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INTRODUCTION

The purpose of this study is to analyze the Influence of Service Quality ,
Trust and Brand Image toward Customer Satisfaction and its Impact to
Brand Loyalty on Low Cost Airlines Industry in Jakarta. Based on the
purpose of the study, hypotheses of this study are : 1) Service Quality
influences on Brand Loyalty ; 2) Trust influences on Brand Loyalty ; 3)
Brand Image influences on Brand Loyalty; 4) Customer Satisfaction
influences on Brand Loyalty; 5) Service Quality influences on Customer
Satisfaction ; 6) Trust influences on Customer Satisfaction; 7) Brand Image
Influences on Customer Satisfaction.

The study design used is a combination of verificative research and
descriptive research, while research methods used is survey approach. The
study sample is 265 of low cost airlines industry in Jakarta. Sampling
technique is done by purposive sampling. The method of analysis uses
descriptive statistics average, and Structural Equation Modeling method by
using sofware Lisrel 8.8 for hypotheses testing.

The study result based on the descriptive analysis toward the variable
used is positive and some are negative. The SEM result analysis toward the
hypotheses test based on the emphirical data of 5 hypotheses proven are
service quality is proven to be significantly influence the brand loyalty, brand
image is proven to be significantly influence brand loyalty, customer
satisfaction is proven to be significantly influence brand loyalty, trust is
proven to be significantly influence customer satisfaction, brand image is
proven to be significantly influence customer satisfaction. There are only two
hypotheses result that are not proven that are service quality does not
influence customer satisfaction and trust does not influence brand loyalty.

Copy Right, 1JAR, 2015,. All rights reserved

The operating flight company applies low cost as a market penetration strategy. The growth of low cost
airline company in Indonesia identifies the market potential and competency level on low cost airline industry.
With this improvement, the new player has more chance to enter the empty market. It will cause the players will
be more competitive to fill in the market availability.It is because the deregulation of air carrier Number KM
81/2004, so that there will be more domestic flight company.

Some airlines have financial problems and are stated bankrupt. This condition is caused by the incorrect
strategy and planning in marketing business in choosing the planes and flight route (Directorate of Air Carrier

Ministry of Transportation, 2010).
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The negative service condition on low cost is far under the customer expectation, often delay, plane crash
often happens and passenger complain is often ignored. It makes the trust from the customers to the airline decrease
and the image of the low cost airline is negative. The service performance of the low cost airline is far from the
expectation. Satisfaction that comes from disappointment in interaction with the airline will cause the complaint,
even it can cause the switching to other airline. The satisfied customers will come to repurchase in the same airline.

Identification and Study Framework
Based on the problem identification, the literature review  Is there any influence on Service Quality, Trust,

and Brand Image toward Customer Satisfaction and its impact to Low cost Brand Loyalty “ with the
explanation as follow:

[1] Isthere any influence on the service quality to the brand loyalty of the Low Cost Customers in Jakarta ?

[2] Isthere any influence on the trust to the brand loyalty of the Low Cost Customers in Jakarta ?

[3] Isthere any influence on the brand image to the brand loyalty of Low Cost Customers in Jakarta ?

[4] Is there any influence on customer satisfaction to the brand loyalty of Low Cost Customers in Jakarta ?

[5] Isthere any influence on the service quality to the customer satisfaction of Low Cost Customers in Jakarta ?

[6] Isthere any influence on the trust to the customer satisfaction of Low Cost  Customers in Jakarta ?

[7] Isthere any influence on the brand image to the customer satisfaction of Low Cost Customers in Jakarta ?

Literature
Service Quality

According to Berry, Parasuraman and Zeithaml (1988), service quality is a right strategy tool in
competition. Five dimensions of service quality that link specific service characterristic to customer expectations ,
they are reliability, responsiveness, assurance, emphaty and tangibles.

Trust

According to Ganesan (1994), Trust is a goodness of the company to its customers that focus on service
quality, intention and company behaviour in giving service to the customers. Measuring Trust uses three
dimensions, which are benevolence, credibility and honesty (Ganesan ,1994; Kumar et.al , 1995).

Brand Image

Brand image is a complete picture that exists in the consumer’s mind about the company (Kotler
et.al,1991). Brand image dimensions are corporate identity, reputation, level of service , and contact person
(Chattananon and Lawley , 2004) .

Customer Satisfaction

According to Oliver (2007), satisfaction is pleasureable fulfillment that is the satisfying fulfillment of
customer’s hope. Akbar and Noorjahan (2009), service quality, product quality, promotion and price influence
customer satisfaction. Evaluating a complete customer satisfaction that is perceived by the consumers uses
dimensions like service quality, product quality, promotion and price.

Brand Loyalty

Gremler and Brown (1996) state that brand loyalty shows customer behaviour in doing repurchase activity,
having positive attitude and always using the company service. Customer will return to the same airline even
though there are many offers from the more superior airline.

Evaluating brand loyalty uses dimensions of cognitive loyalty, affective loyalty, conative loyalty, action
loyalty ( Oliver 1,999; Chaudhuri and Holbrook , 2001 )

Hypotheses

The Influence on Service Quality to Brand Loyalty

H1: There is a positive influence on service quality to brand loyalty.
The Influence on Trust to Brand Loyalty

H2: There is a positive influence on trust to brand loyalty.

The Influence on Brand Image to Brand Loyalty

H3: There is a positive influence on brand image to brand loyalty.
The Influence on Customer Satisfaction to Brand Loyalty
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H4: There is a positive influence on customer satisfaction to brand loyalty.
The Influence on Service Quality to Customer Satisfaction

H5: There is a positive influence on service quality to customer satisfaction
The Influence on trust to customer satisfaction

H6: There is a positive influence on trust to customer satisfaction

The Influence on Brand Image to Customer Satisfaction

H7: There is a positive influence on brand image to customer satisfaction

Study Concept

In accorandce with the study context, study conceptual model then being made that are the influence of
Service Quality, Trust, Brand Image and Customer Satisfaction together with Brand Loyalty and the analysis tool
used is SEM with the research object the passengers of Low Cost Figure 1.

Service
Quality

Customer
Satisfaction

Brand
Image

Study Methodology
The design of this study is verificative and descriptive study through quantitative methods and qualitative

methods (interview) with a survey approach. The samples used are 265 respondens, who are consumers of low cost
airline industry in Jakarta, Indonesia. Sampling technique with the purpose sampling (Sugiono, 2009) screens the
consumers with the consideration that the respondents at least have been using the service of the same company and
the same address in this embarkation more than once for the last 6 months.

The analysis tool that is used to describe the study variables that use descriptive statistics is average and
percentage statistics, and for the influence analysis between variables uses Structural Equation Modeling (SEM)
analysis with the help of Lisrel 8.8 software.

Study Result
a. Descriptive Analysis
The average result describes that respondents consider the service quality, brand image, and brand loyalty
evaluated are still problematic while the respondent evaluation on trust and customer satisfaction variable is good.
b. Inter-Variable Influence Analysis
1. Imperical model (fit) is fitted with the theoritical model (Hair, 2010), the test result of accuracy model shows
that from 8 indexes, there are six indexes that has good fit category (RMSA, RMR, AGFI, NFI, CFl, IFI, RIF)
and two marginal fit indexes ( GFI and AGF ).
2. The output of the computer on test hypotheses related to the influence of Service Quality, Trust, Brand Image
and Customer Satisfaction toward Brand Loyalty can be seen in Figure 2 and Figure 3.
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Figure 4. Study Result Structural Model

3. Direct Influence, Indirect Influence, Total Influence
The calculation of direct influence, indirect influence, total influence on Table 1.

No | Influence Intervening | Direct Indirect Influence Total
Variable Influence Influence
1 Service Quality Customer 0,22 0,11 x0,61=0,0671 0,2871

Brand Loyalty Satisfaction
2 Trust Customer -0,13 0,29 x 0,61=0,1769 0,0469

Brand Loyalty Satisfaction

3 Brand Image Customer 0,24 0,52 x0,61=0,3172 0,5572

Brand Loyalty Satisfaction

Source: Analysis Result

Research Result

a.  Descriptive research result shows repondents’ evaluation is negative toward the items of research variables
and this needs to be corrected, namely are :

1. The service quality of airline such as responsive airline personel serves by the standard, promo tickets are

guaranteed available, check-in crew and departure lounge attendant that has empathy for the passengers,
this is still considered negative and needs to be fixed, to meet the need and desires of the customers.
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2. Customer truts in low cost of airline as the items: the employees work process can convince passengers to
get satisfaction and fit the standards, employees have adequate disclosure with passengers during check-in
and in the cabin, and employees convey accurate and punctual information

3. Low cost brand images as the item of corporate identity has been proven successful through services
provided, the company service is consistently ethical and respect the laws and other rulers, services offered
have met expectations, the appearance of the aircraft cabin is attractive, the atmospere in the cabin is fun
and personal contact performed has fitted the expectations and gives positive influence on the brand image.

4. Customer satisfaction such as the skills, responsiveness and emphaty of the officers on field, discount
ticket, promotional frequency and ticket prices.

5. Brand loyalty such as the items of: the customer is happy and proud to use Low cost airline, customer has
intention to use Low cost although the ticket price is too expensive and has to adjust the departure schedule
and is willing to recommend Low cost to other people.

Conclusion

The conclusion of this study is hypotheses test based on the emphirical data is proven to be significant.
There are only two that are not proven which are trust does not influence the brand loyalty of Low cost and service
quality does not influence the customer satisfaction.

REFERENSI

Aaker, A. David. (2002). Building Strong Brand. New York: The Free Press.

Akbar,M. Muzahid and Noorjahan Parvez (2009), Impact of Service Quality, Trust, and Customer Satisfaction and
Customer Loyalty.ABAC Journal Vol.29.No.1

Akram H, Akbar Alam, Gholam Hosein and Amir Mehammad Menhaj (2014. Investigating the influence of
Relationship Quality on Passengers’ Loyalty in Airline industry, International Business and Management
Vol.8. No.2, 2014, pp 14-40

Berry L. L. (1995). Relationship Marketing of Service-Growing Interest, Emerging Perspectives. Journal of
Academy of Marketing Science, 23 (4), 236-45.

Berry L. L. (1983). Cultivating Service Brand Equity. Journal of the Academic of Marketing Science. 28 (1).

Berry L. L., A. Parasuraman, and V. Zeithaml. (1988). the Service Quality Puzzle, Business Horizons. 13 (5), 35-43.

Bowen, T. John and Shiang-Lih Chen, (2001) "The relationship between customer loyalty and customer

satisfaction”, International Journal of Contemporary Hospitality Management, Vol. 13 Is: 5, pp.213 — 217
Chaudhuri, A. and Holbrook, M. (2001). The Chain of Effects from Brand Trust and Brand Effect to Brand
Performance: The Role of Brand Loyalty. Journal of Marketing, 65.
Chattananon, Aplisit and Meredith Lawley, (2004). Developing a Model of the Impact of Societal Marketing on
Corporate Image. Journal of Service Research, Vol 4 No.2
David, Martin C. and Arturo Molina (2009). An Integrated Model of Price, Satisfaction and Loyalty: An Empirical
Analysis in the Service Sector. Journal of Product and Brand Management, No. 167, p 459-468, 2009
Dick, A. S., and Basu, K. (1994). Customer Loyalty: Toward an Integrated Conceptual Framework. Journal of The
Academy of Marketing Science, 22 (Spring), 99-113.
Dyer, F. R., Schurr, P. H., and Oh, S. (1987). Developing Buyer-seller Relationship. Journal of Marketing, 51
(April), 11-27.
Fornell, Claes; Michael D. Johnson; Eugene W. Anderson; Jaesung Cha and Barbara Everitt Bryant, (1996). The
American Customer Satisfaction Index: Nature, Purpose and Findings, Journal of Marketing, Vol. 60,
October, 7-18.
Fredericks, J. O., and Salter 1, J. M. (1995). Beyond Customer Satisfaction. Management Review, Vol. 5.
Ganesan, Shankar (1994). Determinants of Long-term Orientation in Buyer-seller Relationships. Journal of
Marketing. Vol. 58, 1-9.

Gumesson, E (1987). The New Marketing- Developing Long term interactive Relationship. Long Range Planning.
20 (4), 10-20

Hair, Joseph F., Anderson, Rollph E., Tatham and Black William, C. (2010). Multivariate Data Analysis, 7 editions,
New Jersey: NJ, Prentice Hall.

1872



ISSN 2320-5407 International Journal of Advanced Research (2015), Volume 3, Issue 10, 1867 — 1873

Hamza Salim Kharaim (2013). Airline Image and Service Quality Effect on Traveling Customers’ Behavioral
Intentions in Jorand. European Journal of Business and Management. Vol 5, No 22.

Kadampully, J., and Suhartanto, D (2003). The Role of Customer Satisfaction and Image in Gaining Customer
Loyalty in the Hotel Industry. Journal of Hospitality and Leisure Marketing. Vol. 10. Issue 1-2.

Keller. L. Kevin. (2012). Strategic Brand Management. Building, Measuring, and Managing Brand Equity, (4 Ed.).
New Jersey: Prentice Hall.

Kumar, Nirmala, Lisa K. Scheer and Jan-Benedict E.M. Steenkamp (1995) The Impact Effect of Percieved
Interdependence On Dealer Attitude. Journal of Service Research, Vol 32

Lovelock, Christoper and Jochen Wirtz (2010). Service Marketing and Management, seven editions, New York:
Prentice Hall.

Martenson, Rita (2007). Corporate Brand Image, Satisfaction and Store Loyalty. International Journal of Retail and
Distribution Management. Vol. 35 No. 7.

Mohd R, Noor Anida, Nurhidayah, Liu Mei Yan and Low Hwei Ping (2014). Factor Affecting customer Loyalty
towards Airline Industry in Malaysia: An explanatory Analysis, International Journal of Contemporary
Research Business Vol 6, and No.6 2014

Morgan, R. M. and Hunt, S. D. (1994). The Commitment-Trust Theory of Relationship Marketing. Journal of
Marketing, 58 (July).

Nor Sara Nadia Muhamad Yunus, Jamil Bojei, and Wan Edura Wan Rashid (2013). Service Quality toward
Customer Loyalty in Malaysia’s Domestic Low Cost Airline Service. International Journal of Business.
Nuriye Gures, Seda Arslan, Sevil Yucel Tun (2013). Customer expectation, satisfaction and Loyalty Relationship in

Turkish Airline Industry International Journal of Marketing Vol 6, No.1, 2014

Oliver, R.L. (1999) Whence customer Loyalty ? Journal of Marketing, 63. 33-34

Oliver, R. L. (2007). Satisfaction: A Behavioral Perspective on the Customer. New York: McGraw-Hill.

Ostrowski, Peter L., O’Brien T., and Gordon G. (1993). Service Quality and Customer Loyalty in the commercial
Airline Industry. Journal of Travel Research, 32 (Fall), 16-24.

Parasuraman, A., V.A. Zeithaml, and L.L. Berry. (1988). SERVQUAL: A Multi-item Scale For Measuring
Consumer Perceptions of Service Quality. Journal of Retailing, 64 (1), 12-40.

Rong-Chang Jou, Soi-Hoi Lam, David A. Hensher ¢, Chih-Cheng Chen and Chung-Wei Kuo (2008). The effect of
service quality and price on international airline competition, Taiwan 2008. Transportation Research Part E
44 (2008) 580-592

Santiago Forgas, Miguel A. Moliner, Javier Sa'nchez, Ramon Palau (2010). Antecedents of airline passenger
loyalty: Low-cost versus traditional airlines, Journal of Air Transport Management 2010

Sitichai Charoensetta-silp and Chong Wu (2013). Thai Passenger’s Satisfaction after Receiving Services from
Thailand’s Domestic Low Cost Airline .International Journal Vol 6.No6. 2013

Setyo Hadi Wijanto, Structural Equation Modeling (2008), Edisi pertama, Jakarta. Graha lImu. Hal.12- 207

Supranto and Nanand Lima krisna (2013) Penelitian Menyusun Disertasi.Edisi 2. Jakarta: Mitra Wacana Media.
Berry L. L. (1995). Relationship Marketing of Service — Growing Interest, Emerging Perspectives. Journal
of Academy of Marketing Science, 23 (4), 236-45..

Zeithaml, Valarie A., Mary Jo Bitner, and Dwayne D. Gramler (2009), Service Marketing Strategy, New York,
John Wiley & Sons.

Zeithaml, V. A., Berry, L. L., and Parasuraman, A. (1996). The Behavioral Consequences of Service Quality.
Journal of Marketing, 60 (2), 31-46.

Zhicheng Qin (2012). The Factor Influencing Low cost Air line Passenger Satisfaction and Loyalty in Bangkok,
Thailand. Dissertation, Univercity of Thai Chamber of Commerce 2012

Zeithaml, V. A., A. Parasuraman and A. Malhotra (2000). A Conceptual Framework for Understanding E Service
Quality: Implication for Future Research and Managerial Practice, Report No0.00-115, Marketing Service
Institute, Cambridge, MA.

PT. Angkasa Pura 11, 2014. Pertumbuhan Penumpang Industri Penerbangan di Bandara Sukarno Hatta, di Jakarta
2014.

Surat Keputusan Menteri Perhubungan: Nomor KM 81/2004 tentang “Tata Cara Kelola Industri Penerbangan di
Indonesia” tahun 2004

1873



