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Abstract

This research aimed to analyze influence service quality are physical aspects, reliability, personal interaction,
problem solving and policy toward the word of mouth communication of Pamella Supermarket in JI. Kusumanegara
Yogyakarta. The analysis used was multiple regression analysis. Hypothesis was test by using T test and F test.
T test used to test the partial regression coefficients. The result of partially regression coefficient test with T test
shows that physical aspects, reliability, personal interaction, and problem solving influence significantly toward the
word of mouth communication and policy not significantly toward the word of mouth communication. This result of
simultaneously regression coefficient test with F test shows that physical aspects, reliability, personal interaction,
problem solving and policy influence significantly toward the word of mouth communication. In the other side
coefficient regression test’s result shows that variables of physical aspects, reliability, personal interaction, problem
solving and policy are able to explain word of mouth communication up to 61,5% and the rest is 39,5% caused by
another variable that is not included in the research model.
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INTRODUCTION

Globalization and liberalization of world trade have resulted in rapid changes in the business environment.
Adaptation to existing changes is a company's main need to be able to compete in the global market.
Competition can be won if the company has a competitive advantage. Competitive advantage can be achieved
through long-term relationships between companies and customers by building word of mouth communication.
This shows that word of mouth communication plays an important role and can be used as the basis for the
development of a sustainable competitive advantage, namely an advantage that can be realized through
marketing efforts.

Word of mouth communication can be built through improving service quality. Service quality is one of the
main factors in the selection of goods and services for customers. Meanwhile, the company's goal is to produce
goods and services to satisfy and improve service quality. This means that customer satisfaction will be achieved
if the quality of service provided by the company can meet customer needs and achieve customer trust. The
achievement of service quality will improve word of mouth communication. Improving service quality will improve
word of mouth communication so that it will create customer loyalty. Thus, the long-term relationship between the
company and its customers will be built through the antecedents of word of mouth communication.

The retail business in national development has an important role not only as the spearhead of product
marketing, but also as a source of state income and can absorb a large enough workforce. Berman and Evans
(2001) suggest that there are several things that make the retail business important to study, namely : (1) the
implications of retail in the global economy which include strengthening retail and labor absorption are key in the
global economy, (2) the function of retail in the global economy. distribution chain, achieving the retail function as
a liaison between the final consumer with the manufacturer and the wholesaler, (3) the relationship between the
retailer and the supplier, including control over the distribution chain, profit allocation, number of competitor
retailers, location, display and promotion issues.

In this increasingly fierce competition, the retail business faces a major challenge, namely managing word
of mouth communication so that it will create customer loyalty. Efforts to get loyal customers is not an easy job,
so it requires more serious attention, especially marketers. Thus, loyal customers are important assets for
companies, even customer loyalty has a positive relationship with profitability (Rowley and Dawes, 1999).

Given the importance of word of mouth communication in achieving company goals, this paper attempts
to analyze the effect of service quality on word of mouth communication. This research was conducted at
Pamella Supermarket which is located on JI. Kusumanegara Yogyakarta. Pamella Swalayan was chosen as the
object of research because it is one of the supermarkets that has become a trend in Muslim supermarkets in the
Special Region of Yogyakarta.

LITERATURE REVIEW

Service Quality

Service Quality is a way to compare the perceived service received by the customer with the service
actually expected by the customer (Fitzsimmons & Fitzsimmons, 1994; Parasuraman, Zeithaml and Berry, 1988).
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If the service expected by the customer is greater than the service actually received by the customer, it can be
said that the service is of poor quality. Meanwhile, if the service expected by the customer is lower than the
service actually received by the customer, it can be said that the service is of quality, and if the service received
is the same as expected, the service is said to be satisfactory (Fitzsimmons & Fitzsimmons, 1994). Thus, Service
Quality is a way to find out how far the difference between reality and customer expectations for the service
received (Parasuraman, Zeithaml and Berry, 1988).

SERVQUAL analysis has been empirically tested on bank services, telephone services and so on.
However, SERVQUAL analysis is not always successfully applied to retail businesses. In reality very little
research has been done in the retail business. In the research conducted by Dabholkar, Thorpe and Rentz
(1996) proposed several dimensions of retail service quality. These three researchers combined reviews and
literature on retail and SERVQUAL, so that 5 dimensions of retail service quality were successfully proposed.

These five dimensions of retail service quality include: (1) Physical Aspects, which is a dimension that
includes the attractiveness of the physical aspect and the ease with which customers find the goods they need,
(2) Reliability, is a dimension that includes the accuracy of fulfilling promises to customers, (3) Personal
Interaction, is a dimension that includes personal interaction between customers and employees, (4) Problem
Solving, is a dimension related to providing solutions to problems faced by customers while shopping or solutions
to complaints submitted by customers for the services received, such as returning and exchanging goods
purchased by customers, and (5) Policy, which is a dimension related to store policies to respond to customer
demands or needs, such as providing quality goods, accepting credit card payments and providing adequate
parking spaces.

Communication Word of Mouth

Word of mouth communication is an important factor for service marketer communication. Most
consumers will recommend word of mouth from their consumption activities. Word of mouth activity can be
negative, neutral or positive (Day and Landon, 1977; Richins, 1983; Singh, 1988). The results of the study of
Harline and Jones (1996) show that the quality of service received by customers and the value received by
customers will increase word of mouth intentions. A positive relationship between service quality and word of
mouth was also found by the results of a study by Zeithaml, Berry and Parasuraman (1996). In addition, the
results of the study of Swanson and Davis (2003) show that there is a positive relationship between service
quality and favorable word of mouth intentions when employee contact is the main locus of attribution.

Dick and Basu (1994) suggest that customer commitment is an antecedent of word of mouth
communication. Mayer and Schoorman (1992) in their study found that if they have a high affective commitment,
they will be motivated to achieve organizational goals. Word of mouth communication is a form of consumer
behavior that has an impact on the company's health strategy (Boulding et.al., 1993). Harrison and Walker
(2001) study results show that service quality and customer commitment are potential antecedents for word of
mouth communication.
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Hypothesis

The tentative conclusions that will be verified in this study are as follows :
1. H1: Quality of service which includes physical aspect, reliability, personal interaction, problem solving and
policy has a partial effect on word of mouth communication.
2. H2: Service quality which includes physical aspects, reliability, personal interaction, problem solving, and
policy simultaneously affects word of mouth communication.

RESEARCH METHODS
Population and Sample

The population is the total number of units of analysis whose characteristics will be estimated. (Mantra
and Kastro, 1989). The population in this study were customers at Pamella Supermarkets located on JI.
Kusumanegara Yogyakarta.

The sample was determined by convenience sampling method and purposive sampling method.
Convenience sampling is a non-probability sample that is not limited (Cooper and Emory, 1995). Convenience
sampling is a method for selecting members of the population that are easiest to find and ask for information
(Hadi, 1987). While purposive sampling is a method of selecting samples based on certain considerations
(Cooper and Emory, 1995; Babbie, 1995). The criteria are as follows :

1. The sampled customers are customers who often shop at Pamella Swalayan. From the various community
groups who become customers, the selected respondents are the student group and the housewife group.
This customer group was chosen because it is a group of people who often shop in order to fulfill their daily
needs.

2. Respondents are customers at Pamella Supermarkets located on JI. Kusumanegara Yogyakarta. Pamella
Swalayan was chosen because it is a supermarket owned by a local entrepreneur in Yogyakarta.

In this study the population is not limited, so the number of samples is determined by 100 respondents.
Determination of the number of samples is based on the opinion of Rescoe in Sekaran (1992) which states that
the number of samples is greater than 30 and less than 500, in most studies it is representative.

Data Collection Technique

The data used in this study consisted of primary data and secondary data. Primary data is used as
material to calculate the research variables. Primary data collection is done by providing a list of questions to
respondents which contains about the quality of service, and word of mouth communication. Meanwhile,
secondary data was collected through literature study which was extracted from books, scientific journals, and
publications of research results. This secondary data is used to formulate problem formulations, hypotheses,
literature reviews, and use analytical tools.
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Research Instruments and Measurement Scale

Research variables were measured using an instrument in the form of a questionnaire, which contained a
number of written questions in order to obtain data from respondents. Instruments about service quality are used
from the instruments compiled by Dabholkar, Thorpe and Rentz (1996) who propose five dimensions of service
quality in the retail business, namely: (1) Physical Aspects, (2) Reliability, (3) Personal Interaction, (4) Problem
Solving, (5) Policy. These five dimensions consist of 28 items, and each is measured using a 7-point Likert scale.
The number one represents the answer strongly disagrees, the number two represents the answer disagrees,
the number three represents the answer disagrees, the number four represents the answer is neutral, the
number five represents the answer somewhat agrees, the number six represents the answer agrees, and the
number seven represents the answer strongly agrees.

Word of mouth communication in this study is positive word of mouth which is measured using an
instrument developed by Harrison and Walker (2001). Word of mouth communication consists of 10 items
measured using a 7-point scale. The number one represents the answer strongly disagrees, the number two
represents the answer disagrees, the number three represents the answer disagrees, the number four
represents the answer is neutral, the number five represents the answer somewhat agrees, the number six
represents the answer agrees and the number seven represents the answer strongly agrees.

To obtain quality data, the research instrument must be tested for validity and reliability (Huck and
Cormier, 1996). Validity test is done to measure what you want to measure (Ancok, 1989). To test the validity of
this research instrument, the Pearson Product Moment Test was used. While the reliability test is carried out to
determine the extent to which the results of a measurement can be trusted (Azwar, 1997). To test the reliability of
this research instrument used Cronbach Alpha.

Analysis Method

To prove the hypothesis, this study uses statistical analysis methods. Statistical analysis was used to
prove the relationship between service quality and word of mouth communication. The model in this study uses
Multiple Linear Regression Analysis. The model used in this study can be formulated as follows :

Y=+1X1+2X2+3X3+4X4+5X5

Where :

Y = Dependent variable (word of mouth communication) = Constant
1, 2, 3 = Regression Coefficient

X1 =Variable Physical Aspects

X2  =Variable Reliability

X3 =Personal Variable

X4 = Variable Problem Solving

X5  =Policy Variable.
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To test the proposed hypothesis, the t-test and F-test were used. The t-test was intended to determine the
independent variables (independent variables) which significantly affected the dependent variable individually.
While the F test is used to determine whether together the independent variables can explain the dependent
variable.

RESEARCH RESULTS AND DISCUSSION

The results of the evaluation of the validity of the service quality variable items (28 items) produced a
significant number because the r count of the service quality items was greater than the r table of 0.361. These
results indicate that all items used as research instruments are declared valid.

While the results of the evaluation of the validity of the word of mouth communication variable items (10
items) showed that 9 items, namely items 1 to item 9 produced significant numbers because r count was greater
than r table. However, the results of the evaluation of the validity of item 10 show that the r count is smaller than r
table, so item 10 is declared invalid. Therefore item 10 was excluded or dropped from this study.

The results of improving the evaluation of the level of validity of the word of mouth communication
variable (9 items) show a significant number because r count is greater than r table. These results indicate that 9
items of the word of mouth communication variable are declared valid.

The results of the evaluation of the reliability level of the service quality variables which include Physical
Aspects, Reliability, Personal Interaction, Problem Solving, Policy, and the word of mouth communication
variable show an alpha value greater than 0.50. This shows that the variables used in this study are stated to be
reliable (reliable).

Test Results of The Effect of Service Quality on Word of Mouth Communication

The effect of service quality on word of mouth communication can be analyzed using multiple linear
regression analysis. Based on data collected from respondents Pamella Swalayan which is located on Jl.
Kusumanegara Yogyakarta with a total of 100 respondents gave the following results :

Tabel 1. Multiple Regression Analysis Results

Variable Coefficient Value t Probability
Constant (intersep) 0,289 0,875 0,384
Physical Aspects 0,184 2,180 0,032
Reliability 0,214 2,031 0,045
Personal Interaction 0,213 2,025 0,046
Problem Solving 0,170 2,279 0,025
Policy 0,060 0,618 0,538
R =0,784; R? = 61,5%; Fniung = 30,006; Sig. F = 0,000

Source : Primary Data Processed

Based on the table above, it can be formulated multiple linear regression equation as follows :
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Y =0.289 +0.184 X1 + 0.214 X2 + 0.231 X3 + 0.170 X4 + 0.060 X5

Based on the regression equation above, it can be seen that the constant (intercept) shows the number
0.289. This means that the average word of mouth communication variable will increase by 0.289 if the variables
of physical aspects, reliability, personal interaction, problem solving and policy are equal to zero (if these
variables are not included in this regression equation).

The physical aspects variable regression coefficient of 0.184 indicates that if there is an increase in the
physical aspects variable of 1 ceteris paribus, it will increase word of mouth communication by 0.184. The
reliability variable regression coefficient of 0.214 indicates that if there is an increase in the reliability variable of 1
ceteris paribus, it will increase word of mouth communication by 0.214.

The personal interaction variable regression coefficient of 0.231 indicates that if there is an increase in the
personal interaction variable of 0.231 ceteris paribus, it will increase word of mouth communication by 0.231. The
problem solving variable regression coefficient of 0.170 indicates that if there is an increase in the problem
solving variable of 1 ceteris paribus, it will increase word of mouth communication by 0.170. The policy variable
regression coefficient of 0.060 indicates that if there is an increase in the policy variable of 1 ceteris paribus, it
will increase word of mouth communication by 0.060.

CONCLUSIONS

1. The results of multiple linear regression analysis at Pamella Supermarket on JI. Kusumanegara Yogyakarta
shows that service quality which includes physical aspects, reliability, personal interaction, problem solving
and policy has a significant effect on word of mouth communication.

2. The results of the partial regression coefficient test show that the variables of physical aspects, reliability,
personal interaction, and problem solving have a significant effect on the word of mouth communication
variable. While the policy variable has no significant effect on the word of mouth communication variable.

3. The results of the regression coefficient test simultaneously show that the variables of physical aspects,
reliability, personal interaction, problem solving and policy together have a significant effect on the variable of
word of mouth communication.

4. The coefficient of determination (R2) of 61.5% indicates that the variables of physical aspects, reliability,
personal interaction, problem solving and policy are able to explain word of mouth communication by 61.5%
and the remaining 39.5% can be explained by other variables. which are not included in the research capital.

SUGGESTIONS

1. Pamella Supermarkets should always strive to improve service quality through various programs that
emphasize the convenience of customers in shopping according to customer needs and improve facilities
and physical aspects so as to support customer convenience in shopping.

2. Pamella Supermarkets should improve service quality in order to improve customer word of mouth
communication. Improving service quality will have an impact on customer positive word of mouth
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communication through providing customer recommendations to shop at Pamella Swalayan to other parties,
whether relatives, friends, or neighbors.

BIBLIOGRAPHY

Allen, N.J. dan P. Meyer (1990), “The Measurement and Antecedent of Affective, Continuance, and
Normative Commitment to the Organization,” Journal of Occupational Psychology, Vol. 63, p.1 - 18.

Anonimus (1996), “Ritel Antisipasi Serbuan Asing Dengan Kesiapan SDM,"Usahawan, No. 4 XXV,
April. P.56.

(1996), “Toko Matahari Berdasarkan Lokasi,” Matahari, No. 46, Maret, p. 91.

Ancok, D. (1989), “Validitas dan Reliabilitas Instrumen Penelitian,” M. Singarimbun dan S. Effendi
(ed.), Metodologi Penelitian Survai, Yogyakarta : LP3ES.

Athanassopoulos A.S. Gounaris dan V. Stathakopoulos (2001), “Behavioral Responses to
Customer Satisfaction : An Empirical Study,” European Journal of Marketing,
Vol. 35, No. 5,p. 687 — 707.

Azwar, S. (1997), Reliabilitas dan Validitas, Yogyakarta : Pustaka Pelajar.

Babbie, E. (1995), The Practice of Social Research, 7 th ed. Belmont : Wadsworth Publishing
Company.

Bentler, P.M. dan G. Speckart (1979), "“Models of Attitude Behavior Relations,” Pshychological
Review, Vol. 86, p. 452 — 464.

Berman, B. Dan J.R. Evans (2001), Retail Management A Strategic Approach, New Jersey : Prestice —
Hall.

Berry, L.L. dan A. Parasuraman (1991), Marketing Service: Competing Through Quality, New York:
The Free Press.

Berry, L.L. (1995), “Relationship Marketing of Service — Growing Interest. Emerging Perspective,”
Journal of the Academy of Marketing Science, Vol. 23, No. 4, p. 236 — 245.

361|Page



Vol. 2 No. 3, 2021

I1JEBA

International Journal of Economic and Business Applied
http://ijeba.makarioz.org/

Bitner, M.J. (1990), “Evaluating Service Encounters : The Effecs of Physical Surrounding and
Employee Responses,” Journal of Marketing, No. 54, April p. 69 — 82.

Bitner, M.J. B.H. Booms, dan L.A. Mohr. (1994), “Critical Service Encounters: The Employeers
Viewpoint,” Journal of Marketing, Vol. 58, October, p. 95 — 106.

Brown, SW. dan T.A. Swartz (1989), “A Gap Analysis of Profesional Service Quality,” Journal of
Marketing, Vol. 53, April, p. 92 — 98.

Carman, J.M. (1990), “Consumer Perceptions of Service Quality : An Assesment of The SERVQUAL
Dimensions,” Journal of Retailing, Spring, p. 33 — 55.

(1994), “SERVPERF Versus SERVQUAL : Reconcilling Performance - Based and
Perceptions — minus - Expectations Measurement of Service Quality,” Journal of
Marketing, January, p. 125-131.

Chaudhuri, A. dan M.B. Holbrook (2001), “The Chain of Effects from Brand Trust and Brand Affect
to Brand Performance: The role of Brand Loyalty,” Journal of Marketing, Vol. 65, No. 2, p. 81 — 93.

Cooper, D.R. dan CW. Emory (1995), Business Research Methods, 5 th ed., chicago : Richard D.
Irwin Inc.

Coulter, K.S. dan R.A. Coulter (2002), “Determinant of Trust In a Service Provider: The Moderating
Role of Length of Relationship,” Journal of Service Marketing, Vol. 16, No. 1, p. 35 - 50.

Cronin, J.J. dan S.A. Taylor (1992), “Measuring Service Quality; A Reaxamination and Extension.”
Journal of Marketing, July, p. 55 — 68.

Dabholkar, P.A., D.I. Thorpe dan J.O. Rentz (1996), “A Measure of Service Quality For Retail Store :
Scale Development and Validation.” Journal of The Academy Marketing Science,
Vol. 24, No. 1, p. 3 - 16.

Darsono, L.I. dan B.S. Dharmmesta (2005), “Kontribusi Involvement dan Trust In Brand Dalam
Membangun Loyalitas Pelanggan,” Jurnal Ekonomi dan Bisnis Indonesia,
Vol. 20, No. 3, p. 287 — 304.

Darsono, L.I. dan C.M. Junaedi (2006), “The Examination of Perceived Quality, Satisfaction, and
Loyalty Relationship; Applicability of Comparative and Noncomparative Evaluation,”

362 | Page



Vol. 2 No. 3, 2021

I1JEBA

International Journal of Economic and Business Applied
http://ijeba.makarioz.org/

Gadjah Mada International Journal of Business, September — Desember,
Vo. 8, No. 3, p. 323 — 342.

Dharmmesta, B.S. (1999), “Loyalitas Pelanggan: Sebuah Kajian Konseptual Sebagai Panduan Bagi
Peneliti,” Jurnal Ekonomi dan Bisnis Indonesia, Vol. 14, No. 3, p. 73 — 88.

Dick, A.S. dan K. Basu (1994), "Customer Loyalty: Toward an Integrated Conceptual Framework,”
Journal of The Academy of Marketing Science, Vol. 22, No. 2 (Spring), p. 99 — 113.

Dwyer, F.R., P.H. Schurr dan S. Oh'’s (1987), “Developing Buyer — Seller Relationship,” Journal of
Marketing, April, Vol. 51, p. 11 - 27.

Engel, J.F, R.D. Black Well dan P.W. Miniard (1990), Consumer Behavior, 6 ed., Chicago: The
Dryden Press.

Ferdinand, A. (2000), Structural Equation Modeling Dalam Penelitian Manajemen, Semarang :
Badan Penerbit Universitas Diponegoro.

Fitzsimmons, J.A. dan M.J. Fitzsimmons (1994), Service Management For Competitive Advantage,
New York : Mc. Graw — Hill Inc.

Fornell, C.J.D. Michael, AW. Eugene, C. Jaesung dan B.E. Barbara (1996), “The American Customer
Satisfactions Index: Nature, Purpose and Finding,” Journal of Marketing, Vol. 60, October, p. 7 — 8.

Garbarino, E., dan M.S. Johnson (1999), “Different Roles of Satisfaction, Trust, and Commitment In
Customer Relationship,” Journal of Marketing, April, p. 70 — 86.

Gilliland, D.I, dan D.C. Bello (2002), “Two Sides to Attitudinal Commitment: The Effect of
Calculative and Loyalty Commitment on Enforcement Mechanism In Distribution
Channels,” Journal of The Academy of Marketing Science, Vol. 30,

No. 1, p. 24 —43.

Goetsch. D.L. dan S. Davis (1994), Introduction to Total Quality : Quality, Productivity,
Competitiveness, Englewood Cliffs, N.J : Prentice Hall Int. Inc.

Gotlieb, J.B., D. Grewal, dan S.W. Brown (1994), “Consumer Satisfaction and Received Quality:
Complementary or Divergent Construct,” Journal of Applied Psychology, Vol. 79,
No. 6, p. 875 — 885.

363|Page



Vol. 2 No. 3, 2021

I1JEBA

International Journal of Economic and Business Applied
http://ijeba.makarioz.org/

Gulati, R. (1995), “Does Familiarity Breed Trust? The Implications of Repeated Ties for Contractual
Choices In Alliances,” Academy of Management Journal, January, Vol. 38, p. 85 — 112.

Gundlach, G.T., R.S. Achrol, dan J.T. Mentzer (1995), “The Structure of Commitment In Exchange,”
Journal of Marketing, January, Vol. 59, p. 78 — 92.

Hadi, S. (1987), Metodologi Research, Jilid |, Yogyakarta : Yayasan Penerbit Fakultas Psikologi
UGM.

Hair, F.JJr. R.E. Anderson, R.L. Tatham dan W.G. Black (1995), Multivariate Data Analysis, With
Reading, 4 th ed., USA : Prentice Hall International Inc.

Quality, Value, and Word-of-Mouth Intention, “Journal of Business Research,” Vol. 35, p. 207 -
215.

Hampton, G.M. (1993), "Gap Analysis of College Student Satisfaction as a Measure of Profesional
Service Quality,” Journal of Profesional Service Marketing, Vol. 9. Bo. I,p. 115 - 128.

Heskett, J.L. Et.al. (1994), “Putting The Service — Profil Chain to Work,” Harvard Business Review,
March — April, p. 166.

Huck, S.\W. dan W.H. Cormier (1996), Reading Statistics and Research, 2™ ed,. New York : Harper
Collins Publisher Inc.

Hurley, R.F. (1998), “"Customer Service Behavior in Retail Settings : A Study of The Effect of Service
Provider Personality,” Journal of The Academy Marketing Science, Vo. 26, No. 2, p. 115 - 127.

Johnson, W.C. dan A. Sirikit (2002), “Service Quallity In The Thai Telecommunication Industry : A
Tool For Achieving A Sustainable Competitive Advantage,” Management Decision, Vol. 40, No. 7.,
p. 693 - 701.

Kotler, P. (1997), Marketing Management : Analysis, Planning, Implementation and Control, 9™ ed.
Upper Saddle River. New Jersey; Prentice Hall Inc.

Lau, G.T. dan S.H. Lee (1999), “Consumers Trust In Brand and The Link to Brand Loyalty,” Journal
of Market Focused Management, No. 4, p. 341 — 370.

364|Page



Vol. 2 No. 3, 2021

I1JEBA

International Journal of Economic and Business Applied
http://ijeba.makarioz.org/

Madu, N.C., C.H. Kuch dan Jacob (1996), “An Empirical Assement of The Influence Quality
Dimensions on Organizational Performance,” International Production Research,
Vol. 34, No. 7, p. 1943 — 1962.

Mantra, |.B. dan Kasto (1989), “Penentuan Sampel,” M. Singarimbun dan S. Effendi (ed.), Metode
Penelitian Survai, Yogyakarta : LP3ES.

Mc. Dougall, G.H.G. dan T. Levesque (2000), “Customer Satisfaction With Service : Putting
Perceived Value into The Equation,” Journal of Service Marketing,
Vol. 14. No. 5, p. 392 - 408.

Moorman, C., G. Zaltman dan R. Desphande (1992), “Relationship Between Provider and User of
Market Research: The Dynamic of Trust Within and Between Organization,”
Journal of Marketing Research, Vol. 29, p. 314 — 328.

Moorman, C,, R. Desphande, dan G. Zaltman (1993), “Factors Affecting Trust In Market Research
Relationship,” Journal of Marketing, January, Vol. 57, No. 1, p. 81 - 101.

Morgan, RM. dan S.D. Hunt (1994), “The Commitment Trust Theory of Relationship Marketing,”
Journal of Marketing, Vol. 58, No. 3, p. 20 — 23.

Mowen, J.C. dan M. Minor (1998), Consumer Behavior, 5" ed. Upper Saddle River, New York:
Prentice — Hall Inc.

Natalisa, D. dan B. Subroto (2003), “Effect of Management Commitment on Service Quality to
Increase Customer Satisfaction of Domestic Airlines in Indonesia,”
Singapore Management Review, Vol. 25, No. 1, 85 — 104.

Naumann, E. Dan K. Giel (1995), "Customer Satisfaction Measurement and Management,”
Cincinnati, O hio : Thompson Executive Press.

Oliver, R.L, (1997), Satisfaction: A Behavioral Perspective on the Consumer, New York: The Mc
Graw — Hill Company.

Olsen, S.0. (2002), “Comparative Evaluation and The Relationship Between Quality, Satisfaction
and Repurchase Loyalty,” Academy of Marketing Science Journal, Vol. 30, No. 3, p. 240 — 249.

365|Page



Vol. 2 No. 3, 2021

I1JEBA

International Journal of Economic and Business Applied
http://ijeba.makarioz.org/

Parasuraman, A, V.A Zeithaml dan L.L. Berry (1985), "A Conceptual Model of Service Quality and
Implication For Future Resear ch, “ Journal of Marketing, Vol. 49, p. 41 - 50.

(1988), “SERVQUAL : A Multiple — Item Scale For Measuring Consumer Perceptions of
Service Quality,” Journal of Retailing, Vol. 64, No. |, p. 12 — 14.

, (1994), "Reassessment Measuring Service Quality: Implication for Further Research,”
Journal of Marketing, January, p. 111 — 124.

Pritchard, M.P., M.E. Havitz, D.R. Howard (1999), "Analyzing The Commitment — Loyalty Link In
Service Contexts,” Journal of The Academy of Marketing Science, Vo. 27, No. 3, p. 333 —348.

Ravald, A. dan C. Gronross (1996), “The Value Concept and Relationship Marketing,” European
Journal of Marketing, Vol. 30, No. 2, p. 19 - 30.

Rowley, J. dan J. Dawes (1999), “Customer Loyalty — a Relevant Concept for Libraries,” Library
Management, Vol. 20 (6), p. 345- 351.

Sekaran, U. (1992), Research Methods For Business : A Skill — Building Approach, 2™ ed., New York :
John Wiley & Sons. Inc.

Selnes, F. (1998), “Antecedent and Consequence of Trust and Satisfaction in Buyer — Seller
Relationship,” European Journal of Marketing, Vol. 32 (3/4), p. 304 — 322.

Shemawell, D.J. U. Yavas dan Z. Bilgin (1998), “Customer — Service Provider Relationships: an
Empirical Test of Model of Service Quality, Satisfaction and Relationship — Oriented
Outcomes,” International Journal of Service Industry Management,

Vol. 9, No. 2, p. 155 - 168.

Shoop, T. (1991), “Uphill Climb to Quality, “Government Executive, march, p.17 — 19.

Stamatis, D.H. (1996),. Total Quality Service : Principles, Practices and Implementation. Singapore :
SSMB Publishing Division.

Taylor, AS. dan L.T. Baker (1994), “An Assessment of Relationship Between Service Quality and
Customer Satisfaction in the Formation of Consumers’ Purchase Intention,”
Journal of Retailing, Vol. 70, No. 2.p. 163 — 178.

366 | Page



Vol. 2 No. 3, 2021

I1JEBA

International Journal of Economic and Business Applied
http://ijeba.makarioz.org/

Tse, D.K. dan P.C. Wilton (1988), “Models of Consumers Satisfaction Formation : An Extension,”
Journal of Marketing Research, Vol. 25, No. 2, May, p. 204 — 212.

Woodside, G.A,, L.L. Frey, dan T.R. Daly (1989), "Linking Service Quality, Customer Satisfaction,
abd Behavioral intention,” Journal of Health care Marketing,
Vol. 9., No. 4, Desember. P.5 - 17.

Zeithaml, V.A. A Parasuraman dan L.L. Berry (1990), Delivering Quality Service : Balancing
Customer Perceptions and Expectations, New York : The Free Press.

Zeithaml, V.A. L.L. Berry dan A. Parasuraman (1996), “The Behavioral Consequences of Service
Quality,” Journal of Marketing, Vol. 60,p. 31 — 46.

Zeithaml, V.A. L.L. Berry dan M.J. Bitner (2003), Service Marketing, New York : Mc Graw — Hill
Companies.

Zulganef (2006), “The Existence of Overall Satisfaction In Service Customer Relationship,” Gadjah
Mada International Journal of Business, Vol. 8, No. 3, p. 301 — 321.

367 |Page



