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ABSTRAKSI

ANALYSIS THE INFLUENCE OF PRICE, SERVICE QUALITY AND
STORE ATMOSPHERE ON CUSTOMER LOYALTY THROUGH
CUSTOMER SATISFACTION (STUDY ON CUSTOMERS OF SIDJI
COFFEE KUDUS)

Dyah Astutiningsih

NIM. 201811389

Dosen Pembimbing: 1. Sutono, SE. MM. PhD.

2. Hutomo Rusdianto, SE. MBA. QWM. CBV.

UNIVERSITAS MURIA KUDUS
FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN

Penelitian ini bertujuan untuk menganalisis pengaruh harga, kualitas pelayanan dan
store atmosphere terhadap loyalitas pelanggan melalui kepuasan pelanggan sebagai
variabel intervening. Objek peneitian ini mengambil pada Sidji Coffee Kudus.
Populasi dalam penelitian ini adalah pelanggan Sidji Coffee yang tidak diketahui
jumlahnya dan sampel penelitian ini sebanyak 180 responden. Pengumpulan data
menggunakan kuesioner dengan skala likert. Analisis data menggunakan software
AMOS 24. Penelitian ini menunjukkan bahwa (1) Harga berpengaruh terhadap
Kepuasan Pelanggan Sidji Coffee Kudus. (2) Kualitas Pelayanan berpengaruh
terhadap kepuasan pelanggan Sidji Coffee Kudus. (3) Store Atmosphere berpengaruh
terhadap kepuasan pelanggan Sidji Coffee Kudus. (4) Harga berpengaruh terhadap
Loyalitas Pelanggan Sidji Coffee Kudus. (5) Kualitas Pelayanan berpengaruh
terhadap Loyalitas Pelanggan Sidji Coffee Kudus. (6) Store Atmosphere tidak
berpengaruh terhadap Loyalitas Pelanggan Sidji Coffee Kudus. (7) Kepuasan
Pelanggan berpengaruh terhadap Loyalitas Pelanggan Sidji Coffee Kudus. (8)
Kepuasan Pelanggan tidak dapat memediasi pengaruh antara Harga, Kualitas
Pelayanan, Store Atmosphere dengan Loyalitas Pelanggan.

Kata Kunci:Harga, Kualitas Pelayanan, Store Atmosphere, Kepuasan Pelanggan,
Loyalitas Pelanggan.
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ABSTRACTION

ANALYSIS THE INFLUENCE OF PRICE, SERVICE QUALITY AND
STORE ATMOSPHERE ON CUSTOMER LOYALTY THROUGH
CUSTOMER SATISFACTION (STUDY ON CUSTOMERS OF SIDJI
COFFEE KUDUS)

Dyah Astutiningsih

NIM. 201811389

Advisor: 1. Sutono, SE. MM. PhD.

2. Hutomo Rusdianto, SE. MBA. QWM. CBV.

UNIVERSITAS MURIA KUDUS
FACULTY OF ECONOMICS AND BUSINESS MANAGEMENT

This study aims to analyze the effect of price, service quality and store atmosphere
on customer loyalty through customer satisfaction as an intervening variable. The
object of this research took Sidji Coffee Kudus. The population in this study were
Sidji Coffee customers whose numbers were unknown and the sample of this study
were 180 respondents. Data collection using a questionnaire with a Likert scale.
This study shows that (1) Price has a positive and significant effect on Customer
Satisfaction Sidji Coffee Kudus. (2) Service Quality has a positive and significant
effect on customer satisfaction Sidji Coffee Kudus. (3) Store Atmosphere has a
positive and significant effect on customer satisfaction Sidji Coffee Kudus. (4)
Price has a positive and significant effect on Customer Loyalty Sidji Coffee Kudus.
(5) Service Quality has a positive and significant effect on Customer Loyalty Sidji
Coffee Kudus. (6) Store Atmosphere has a positive and insignificant effect on
Customer Loyalty of Sidji Coffee Kudus. (7) Customer Satisfaction has a positive
and significant effect on Customer Loyalty Sidji Coffee Kudus. (8) Customer
Satisfaction cannot mediate the influence between Price, Service Quality, Store
Atmosphere with Customer Loyalty.

Keyword: Price, Service Quality, Store Atmosphere, Customer Satisfaction,
Customer Loyalty

viii



TABLE OF CONTENTS

COVER PAGE ...ttt et i
TITLE PAGE.....c ettt ettt e e ii
MOTTO AND OFFERS ...t WY}
FOREWORD ...ttt et e e Y
ABSTRACTION L. et ettt e et a e e e e e vii
TABLE OF CONTENT S o ittt i s a st enaee e viii
LIST OF TABLES. ... oo ittt 5 i e ne sttt e et eae i e e e s i e e e e eneneeas X
LIST OF FIGURES ..ottt ittt e Xii
LIST OF ATTACHMENT ..ttt et e abevee et Xiil
CHAPTER I INTRODUCTION .....iiiiiinisaiieeesiebaassssasaineeanineessssbssnssisssissse e 1
R = - Yo (o T 0T o e S S 1
1.2 RESEACH SCOPE ...veeeieeeiiiiiaiiiisiiineeeseeeessessansesaaseseaseaeanssaesanteeesnseesines 12
1.3 Problem FOrmulation. ... i oo it i 13
1.4 RESEArCN PUIPOSE .. ..vei e i ee st et a e e ab e e enaee e b eaanes 14
1.5 ReSEArCh BeNEFILS...cuiiiiiiiiii it bt sh e 15
CHAPTER Il LITERATURE REVIEW...cocoiii it 16
2.1 TheoritiCal BASIS ..........c.oieiieesii e teei e b 16
2.2 Previous Research REVIEW ...ttt 52
2.3 Influence Between Variables ... 54
2.4 Theoretical Framework ............ccooiiiiiiiiiiiieiicce e 61
2.5 HYPOLNESIS ...t 62
CHAPTER Il RESEARCH METHOD ......ccooiiiiiiiiiiiecee e 63



3.1 RESEAIrCH DESIGN....ciiiiiiiiieiiiieiie sttt 63

3.2 Variable Operational Definition ..........cccooiieiiiiniiiiiee e 65

3.3 Data TYPes and SOUICE.........cccuviiiierieieiee it 69

3.4 Population and SamPIe..........ocveiiiiiii s 70

3.5 Data COECTION ......oovieiiieiie e 71

3.6 Validity Test and Reliability TSt .. iv...oiieiiiiiiiieiie e 72

3.7 Data PrOCESSING i iueiaritt et aiee st et e i bb st be e et 73

3.8 Data ANAIYSIS . .cueeeeiiiie e itk ie e irene e s e e et e e et i e Ra e e e anreee s 74

CHAPTER IV RESULT AND DISCUSSION .......cooiiiiiiaiiiiiien it 83

4.1 Overview 0f Research ODJECTS...........coviiiieiiiiin et e bt 83

4.2 Data PreSentation ..........coooieintereeseesieessee e ssne e snmassssssieie e 85

4.3 InStrument Data TeSE......covveieeriieiiiece e 92

4.4 Data ANAIYSIS ....eeeeiiee it ciriiieaitin e anae e steaesiaae e s saneeassaaeasnseeeananeesseeeanaes 97
4.5 DISCUSSION ...ttt ekt s et abe e S stk ettt nnetne e 112
CHAPTER V CONCLUSION AND SUGGESTIONS.........ccooiiiiiieie e 127
5.1 CONCIUSION ..ttt 127
5.2 SUQOESHIONS .....eiiiurreeiirreierresssiueeessesssibaee s baaesssssasssesesssssessssseesinneesnseeens 128
BIBLIOGRAPHY ...ttt st 130
ATTACHMENT ...t i e e e e 138



LIST OF TABLES

Table 1.1 Coffee prices in some Kudus coffee Shops........cccccevviiiiiiieiiciienn, 6
Table 4.1 Respondents Characteristics Based on Gender............cccccceevvveenveenne 85
Table 4.2 Respondents Characteristics Based 0N AgQe..........ccvvvvevieiiieniieeinennnn, 85
Table 4.3 Respondents Characteristics Based on Job...........ccccooeeviiiiiineiiinnne, 86
Table 4.4 Respondents Characteristics Based on Education..............c..ccceevvvennne. 87
Table 4.5 Respondents Characteristics Based on INCOME....cco.cvvvevvveeiiieeninnnnne, 87
Table 4.6 Respondent ReSPONSES PriCe (X1) iivcvueeveervreenieeiiesiineenenesineesvee e 88
Table 4.7 Respondent Responses Service Quality (X2) ... iveieiiiinniisinennnn. 89
Table 4.8 Respondent Responses Store Atmosphere (X3) .......cccciveiivneesiueeenne 90
Table 4.9 Respondent Responses Customer Satisfaction (Y1) ..........ccccvciivnnnnnn. 90
Table 4.10 Respondent Responses Costumer Loyalty (Y2) .....c..ccooeiiiiinnnnnenn. 91
Table 4.11 Validity TeSL......ccouuiiiiiiiiiiiieiiinieesieeesereisanrsssasnaeessnaeessnaneessteeeenseeeines 92
Table 4.12 Average Variance Extract (AVE) .........iccociiiiiie i 93
Table 4.13 Discriminant Validity ............ccoveiiir i b 94
Table 4.14 RelabIlty TeSE..cccvii e it i re e s snra e saae e b 94
Table 4.15 Assessment of NOrMality........ccoceriiieniiieniie e, 95
Table 4.16 Observations farthest from the centroid .............cccoccevveiiiiniciinnnn, 96
Table 4.17 Model Test Goodness of Fit Full Measurement Step L.........cciveveeveeveenenene. 98
Table 4.18 Regression WEIGNLS ..........cccceueeurieieiieceeiecteeee ettt 98
Table 4.19 Standardized Regression Weights............cccoveeveeeeeceeecececeee e 100
Table 4.20 Model Test Goodness of Fit Full Measurement Step 2...........ccccveveevrevennene. 102
Table 4.21 Regression WEeIGht ...........cccceveiiieiiieiiiccese e 102

Xi



Table 4.22 Standardized Regression WeIght ...........c.ccooviiieiiiinoiieieeceee e 103

Table 4.23 Model Test Goodness of Fit Full Model ...........cccooovviiieieieieiccceecees 105
Table 4.24 Regression WEIGHES ........cvieieieieieiiee e aenas 105
Table 4.25 Standardized Regression WeIghts..........c.ccooviiieiiiieieeieie e 106
Table 4.26 Standardized Regression WeIghts............cccoveiieiiienciieseeseecsee e 107
Table 4.27 Result of Indirect Effect dan Total Effect estimation..............ccccccevervenrnnne. 108
Table 4.28 Standardized Regression Weights.............iiiueeeeiiiiine oo 109
Table 4.29 Regression WEIGLS ...........c.ociueeiiiinmriieieiestesreses e stieeese e sse v 110

Xii



LIST OF FIGURES

Figure 1.1 Review of Service QUality..........ccocoviiiiiiiiiiiiiice e 7
Figure 1.2 Review Of Store AtMOSPNEre..........cocveiiiiiieiiieriee e 8
Figure 1.3 Review of Customer Satisfaction.............cccccvvveriiiie i 9
Figure 1.4 Review of Customer Loyalty...........cccooiiiiiiiiiniiie, 10
Figure 2.1 Theoritical Framework. ... i i 61
Figure 3.1 AMOS FIOWCREIT......cctiuiiiiiiiii it 75
Figure 4.1 Sidji COTTEE'S 10g0 ... .evuee it i irme st i tie e 84
Figure 4.2 Confirmatory Analysis of Full Measurement Phase 1........c....ccoc.e..... 97
Figure 4.3 Confirmatory Analysis of Full Measurement Phase 2..............e...... 101
Figure 4.4-SEM FUll MOGEl TESEING ...cuvveeevreeiieriiieeeaieeeesineeesneesssnswessssassineeens 104

Xiii



LIST OF ATTACHMENT

Attachment 1 Certificate 0f ReSearch..........cccooveviieiii i, 137
Attachment 2 Research QUESTIONNAINE ..........oovveeiiiieiiiie e 138
Attachment 3 Respondents RESUIES.............ccooiiiiiiiiiiic e 145
Attachment 4 Results of AMOS ANAIYSIS ... it 149

Xiv



	CHAPTER I
	1.1 Background
	Table 4.13
	Discriminant Validity
	Table 4.15
	Assessment of normality
	Table 4.16
	Observations farthest from the centroid (Mahalanobis distance)
	Table 4.18
	Regression Weights: (Group number 1 - Default model)
	Table 4.19
	Standardized Regression Weights: (Group number 1 - Default model)
	Table 4.21
	Regression Weights: (Group number 1 - Default model) (1)
	Table 4.22
	Standardized Regression Weights: (Group number 1 - Default model) (1)
	Table 4.24
	Regression Weights: (Group number 1 - Default model) (2)
	Table 4.25
	Standardized Regression Weights: (Group number 1 - Default model) (2)
	Table 4.27
	Standardized Regression Weights
	Table 4.28
	Squared Multiple Correlations: (Group number 1 - Default model)
	Table 4.29
	Regression Weights: (Group number 1 - Default model) (3)
	Regression Weights: (Group number 1 - Default model) (4)
	Standardized Regression Weights: (Group number 1 - Default model) (3)
	Assessment of normality (Group number 1)
	Covariances: (Group number 1 - Default model)
	Model Fit Summary
	CMIN
	RMR, GFI
	Baseline Comparisons
	Parsimony-Adjusted Measures
	NCP
	FMIN
	RMSEA
	AIC
	ECVI
	HOELTER
	Regression Weights: (Group number 1 - Default model) (5)
	Standardized Regression Weights: (Group number 1 - Default model) (4)
	Assessment of normality (Group number 1) (1)
	Covariances: (Group number 1 - Default model) (1)
	Model Fit Summary (1)
	CMIN (1)
	RMR, GFI (1)
	Baseline Comparisons (1)
	Parsimony-Adjusted Measures (1)
	NCP (1)
	FMIN (1)
	RMSEA (1)
	AIC (1)
	ECVI (1)
	HOELTER (1)
	Regression Weights: (Group number 1 - Default model) (6)
	Standardized Regression Weights: (Group number 1 - Default model) (5)
	Assessment of normality (Group number 1) (2)
	Covariances: (Group number 1 - Default model) (2)
	Model Fit Summary (2)
	CMIN (2)
	RMR, GFI (2)
	Baseline Comparisons (2)
	Parsimony-Adjusted Measures (2)
	NCP (2)
	FMIN (2)
	RMSEA (2)
	AIC (2)
	ECVI (2)
	HOELTER (2)
	Regression Weights: (Group number 1 - Default model) (7)
	Standardized Regression Weights: (Group number 1 - Default model) (6)
	Assessment of normality (Group number 1) (3)
	Covariances: (Group number 1 - Default model) (3)
	Model Fit Summary (3)
	CMIN (3)
	RMR, GFI (3)
	Baseline Comparisons (3)
	Parsimony-Adjusted Measures (3)
	NCP (3)
	FMIN (3)
	RMSEA (3)
	AIC (3)
	ECVI (3)
	HOELTER (3)
	Regression Weights: (Group number 1 - Default model) (8)
	Standardized Regression Weights: (Group number 1 - Default model) (7)
	Assessment of normality (Group number 1) (4)
	Model Fit Summary (4)
	CMIN (4)
	RMR, GFI (4)
	Baseline Comparisons (4)
	Parsimony-Adjusted Measures (4)
	NCP (4)
	FMIN (4)
	RMSEA (4)
	AIC (4)
	ECVI (4)
	HOELTER (4)
	Regression Weights: (Group number 1 - Default model) (9)
	Covariances: (Group number 1 - Default model) (4)
	Assessment of normality (Group number 1) (5)
	Model Fit Summary (5)
	CMIN (5)
	RMR, GFI (5)
	Baseline Comparisons (5)
	Parsimony-Adjusted Measures (5)
	NCP (5)
	FMIN (5)
	RMSEA (5)
	AIC (5)
	ECVI (5)
	HOELTER (5)
	Regression Weights: (Group number 1 - Default model) (10)
	Standardized Regression Weights: (Group number 1 - Default model) (8)
	Variances: (Group number 1 - Default model)
	Assessment of normality (Group number 1) (6)
	Observations farthest from the centroid (Mahalanobis distance) (Group number 1)
	Model Fit Summary (6)
	CMIN (6)
	RMR, GFI (6)
	Baseline Comparisons (6)
	Parsimony-Adjusted Measures (6)
	NCP (6)
	FMIN (6)
	RMSEA (6)
	AIC (6)
	ECVI (6)
	HOELTER (6)
	Regression Weights: (Group number 1 - Default model) (11)
	Standardized Regression Weights: (Group number 1 - Default model) (9)
	Variances: (Group number 1 - Default model) (1)
	Squared Multiple Correlations: (Group number 1 - Default model) (1)
	Implied (for all variables) Covariances (Group number 1 - Default model)
	Standardized Total Effects (Group number 1 - Default model)
	Standardized Direct Effects (Group number 1 - Default model)
	Standardized Indirect Effects (Group number 1 - Default model)
	UJI NORMALITAS
	Assessment of normality (Group number 1) (7)
	UJI OUTLIER
	Observations farthest from the centroid (Mahalanobis distance) (Group number 1) (1)
	Model Fit Summary (7)
	CMIN (7)
	RMR, GFI (7)
	Baseline Comparisons (7)
	Parsimony-Adjusted Measures (7)
	NCP (7)
	FMIN (7)
	RMSEA (7)
	AIC (7)
	ECVI (7)
	HOELTER (7)
	Sample Covariances (Group number 1)



