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Abstract. Services reach almost all aspects of human life, ranging from government
services to private services such as trade, transportation services and communication
services using mobile phones. The purpose of this study was to analyze the factors that
affect customer satisfaction and customer loyalty. The data collection method used was
a questionnaire, which was analyzed using SPSS-Amos. The results showed that service
productivity affected consumer loyalty either directly or indirectly. Responsiveness
only had a direct effect on customer loyalty. Accountability had an indirect effect on
customer loyalty through customer satisfaction. Also, service attitude had a positive
and significant effect on customer loyalty either directly or through service quality. The
novelty of this study lies in the dimensions used in measuring the variables in service
providers.

provider, service quality, consumer loyalty

Organizations that want to progress and develop are required to have quality human
resources. Quality human resources are humans whose performance can achieve work
goals or work targets that have been designed in the organization (1). It can be said that
humans have an important role in organizations, namely as implementers and movers
of the organization. Without human resources, the organization is just a name. However,
sometimes human resources are also an obstacle for every organization because not
all humans can carry out their duties properly. Things like this will certainly have an
impact on the performance of the organization in achieving its goals.

Every human being needs service during his life. Getting service is a basic right for
the community (2). Therefore, it is important to pay attention to the services provided
to the community. When employee performance is optimized, customers are satisfied
with the company which ultimately increases their loyalty and strengthens their trust in
the products and services offered by the company. On the other hand, when customer
expectations are not met, they are disappointed and have a negative impact on the
reputation of the organization.
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Services reach almost all aspects of human life, starting from government services,
private services such as trade, transportation services, including services in terms of

communication using mobile phones.

The use of mobile phones is no longer a secondary need for people living in the era
of 4.0. But it has become a basic need. It is undeniable that every human activity is
often connected to mobile phones from waking up to wanting to sleep again; such as
using alarms on mobile phones, ordering food, ordering

transportation, payment transactions, and so on. This has triggered an increase in
mobile phone users in Indonesia so that not a few people have more than one cellphone.
Usually one is for personal use, one is for work, and some are used for leisure such
as playing games, watching videos on various platforms, or listening to music. The
increasing number of mobile phone users from day to day triggers the number of
provider companies in Indonesia.

Provider companies always provide attractive offers for the community because the
competition is so tight. Some companies offer network speed, some offer low prices,
some offer lots of bonuses, and some offer door prizes such as cars and houses. This is
a consideration for consumers in choosing a provider to facilitate their communication.

One of the most widely used providers in Indonesia is Telkomsel. Telkomsel is a giant
provider in Indonesia, not only working with various parties but also the government.
This can be seen during the Covid-19 pandemic, the Government of the Republic of
Indonesia through the Minister of Education and Culture Nadiem Makariem trusted
Telkomsel to be able to facilitate teaching and learning needs between students and
teachers, and between students and lecturers. However, along the way, consumers
experience several obstacles related to the facilities provided by Telkomsel, such as
the network which is sometimes unstable, the active period expires without any prior
notification. This requires Telkomsel to be able to overcome the problems that are often
experienced by consumers. ,

Many factors effect customer loyalty as stated by (3) and (4) regarding the effect of
productivity on customer loyalty. (5), (6), and (7) regarding the impact of responsibility on
customer loyalty. Then research (8), (9), and (10) regarding the effect of accountability on
consumer loyalty. Further research by (11), (12), and (13) regarding the effect of attitude
on consumer loyalty. Furthermore, the results of (14), (15), (16).

Therefore, this study will analyze employee productivity on customer loyalty either
directly or through service quality; the effect of responsiveness on customer loyalty
either directly or through service quality; the effect of accountability on customer loyalty
either directly or through service quality; attitude towards customer loyalty either directly
or through service quality; and the direct effect of service quality on customer loyalty.
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This study is designed to analyze and develop an empirical research model through
causality of variables such as customer loyalty, service quality, productivity, respon-
siveness, accountability, and employee attitudes. as for the research approach, namely
quantitative explanatory. The population in this study were all Grapari customers from
January to July 2021. The number of samples selected was 100 people.

The analytical method used in this research is to use path analysis. The main analysis
carried out is to test the path construct whether it is empirically tested or not. Further
analysis was carried out to find out the direct and indirect effects of a set of independent
variables on the dependent variable. In addition, path analysis is a type of multivariate
analysis to study the direct and indirect effects of several variables that are hypothesized
as causal variables on other variables called effect variables.

Next, calculate the path coefficient. After the path coefficient is calculated, then
hypothesis testing is carried out to prove the independent variable being studied has
a significant effect on the dependent variable. However, due to the complexity of
calculating the path coefficient, the researcher used the help of the AMOS-SPSS 20
(Statistical Package for Social Science) software. After the model is declared feasible,
the next step is hypothesis testing which aims to determine whether there is a significant
effect between variables.

Before analyzing the relationship between variables, it is important to know the feasibility
test of the model. The results of the model feasibility test are presented in Figure 1.

Figure 1: SPSS-Amos Output.
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3.1. The Effect of Service Productivity on Customer Loyalty Either
Directly or Indirectly Customer Satisfaction

The direct effect of productivity on costomer loyality shows a positive and significant
effect (t value of 1.854 and coefficient value of 0.285). This means that every 1 percent
increase in service productivity will increase customer loyalty by 0.285 percent. These
results are by the initial hypothesis which states that service productivity has a positive
and significant effect on customer loyalty.

The indirect effect of service productivity on customer loyalty through customer
satisfaction shows a positive and significant effect. The positive and significant effect
comes from a positive and significant effect (t value of 4.846 and coefficient value
of 0.702) customer productivity on customer satisfaction and then continues with a
positive and significant effect (t value of 1.742 and coefficient value of 0.550) customer
satisfaction on loyalty customer.

This means that every one percentincrease in service productivity will increase 0.702
percent of customer satisfaction. Increased customer satisfaction will then increase
customer loyalty by 0.386 (0.702 x 0.550). These results are by the initial hypothesis
which states that service productivity has a positive and significant effect on customer
loyalty through customer satisfaction.

By comparing the direct and indirect effect of service productivity on customer loyalty,
it can be seen that the existence of customer satisfaction variables strengthens the effect
of service productivity on customer loyalty. This indicates the need to increase service
productivity so that consumers are satisfied with the services provided, to increase
customer loyalty.

3.2. The Effect of Service Responsiveness on Customer Loyalty
Directly or Indirectly Customer Satisfaction

The direct effect of responsibility on customer loyalty shows a positive and significant
effect (t value of 3.515 and coefficient value of 0.256). This means that every 1 percent
increase in service responsibility will increase customer loyalty by 0.256 percent. These
results are by the initial hypothesis which states that service responsibility has a positive
and significant effect on customer loyalty.

There is no indirect effect of service responsibility on customer loyalty through
customer satisfaction. This means that every one percent increase in responsiveness
and service quality will not affect consumer loyalty.
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3.3. The Effect of Service Accountability on Customer Loyalty
Either Directly or Indirectly Customer Satisfaction

The direct effect of service accountability on customer satisfaction shows no effect
between variables. This means that any increase in service accountability will not affect
customer loyalty. This result is not by the initial hypothesis which states that service
accountability has a positive and significant effect on customer loyalty.

The indirect effect of service accountability on customer loyalty through customer
satisfaction shows a significant positive effect. The positive and significant effect comes
from a positive and significant effect (t value of 4.703 and coefficient value of 0.361)
customer productivity on customer satisfaction and then continues with a positive and
significant effect (t value of 1.742 and coefficient value of 0.550) customer satisfaction
on loyalty customer.

This means that every one percent increase in service accountability will increase
0.702 percent of customer satisfaction. Increased customer satisfaction will then
increase customer loyalty by 0.199 (0.361 x 0.550). These results are by the initial
hypothesis which states that service accountability has a positive and significant effect
on customer loyalty through customer satisfaction.

By comparing the direct and indirect effects of service accountability on customer loy-
alty, it can be seen that the existence of customer satisfaction variables strengthens the
effect of service accountability on customer loyalty. This indicates the need to improve
service accountability so that consumers are satisfied with the services provided, to
increase customer loyalty.

3.4. The Effect of Service Attitude on Customer Loyalty, Either
Directly or Indirectly Customer Satisfaction

The direct effect of service attitude on customer satisfaction shows a positive and
significant effect (t value of 2.064 and coefficient value of 0.166). This means that every
1 percent increase in service attitude will increase customer loyalty by 0.166 percent.
These results are by the initial hypothesis which states that service attitude has a positive
and significant effect on customer loyalty.

The indirect effect of service attitude on customer loyalty through customer satis-
faction shows a significant positive effect. The positive and significant effect comes
from a positive and significant effect (t value of 3.118 and coefficient value of 0.281) on
customer attitudes towards customer satisfaction and then continues with a positive and
significant effect (t value of 1.742 and coefficient value of 0.550) customer satisfaction

on loyalty customer.
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This means that every one percent increase in service attitude will increase 0.281
percent of customer satisfaction. Increased customer satisfaction will then increase
customer loyalty by 0.155 (0.281 x 0.550). These results are by the initial hypothesis
which states that service attitudes have a positive and significant effect on customer
loyalty through customer satisfaction.

By comparing the direct and indirect effects of service attitudes on customer loyalty,
it can be seen that the existence of customer satisfaction variables strengthens the
effect of service accountability on customer loyalty. This indicates the need to improve
service account so that consumers are satisfied with the services provided, to increase

customer loyalty.

Based on the results of data processing, it can be seen that service productivity affects
consumer loyalty either directly or indirectly. Responsiveness only has a direct effect on
customer loyalty. Accountability only has an indirect effect on customer loyalty through
customer satisfaction. Service attitude has a positive and significant effect on customer
loyalty either directly or through service quality.

[1] Budhwar P, Tung RL, Varma A, Do H. Developments in human resource
management in MNCs from BRICS Nations: A review and future
research agenda. Journal of International Management. 2017;23(2):111-123.
https:/doi.org/https://doi.org/10.1016/j.intman.2017.04.003

[2] Suprianto S, Arhas SH, Mahmuddin M, Siagian AO. The effectiveness of online
learning amid the COVID-19 pandemic. Jurnal Ad’ministrare. 2020;7(2):321-330.

[3] Wongleedee K. Role of customer loyalty on employee performance and productivity
in pharmacy business in Thailand. Systematic Reviews in Pharmacy. 2020;11(2):631-
641.

[4] Baumann C, Hoadley S, Hamin H, Nugraha A. Competitiveness vis-a-vis service
quality as drivers of customer loyalty mediated by perceptions of regulation and
stability in steady and volatile markets. Journal of Retailing and Consumer Services.
2017;36:62-74.

[5] Coelho PS, Henseler J. Creating customer loyalty through service customization.
European Journal of Marketing. 2012;46(3);331-356

DOI 10.18502/kss.v7i5.10590 Page 739



E KnE Social Sciences IAPA

[6] Pérez A, Del Bosque IR. Corporate social responsibility and customer loyalty:
Exploring the role of identification, satisfaction and type of company. Journal of
Services Marketing. 2015;29(1):15-25

[7] Gurlek M, Dizgin E, Uygur SM. How does corporate social responsibility create
customer loyalty? The role of corporate image. Social Responsibility Journal.
2017,13(3):409-427

[8] Abidin N, Singaravelloo K. The effects of loyalty to accountability and public
trust in local government service delivery. International Journal of Business and
Management. 2018;2(1):1-6.

[9] Ranson S. Public accountability in the age of neo-liberal governance. Journal of
Education Policy. 2003;18(5):459-480.

[10] Lumanaj J, Lesha V. Customer loyalty in commercial banks operating in Albania.

European Journal of Business, Economic and Accountancy. 2015;3(7):44-52.

[11] Erkmen E, Hancer M. Do your internal branding efforts measure up? Consumers’
response to brand supporting behaviors of hospitality employees. International
Journal of Contemporary Hospitality Management. 2015;27(5):878-895

[12] Payne SC, Webber SS. Effects of service provider attitudes and employment status
on citizenship behaviors and customers’ attitudes and loyalty behavior. Journal of
Applied Psychology. 2006;91(2):365.

[13] de Waal A, Van Der Heijden B. Increasing customer loyalty and customer intimacy
by improving the behavior of employees. Journal of Strategy and Management.
2016;(9)4:492-510

[14] Mahamad O, Ramayah T. Service quality, customer satisfaction and loyalty: A test of
mediation. International Business Research. 2010;3(4):72.

[15] Goyal P, Chanda U. A Bayesian network model on the association
between CSR, perceived service quality and customer loyalty in Indian
banking industry. Sustainable Production and Consumption. 2017;10:50-65.
https:/doi.org/https://doi.org/10.1016/j.spc.2016.12.001

[16] Shi Y, Prentice C, He W. Linking service quality, customer satisfaction and loyalty in
casinos, does membership matter? International Journal of Hospitality Management.
2014;40:81-91. https://doi.org/https://doi.org/10.1016/j.jhm.2014.03.013

DOI 10.18502/kss.v7i5.10590 Page 740



	Introduction
	Methods
	Results and Discussion
	The Effect of Service Productivity on Customer Loyalty Either Directly or Indirectly Customer Satisfaction
	The Effect of Service Responsiveness on Customer Loyalty Directly or Indirectly Customer Satisfaction
	The Effect of Service Accountability on Customer LoyaltyEither Directly or Indirectly Customer Satisfaction
	The Effect of Service Attitude on Customer Loyalty, Either Directly or Indirectly Customer Satisfaction

	Conclusion
	References

