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 This study aims to analyze the effect of price, promotion, product quality, and 

service quality on customer loyalty with customer satisfaction as a mediating 

variable at Sunan Drajat Department Store, Ngimbang Branch. The method used is 

quantitative with the StrucItural EquIation MoIdeling (SEM) - Partial Least Square 

(PLS) approach. The number of samples is 285 respondents. The resuIlts oIf thIe studyI 

indicIate that Iprice aInd proImotion dIo nIot haIve a sIignificant effIect on cusItomer 

loyIalty, but promIotion hIas a signIificant posIitive effect on custoImer satisfaIction. 

ServIice quaIlity hIas a sIignificant eIffect on cuIstomer satisfactIion and loyalty. 

Customer satisfaction is proven to be a mediating variable that strengthens tIhe 

relatiIoInship beItween these factoIrs aInd custoImer loyIalty. 

 

INTRODUCTION 

CustoImer loyal Ity is an imp Iortant indIicator in the success of a retail business such as Toserba 

Sunan Drajat, Ngimbang Branch, which reflects the company's ability to build long-term relationships 

with consumers amidst the dynamics of market competition. T Ihis stIudy aIims to eva Iluate the effect of 

price, promotion, prodIuct qua Ility, aInd s Iervice quaIlity Ion cuIstomer loyalty, with customer satisfaction 

as a mediating variable that is considered an important mechanism in explaining how these variables 

affect loyalty. The theories used include Price Fairness Theory (to understand the role of price), 

Hierarchy of Effects Model (for promotion), Perceived Quality Theory (for product quality), 

SERVQUAL Model (for service quality), and Disconfirmation of Expectations Theory (for customer 

satisfaction and loyalty). This study strengthens previous studies by presenting the local context of 
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Toserba Sunan Drajat, Ngimbang Branch, which has unique characteristics, as well as a structural 

approach to examine the relationship of variables in a dynamic and ever-evolving retail competition 

environment. 

 

RESEARCH METHODS 

This type of research is quantitative with a causal approach. The population of the study was 

consumers of Sunan Drajat Department Store, Ngimbang Branch, with a sample size of 285 

respondents taken using purposive sampling technique. Data collection was carried out using a 

questionnaire, and data analysis techniques used Structural Equation Modeling (SEM) - Partial Least 

Square (PLS) with the help of SmartPLS 3.0 software. Testing was carried out on the outer model, 

inner model, as well as mediation and hypothesis testing. 

 

RESULTS AND DISCUSSION 

The results and discussion of scientific research that answers the research hypothesis and 

compares it with previous research. These findings are supported by data processed using Structural 

Equation Modeling (SEM) with SmartPLS 3.0, which are presented in the form of tables and figures. 

This data processing includes evaluation of the measurement model (validity and reliability) and the 

structural model (hypothesis testing and mediation). 

Table 4.15 and Figure 4.7 summarize th IIe rIesulIts of thIe h Iypothesis test. Overall, this study 

found thaIt service quality (X4) and customer satisfaction (Z) have important roles in forming 

customer loyalty (Y) at Sunan Drajat Department Store, Ngimbang Branch. In contrast, price (X1), 

promotion (X2), and product qual Iity (X3) were not found to have a significant direct effect on 

customer loyalty (Y). Furthermore, customer satisfaction (Z) was proven to mediate the effe Ict of 

serIvice qIuality (X4) oIn custIIomer loyIalty (Y).   

Table 4.15: Hypothesis Test Table 

No Hypothesis Analysis 

1 Price (X1) -> Customer 

Loyalty (Y) 

Coefficient value = -0.031 

P Value = 0.629 

T -Statistic = 0.484 

T-table = 1968 

T- Statistic >T-table 

2 Promotion (X2)–> Customer 

Loyalty (Y) 

Coefficient value = -0.054 

P Value = 0.376 

T -Statistic = 0.886 

T-table = 1968 

3 Product Quality (X3) -> 

Customer Loyalty (Y) 

Coefficient value = 0.077 

P Value = 0.244 

T -Statistic = 1.167 

T-table = 1968 

4 Service Quality (X4) -> 

Customer Loyalty (Y) 

Coefficient value = 0.017 

P Value = 0.649 

T- Statistic = 0.456 

T-table = 1968 

5 Price (X1) -> Customer 

Satisfaction (Z) 

Coefficient value = -0.021 

P Value = 0.844 

T- Statistic = 0.196 

T-table = 1968 
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6 Promotion (X2) -> Customer 

Satisfaction (Z) 

Coefficient value = 0.018 

P Value = 0.869 

T- Statistic = 0.165 

T-table = 1968 

7 Product Quality (X3) -> 

Customer Satisfaction (Z) 

Coefficient value = 0.063 

P Value = 0.616 

T- Statistic = 0.502 

T-table = 1968 

8 Service Quality(X4) -> 

Customer Satisfaction (Z) 

Coefficient value = 0.163 

P Value = 0.018 

T- Statistic = 2.369 

T-table = 1968 

9 Customer Satisfaction (Z) -> 

Customer Loyalty (Y) 

Coefficient value = 0.871 

P Value = 0.000 

T -Statistic = 38.613 

T-table = 1968 

T- Statistic >T-table 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.7: Structural Model Image 

The following discussion interprets these findings in depth and relates them to the basic 

concepts and hypotheses that have been proposed, and is supported by facts obtained from data 

analysis. 

1. The i EIffeict of Seirvicei Quality on Satisfaction and Loyalty: Thei finding that seirvice i quality 

(X4) has a significant eiffeict on custome ir satisfaction (Z) (H9 is supporteid, significancei = 

0.018 < 0.05) and custome ir satisfaction (Z) has a significant eiffeict on custome ir loyalty (Y) 

(H10 is supporteid, significancei = 0.000 < 0.05) is consisteint with thei SEIRVQUAL Modeil 

(Parasuraman, Ze iithaml, & Be irry, 1988) and thei Disconfirmation of EIxpeictations Theiory 

(Oliveir, 1980). Thei SEIRVQUAL Modeil e imphasize is that seirvicei quality dime insions (such as 

reiliability, reisponsiveine iss, assurancei, eimpathy, and tangibleis) creiatei a positive i custome ir 

e ixpeirieincei. The i Disconfirmation of EIxpe ictations The iory eixplains that satisfaction is forme id 

whe in custome ir e ixpeictations arei me it or e ixceie ideid. In this conteixt, Sunan Drajat De ipartme int 

Storei, Ngimbang Branch, which is ablei to providei good se irvicei, creiateis strong custome ir 

satisfaction, which ultimateily driveis loyalty. This finding is supporteid by thei study of Sari & 
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Miswanto (2022) which highlights thei importancei of seirvicei quality dime insions such as 

e impathy, re isponsive ineiss, and assurancei in creiating positive i and loyal custome ir eixpeirieinceis.   

2. Insignificant EIffeict of Pricei, Promotion, and Product Quality on Loyalty: Thei finding 

that pricei (X1) (significance i = 0.629 > 0.05), promotion (X2) (significancei = 0.376 > 0.05), 

and product quality (X3) (significancei = 0.244 > 0.05) do not have i a significant eiffeict on 

custome ir loyalty (Y) (H1, H2, and H3 arei not supporte id) contradicts seive iral preivious studieis 

that eimphasizei the i importancei of theisei factors in forming loyalty. For e ixample i, thei Price i 

Fairneiss Theiory (Bolton e it al., 2003) stateis that the i peirceiption of pricei fairneiss affeicts 

custome ir satisfaction and loyalty, whe irei fair priceis are i consideireid to increiasei custome ir trust. 

Howe ive ir, in thei conteixt of tight reitail compe itition such as at Sunan Drajat Deipartme int Storei, 

Ngimbang Branch, custome irs may consideir theisei factors as standards that must be i me it by all 

storeis. Thus, seirvicei quality be icome is a strongeir main diffeireintiating factor in influeincing 

loyalty. In addition, custome irs may have i a ceirtain toleirancei for pricei variation, or eixisting 

promotions may not bei eiffeictivei e inough to have i a significant impact on loyalty. Product 

quality, whilei important, may be i take in for granteid and theire iforei not a major deite irminant of 

loyalty.   

3. Meidiating Rolei of Customeir Satisfaction: Thei finding that custome ir satisfaction (Z) 

me idiateis thei e iffeict of seirvicei quality (X4) on custome ir loyalty (Y) (partially supporteid H11) 

confirms thei important role i of custome ir satisfaction as a link be itweie in seirvicei quality and 

loyalty, in accordancei with thei Disconfirmation of EIxpe ictations Theiory (Oliveir, 1980). This 

me ians that good se irvicei quality increiaseis custome ir satisfaction, and this increiasei in 

satisfaction in turn streingthe ins custome ir loyalty. Howe ive ir, thei me idiation of custome ir 

satisfaction is not significant in thei re ilationship beitweie in pricei, promotion, and product quality 

with loyalty, indicating that theisei factors affeict loyalty through otheir me ichanisms or may not 

be i direict.    

Thei importancei of seirvicei quality and custome ir satisfaction in forming loyalty is consisteint 

with thei reiseiarch of Firmansyah & Prihandono (2018) and Anggraini & Budiarti (2020). Theisei 

studieis also highlight thei me idiating rolei of custome ir satisfaction in thei re ilationship beitweie in seirvicei 

quality and loyalty. This indicateis that good se irvicei quality can creiatei satisfaction that eincourage is 

custome irs to reimain loyal to thei storei.   Thei insignificant influeincei of pricei, promotion, and product 

quality on custome ir loyalty is diffeire int from thei reise iarch of Ze iithaml (1988) and Tjiptono (2016), 

which eimphasizei the i importancei of product quality as one i of thei main factors in building custome ir 

loyalty. This diffeireincei may be i due i to diffeireince is in the i reiseiarch conteixt, characte iristics of thei marke it 

studieid, or otheir factors not eixamine id in this study. For eixample i, diffeire inceis in custome ir culturei or 

de imographics may affeict how theiy asseiss and reispond to theise i factors.    

This study provideis strong e impirical eivideince i that seirvicei quality and custome ir satisfaction 

arei ke iy factors in shaping custome ir loyalty at Sunan Drajat Deipartme int Storei, Ngimbang Branch. 

This finding highlights thei importancei for companieis to focus on improving se irvicei quality in ordeir to 

increiasei custome ir satisfaction and loyalty. Companieis also neie id to rei-e ivaluatei theiir pricing, 

promotion, and product quality strateigie is to einsurei that theise i factors contributei eiffeictiveily to 

custome ir satisfaction and loyalty. 

 

CONCLUSION 

study concludeis that seirvice i quality and custome ir satisfaction factors havei a ve iry important 

rolei in forming custome ir loyalty at Sunan Drajat De ipartme int Storei, Ngimbang Branch. Seirvicei 



PROCEEDING 

NICEBIS: National Innovation Conference on Economics and Business Vol. I No. I July 2025 

5 
 
 

 

quality is prove in to significantly influeincei custome ir satisfaction, which thein be icome is the i main drive ir 

for creiating loyalty. While i pricei, promotion, and product quality factors do not direictly increiasei 

custome ir loyalty, thei me idiating rolei of custome ir satisfaction is important in this conteixt, eispe icially in 

streingthe ining thei impact of seirvicei quality on loyalty. Theireiforei, it is reicomme inde id that Sunan Drajat 

De ipartme int Storei, Ngimbang Branch, focus more i on improving ove irall seirvicei quality and positivei 

custome ir eixpeirieincei to creiatei sustainablei long-te irm loyalty. This can includei improving aspeicts of 

reisponsiveine iss, reiliability, assurancei, e impathy, and physical eivide incei of seirvicei. 
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