineering Journal, 6(1), 34—42.

Pradana, J.A., Komari, A., & Indrasari, L.D. (2020). Studi kelayakan bisnis Tell Kopi dengan analisis finansial. Industri Inovatif:
Jurnal Teknik Industri, 10(2), 92-97.

Pradana, J.A., Luh, N., & Hariastuti, P. (2023b). Kualitas sistem layanan menggunakan metode fuzzy- service quality. Jurnal Taguchi:
Jurnal llmiah Teknik dan Manajemen Industri, 3(1), 9-17.

Prasetyo, B., Adil, M., Soelistya, D., & Rosyihuddin, M. (2022). The importance of product quality, price perception and service
quality in achieving customer satisfaction. Budapest International Research and Critics Institute (BIRCI-Journal): Humanities
and Social Sciences, 5(1), 5457-5471.

Purwati, A.A., Fitrio, T., Ben, F., & Hamzah, M.L. (2020). Product quality and after-sales service in improving customer satisfaction
and loyalty. Jurnal Economia, 16(2), 223-235. https://doi.org/10.21831/economia.v16i2.31521

Rahmadianti, N., Muhaimin, A.W., Maulidah, S., Riana, F.D., & Asmara, R. (2023). Influence of psychological well-being and school
factors on delinquency during the Covid-19 period among secondary school students in selected schools in Nakuru County:
Kenya. International Journal of Research and Innovation in Social Science (IJRISS), VII(2454), 1175-1189.
https://doi.org/10.47772/1JRISS

Ramadhani, A.N., Muhaimin, A.W., & Rayesa, N.F. (2024). Faktor-faktor yang memengaruhi loyalitas konsumen mie X dI Kota
Malang. Jurnal Ekonomi Pertanian dan Agribisnis (JEPA), 8, 451-463.

Rejon-Guardia, F., Rialp-Criado, J., & Garcia-Sastre, M. A. (2023). The role of motivations and satisfaction in repeat participation in
cycling tourism events. Journal of Outdoor Recreation and Tourism, 43,100664. https://doi.org/10.1016/j.jort.2023.100664

Rizki, E.F., Juliati, R., & Praharjo, A. (2021). The effect of product quality and service quality on repurchasing intention. Jamanika
(Jurnal Manajemen Bisnis dan Kewirausahaan), 1(4), 247-254. https://doi.org/10.22219/jamanika.v1i4.19407

Rossi, C., & Rivetti, F. (2023). Young consumers’ purchase behaviour of sustainably-labelled food products. What is the role of
skepticism? Food Quality and Preference, 105, 104772. https://doi.org/10.1016/j.foodqual.2022.104772

Sani, I., Karnawati, T.A., & Ruspitasari, W.D. (2024). The impact of service quality on custumer loyalty through customer satisfaction
of PT Multicom Persada International Jakarta. Dinasti International Journal of Management Science (DIJMS), 5(3), 475-485.

Saputra, D., Abigail, J., Sari, V.P., & Saputra, D. (2024). The influence of product quality and online shopping experience (OSE) on
consumer loyalty through customer satisfaction on local skincare products. Procedia Computer Science, 234(2023), 537-544.
https://doi.org/10.1016/j.procs.2024.03.037

Sari, LW., & Amalia. A. (2023). Pengaruh kualitas pelayanan dan citra merek terhadap kepuasan konsumen dan loyalitas konsumen
Kopi Kenangan. Jurnal Ekonomi, Bisnis dan Manajemen, 2(3), 248-266. https://doi.org/10.58192/ebismen.v2i3.1286

Satriyono, G., Nurlaely, & Samsu, N. (2019). The Analysis of Social Media Marketing toward Buying Interest (Case Study at J.Co
Donnuts And Coffee Kediri). Advances in Social Science, Education and Humanities Research, 383, 526-530.

Silas, G., Dung, G.P., & Bagobiri, E. (2022). Service quality and customer loyalty: The mediating effect of customer brand
identification in the Nigerian hospitality industry. International Journal of Marketing & Human Resource Research, 3(1),2746—
4040.

Smetek, K., Strzelecka, A., & Zawadzka, D. (2023). Examples of the application of the SERVQUAL and fuzzy SERVQUAL methods
for the assessment of the quality of financial services in the field of insurance coverage - as a factor determining the financial
efficiency of entities from the insurance sector. Procedia  Computer  Science, 225, 4416-4423.
https://doi.org/10.1016/j.procs.2023.10.439

604


https://doi.org/10.1016/j.procs.2022.07.061
https://doi.org/10.20473/ajim.v3i1.39655
https://doi.org/10.21831/economia.v16i2.31521
https://doi.org/10.47772/IJRISS
https://doi.org/10.1016/j.jort.2023.100664
https://doi.org/10.22219/jamanika.v1i4.19407
https://doi.org/10.1016/j.foodqual.2022.104772
https://doi.org/10.1016/j.procs.2024.03.037
https://doi.org/10.58192/ebismen.v2i3.1286
https://doi.org/10.1016/j.procs.2023.10.439

Gunawan et al.: High Quality Product, Good Services, and Competitive ....

Souri, M. E., Sajjadian, F., Sheikh, R., & Sana, S. S. (2018). Grey SERVQUAL method to measure consumers’ attitudes towards
green products - A case study of Iranian consumers of LED bulbs. Journal of Cleaner Production, 177, 187-196.
https://doi.org/10.1016/j.jclepro.2017.12.105

Sudarso, & Sukiman. (2023). Analysis of the influence of product quality and price on customer loyalty through customer satisfaction
as an intervening variable in restaurants Hisana fried chicken Surabaya. Sinergi : Jurnal llmiah Ilmu Manajemen, 12(2), 63—
70. https://doi.org/10.25139/sng.v12i2.5740

Supana, Mohamed, M., Yusliza, M.Y., Jumadil, J.S., Muhammad, Z., & Bon, A.T. (2021). A review of determinant factors that affect
consumer purchase decision and satisfaction literature. Proceedings of the International Conference on Industrial Engineering
and Operations Management, Singapore, March 7-11, 2021: 4008-4022. http://dx.doi.org/10.46254/AN11.20210723

Syahputra, A., Saragih, L., & Pardede, D. W. (2022). Hubungan mutu pelayanan dengan minat kunjungan ulang pasien rawat jalan
poli penyakit dalam di Rumah Sakit Grandmed Lubuk Pakam. Jurnal Kesmas dan Gizi, 4(2), 143-148.
https://doi.org/10.35451/jkg.v4i2.1074

Tanisah, T., & Maftukhah, 1. (2015). The effects of service quality, customer satisfaction, trust, and perceived value towards customer
loyalty. Jurnal Dinamika Manajemen, 6(1), 55—61. https://doi.org/10.15294/jdm.v6i1.4296

Themba, O.S., Razak, N., & Sjahruddin, H. (2019). Increasing customers’ loyalty. The contribution of marketing strategy, service
quality and customer satisfaction. Archives of Business Research, 7(2), 1-15. https://doi.org/10.14738/abr.12.6114

Vanharanta, H., Kantola, J., & Seikola, S. (2015). Customers’ conscious experience in a coffee shop. Procedia Manufacturing, 3,
618—625. https://doi.org/10.1016/j.promfg.2015.07.283

Vitrianingsih. (2018). Hubungan tingkat pendidikan dengan usia perempuan saat menikah di Kantor Urusan Agama (KUA) Depok
Sleman Yogyakarta. Jurnal Kebidanan Indonesia, 9(1), 51-59.

Wahab, N.A., Hassan, L.F.A., Shahid, S.A.M., & Maon, S.N. (2016). The relationship between marketing mix and customer loyalty
in hijab industry: The mediating effect of customer satisfaction. Procedia Economics and Finance, 37(16), 366-371.
https://doi.org/10.1016/s2212-5671(16)30138-1

Widodo, T. (2022). Keputusan pembelian melalui kualitas makanan, kualitas pelayanan, dan lokasi pada NK Café Malang. Jurnal
Manajemen dan Profesional, 3(1), 90—101. https://doi.org/10.32815/jpro.v3il1.1091

Winantara, .M.Y., Bakar, A.B.U., & Puspitaningsih, R. (2014). Analisis kelayakan usaha kopi luwak di Bali. Jurnal Onine Institut
Teknologi Nasional, 2(3), 118-129.

Wulandari, N.L.L., Negara, LM.K., & Dewi, L.G.L.K. (2016). Pengaruh kepuasan, kepercayaan dan harga terhadap loyalitas
wisatawan pengguna layanan booking.com. Jurnal IPTA, 4(2), 88-92. https://doi.org/10.24843/ipta.2016.v04.102.p18

Yoristar, D. (2016). The influence of price fairness to customer satisfaction. Business and Entrepreneurial Review, 7(1), 8-15.
https://doi.org/10.25105/ber.v7i1.1150

Yu, D.J,, Yu, A.P, Li, S.X., Chan, R.N.Y., Fong, D.Y., Chan, D.K.C., Hui, S.S., Chung, K.F., Woo, J., Wang, C., Irwin, M.R., & Siu,
P.M. (2023). Effects of Tai Chi and cognitive behavioral therapy for insomnia on improving sleep in older adults: Study protocol
for a non-inferiority trial. Journal of Exercise Science and Fitness, 21(1), 67-73. https://doi.org/10.1016/.jesf.2022.10.012

Yufei, G., Arshad, M.U., Xinya, G., & Yuanfeng, Z. (2022). An empirical study of the key factors affecting herders’ purchasing
decision on weather index insurance — A case study from inner Mongolia autonomous region, China. Heliyon, 8(11), e11881.
https://doi.org/10.1016/j.heliyon.2022.¢11881

Zakaria, 1., Rahman, B. A., Othman, A.K., Yunus, N.A.M., Dzulkipli, M.R., & Osman., M.A.F. (2014). The relationship between
loyalty program, customer satisfaction and customer loyalty in retail industry: A case study. Procedia - Social and Behavioral
Sciences, 129, 23-30. https://doi.org/10.1016/j.sbspro.2014.03.643

Zhang, N., Guo, M., Bu, X., & Jin, C. (2023). Understanding green loyalty: A literature review based on bibliometric-content analysis.
Heliyon, 9(7), e18029. https://doi.org/10.1016/].heliyon.2023.¢18029

Zukhrufani, A., & Ratnasari, R.T. (2022). The influence of brand personality, brand awareness, fashion consciousness, and
satisfaction, as intervening variables on muslim fashion product loyalty in Indonesia. Jurnal Ekonomi Bisnis dan
Kewirausahaan (JEBIK), 11(1), 1-14.

605


https://doi.org/10.1016/j.jclepro.2017.12.105
https://doi.org/10.25139/sng.v12i2.5740
http://dx.doi.org/10.46254/AN11.20210723
https://doi.org/10.35451/jkg.v4i2.1074
https://doi.org/10.15294/jdm.v6i1.4296
https://doi.org/10.14738/abr.12.6114
https://doi.org/10.1016/j.promfg.2015.07.283
https://doi.org/10.1016/s2212-5671(16)30138-1
https://doi.org/10.32815/jpro.v3i1.1091
https://doi.org/10.24843/ipta.2016.v04.i02.p18
https://doi.org/10.25105/ber.v7i1.1150
https://doi.org/10.1016/j.jesf.2022.10.012
https://doi.org/10.1016/j.heliyon.2022.e11881
https://doi.org/10.1016/j.sbspro.2014.03.643
https://doi.org/10.1016/j.heliyon.2023.e18029

