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Abtrak: Customer Loyalty is important for cultivated by the company, therefore the aim of this study to prove
how the effect of Service Quality and Customer Satisfaction in enhancing Customer Loyalty. Samples were
service users Railway Transport Argo Bromo Anggrek Jakarta Surabaya by using purposive side. Sample size of
300 respondents. Data analysis using Structural Equation Model (SEM). The results showed that Services
Quality significantly influence to customer satisfaction. Customer Satisfaction significant effect on Customer
Loyalty. Service Quality is not yet significant effect on Customer Loyalty, so that Customer Satisfaction is a
mediator of the relationship Service Quality on Customer Loyalty to PT Argo Bromo Anggrek Train Jakarta-
Surabaya. The implications that Customer Satisfaction is capable of mediating the quality of care in improving
Customer Loyalty.
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I.  Introduction

Customer Loyalty has an important role in a company, because, retaining customers means maintaining
the viability of the company. Reward of his own loyalty and long-term cumulative, so the longer a loyal
customer of a product/service, the greater the profits derived by an enterprise of a prospect (Griffin, 2002).

The importance of loyalty to the survival of the company, then the company must continuously
maintain and improve the loyalty of its customers. Therefore, to build Customer Loyalty, companies must have
a good relationship with the customer so that the company can better understand the needs, desires and
expectations of its customers. In putting the customer at the center of business activity vortex, expected the
company always pay attention and give priority to customers in all the activities and programs carried out. So
that the customer is a party that is always in precedence, the hope would feel satisfied, comfortable, and
eventually became loyal to the company (Tjiptono, 2002).

Quality products and services play an important role in shaping customer satisfaction, but it is also
closely related in creating profits for the company. The more quality products and services provided by the
company is perceived by the customer satisfaction will be higher (Armstrong, 2002)

Bloemer et al, (1998) in his study showed a variable effect Service Quality on Customer Satisfaction
and Loyalty. Cronin, Brady, and Hult (2000) describe the research results found that there was no direct effect
between service quality on customer loyalty through customer satisfaction in the service of six companies
studied. Service Quality has a close relationship with Customer Satisfaction. To determine the level of
Customer Satisfaction needs to first know the Service Quality provided by the manufacturer to the customer.
Customer Satisfaction will arise after a person experiences provided by the service provider (Parasuraman et al,
1994).

Some researchers regarding the Service Quality associated with Customer Satisfaction and Loyalty
results are very diverse. There are states directly affect Service Quality on Customer Loyalty (Sunghyup Sean
Hyun (2010) and Carrillat AF, et.al (2009), Ravichandran, (2010), Pollack (2009), Ziaul Hoqg, (2009), there is
also a states that do not affect Service Quality on Customer Loyalty (Bastos (2008). There is another which
states that Customer Satisfaction is not a significant influence on Customer Loyalty (Sahadevs, and Keyoor P
(2008).

At this time the field of transport is very tight competition. The passengers demand services quality
Previous researchers who explore the Quality-Satisfaction-Loyalty (QSL) associated with the service industry
such as Anderson and Fornell (2000) that stated there was a relationship between Service Quality, Customer
Satisfaction and Loyalty. In the service industry, the core comes from the factors of Service Quality (Lin,
2007).

In addition, Customer Satisfaction and Loyalty always follow the Service Quality is one of the most
frequently used variables to measure the success of marketing (Wen et al., 2005). Research goal is to analyze
and explain how the impact of Service Quality on Customer Satisfaction and Customer Loyalty at PT Argo
Bromo Anggrek Train Jakarta- Surabaya in Indonesia.
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Il.  Literature Review
2.1. Customer Loyalty Concept

Customer Loyalty has been widely researched and as a result the concept of loyalty has received many
definition and interpretation in the literature. The concept of loyalty suffers from a lack of clear conceptual and
operational definition. At a very general level, Customer Loyalty is the feeling of the attachment or affection for
a company’s people, products, or services (Jones and Sasser 1995)

Sudhahar et al. (2006) addressed the SERVLOYAL constructs into seven dimensions for scale
construction process as behavioral dimension; attitudinal dimension; cognitive dimension; conative dimension;
affective dimension; trust dimension; and commitment dimension. According to Walsh et al. (2008), three
popular conceptualizations of loyalty exist as an attitude that leads to a relationship with the brand; as expressed
in terms of revealed behavior; and as buying moderated by individual characteristics, circumstances, and/or the
purchase situation.

2.2. The Customer Satisfaction concept

Kotler (2001) explains that satisfaction is a function of perceived performance and expectations. If the
performance of the product or service is lower than expectations, consumers will be dissatisfied. If performance
is as expected then the consumer will be satisfied, if the performance to exceed expectations, then the consumer
will feel very satisfied. According to Zikmund, McLeod and Gilbert (2003) define satisfaction as a result of the
evaluation after the purchase of the comparison between pre-purchase expectations with actual performance.
Anderson and Srinivasan (2003) assessed Costumer Satisfaction categorized into five dimensions of overall
satisfaction, customer favorite, customer loyalty, customer recommendation and priority option. Understanding
Customer Satisfaction will facilitate companies to maintain Customer Satisfaction to products or services. As
such, inferior products or services can be improved to allow customers with wonderful impression

2.3.Service Quality Concept.

Service Quality is crucial in retaining customers in a long time. Companies that have a superior service
that will be able to maximize the company’s financial performance (Gilbert et al, 2004). Services Quality can be
the difference between success and failure in both service and manufacturing firms. Service quality, Customer
Satisfaction have become the main concern of both manufacturing and service organization in the increasingly
intensified competition for customers in today's customer-centered era (Wang et al., 2004). Services despite
being a large and important segment of the world economies the concepts and practices of Service Quality are
not as well developed as those of manufacturing quality (Douglas and Fredendall, 2004). The instrument that
has become most prominent in Attempting to operationalize Service Quality is the gap models of service or
SERVQUAL (Van der Wal et al., 2002; Wisniewski, 2001). Parasuraman et al. (1985) developed a conceptual
framework for the SERVQUAL Model to measure consumer perceptions of service quality and later refined the
models. Study refined the models and has five dimensions: tangibles, reliability, responsiveness, assurance, and
empathy. Service Quality is critically determined by the disparity between the expectations and perceptions of
the customer, and the service actually delivered (Curry and Sinclair, 2002; Ninichuck, 2001).

2.4. The relationship Service Quality, Customer Satisfaction and Loyalty.

The concept of Service Quality, Satisfaction and Loyalty are related to one another. Theoretically, the
process can provide a reference in this study, which affect the quality of service loyalty both directly and
indirectly affects loyalty through Customer Satisfaction. Service Quality can directly affect Customer Loyalty
(Zeithaml, 1996) and affect Customer Loyalty indirectly through satisfaction (Caruana, 2002). Kotler (2003)
explains that the relationship between satisfaction and loyalty is when customers reach the highest level of
satisfaction that causes emotional bond and long-term commitment to the company's brand. Davis et al. (2008)
suggest that the behavioral relationship between satisfaction and loyalty is not a linear one and has two threshold
levels of crises.

I1l.  Methods.

3.1 Research Design

This study uses a quantitative approach to data collection technique using two kinds of data, namely
primary data and secondary data. Primary data is processed through the distribution of questionnaires. The
questionnaire consisted of two parts, the first, is designed to obtain demographic data consisted of questions
related to gender, age, marital status, and occupation of respondents. Second, questionnaires designed to
measure Customer Loyalty and Satisfaction related to the Service Quality provided by PT Argo Bromo
Anggrek train Jakarta to Surabaya and Surabaya to Jakarta. Questionnaires distributed to passengers at the
Railway Train from Jakarta to Surabaya.
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3.2. The Population and Sample.

3.2.1. Population.

The population in this study was the passenger train Argo Bromo Anggrek Jakarta - Surabaya, but the
population in this study cannot be quantified.

3.2.2. Sample.

Sampling was conducted using non-probability sampling, passengers who meet the criteria and the
population has an equal chance to be selected as the sample (Malhotra, 2004). In accordance with the
characteristics of the samples required sampling technique was purposive when researchers selected a sample
based on some criteria (Cooper and Schindler, 2006). In this case the sample criteria used because researchers
wanted to see loyalty, then the respondent should have done reuse.

3.3. Data Analysis Techniques.

Models performed in this study using Maximum Likelihood estimation (ML). This method is frequently
used estimation methods for data analysis using Structural Equation Modeling (SEM) is considered more
efficient and unbiased if the assumption of multivariate normality is met.

IV. Results
4.1. RespondentsDescription
This chapter shows an overview of the respondent descriptions; among them are gender, age, the level
of general education, rank and work experience. All of them are summarized and presented in the following
table.

Table 4.1.
Respondent Description
No Commentary Total Percentage
1. Sex
a. Male 136 47
b. Female 164 53
2. Age of Respondents
a. 17-40 years 132 43
b. 41-60years 163 53
c. >60 years 5 4
3. Education Level
a.  Yunior High School 8 7
b Senior High School 205 21
c. Diploma 5 4
d Scholar 75 63
e Graduate 7 5
4. Job
a. PNS/Soldier/Police 14 12
b. Private 251 59
c. Student 35 29
5. Income
a. <Rp2million 30 25
b. Rp (2-5) million 249 57
c. >Rp5 million 21 18
6. The average frequency of use per train month
2-4 times per month 131 26
>4 times per month 169 74
7. The length of a train customers
a.< 6 months 12 10
b. 7-12 months 120 33
c. >12months 168 57

Sources: Research results 2011

Based on these results indicated some interesting findings about user profile rail transport service that
most women passengers, these findings rein force the understanding when viewed from the aspect of group
psychology that women tend to be more emotional, and almost 80 percent of women manage family finances
and have a role in decision- making. In general, women usually have more characteristics highlight the nature
of prudence, careful; always consider the efficiency, safety and security while driving. Naturally woman have
her security concerns dominated by the productive age group with relatively high mobility character; was
educated academics; work asprivate sector workers; constitute the middle class income levels two to five million
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dollars per month; when traveling a lot by train fire at least once a week, and more than a year to customers
railway transportation services.

4.2. DataAnalysisResults

Inthis study was to test how far loyalty which is owned by the train passenger Argo Bromo Surabaya
Jakarta whensubjects’are influenced by the service quality and customer satisfaction. Test results between
constructs, is presented in Table 4.2 below:

Table 4.2
Correlation among Constructs
Corelation Estimate Information
Servqual -> Customer Satisfaction 0,729 Significant
Customer Satisfaction = Customer Loyalty 0,913 Significant
Servqual = Customer Loyalty. 0, 004 Non Significant

Sources: Research results 2011

Table4.2. The high number of correlation (>0.5) between the constructs showed apositive influence and
direction. Thus, the greater the level of services quality provided, the more satisfied the customer using Argo
Bromo Anggrek train. Strongest relationship found in the correlation between customer satisfaction on loyalty
of 0.913, but no significant service quality variable in influencing customer loyalty. The following describes a
direct relationship between the variables:

Table 4.3.
Direct Effect.
Construct Service Qualities Customer Satisfaction
Customer Satisfaction 0,729
Customer Loyalty 0, 004 0,910

Sources: Research results 2011

Based on the test results obtained by the variable service quality that has a direct positive effect on
customer satisfaction variable was 0.729 with p-value 0.00. The influence significant because p-value less
than 0.05. Thus, the first hypothesis is proven conclusively. Means that the higher the service quality it will be
higher as well received by customer satisfaction. While the variable services quality either directly to the
loyalty of 0.004 with p-value 0.971. The resulting effect isnot significant, so the hypothesis is rejected.
As such, does not guarantee a service quality will be a loyal customer, because the service quality has a very
weak influence on the ation of the loyalty of only 0.4%. While the rest (100% -0.4% =99.6%) is explained by
other variables. The following models are presented in Figure 4.1

Customer L
Satisfaction 47 O
ol

Figure 4.1ResearchModel
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4.3. Discussion
1. Effect of kuallitas Service to customer satisfaction.

Dimensions of service quality are formed through tangible, empathy, responsiveness, reliability and
assurance have been able to improve Customer Satisfaction PT Argo Bromo Train Jakarta Surabaya.
Hypothesis is constructed in this study was "the Service Quality significantly affect to Customer Satisfaction™ it
turns out, according to research hypothesis can be accepted. Service Quality is a powerful weapon in the
company of excellence, especially service companies. Service Quality to trigger the company's success on all
fronts. Service Quality is an obligation for companies, both manufacturing and service companies. Results of
this study support previous research including Armstrong, (2002).

2. Effect of Service Quality for Customer Loyalty.

The hypothesis is built is "there is the effect of service quality on customer loyalty. The test results
indicate that the variable is not significant Service Quality on Customer Loyalty so that the hypothesis is
rejected. As such, does not guarantee a quality service will be a customer loyal, because the Service Quality has
a very weak influence on the creation of loyalty. These results support the results of previous studies such as
Bastos (2008); Caruana, (2002); Cronin, Brady, and Hult (2000) that there is no direct effect of Service Quality
on Customer Loyalty and through Customer Satisfaction

3. Influence of customer satisfaction on customer loyalty.

Hypotheses that have been built that "There is the influence of Customer Satisfaction on Customer
Loyalty. Based on the test results obtained by that variable customer satisfaction has a direct positive effect on
customer loyalty variables so that the hypothesis can be accepted. Results of this study support the results of
previous studies such as Kotler (2003) which states that Customer Satisfaction is a determinant in improving
Customer Loyalty.

V. Conclusion

The results showed that the five dimensions of reliability, responsiveness, assurance, empathy, and
tangibility shaper proven Service Quality. The results showed there is a strong and positive influence between
the variables of Service Quality on Customer Satisfaction. This is evident from the results of the study showed
that 72.9 % of the variable Customer Satisfaction can be explained by the variable Service Quality, while the
remaining 27.1% is influenced by other factors outside of the variable servicequality. This research note also that
there is no effect between Service Quality on Customer Loyalty. While strong Customer Satisfaction and
significant effect on Customer Loyalty. by 91% the remaining 9% is influenced by other variables. Customer
Satisfaction Is a perfect mediator from the effect Service Quality on Customer Loyalty to PT Argo Bromo
Anggrek Train Jakarta-Surabaya in Indonesia.
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