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ABSTRACT: The number of different types of businesses that are starting to
emerge in Indonesia shows that business development is now accelerating. As a
result of the recent increase in the number of enterprises, a lot of businesses will
confront strong rivalry in every aspect of their operations in today's market. As
a result, every company must be adept and compete fiercely when dealing with
competition. However, the predominant problem that could effects the company
sustain is through there product quality, customer perception of price as well as
customer satisfaction which could effect the customer loyalty. In aim to learn
more about this issue, this research is intended to investigate the effects of
product quality, perception of price and customer satisfaction on customer
loyalty at CV Bintang Jaya Abadi, Medan. By using a quantitative approach, the
sampling method is done by using the Lemeshow formula. Thus, the samples
that were taken are 96.04 = 100 respondents. In analyzing all the data, SPSS 25.0
was being conducted in this research and the data was collected by distributing
online questionnaires, the data measurement used the 5-point Likert scale to
measure all (19) indicators. Besides that, multiple linear regression analysis was
utilized in this reseacrh. Based on the results of this research, it shows that the
Product quality (X1) and Customer Loyalty (Y) variables have negative and no
significant effect. However, Perception of Price (X2), Customer Satisfaction (X3)
and Customer Loyalty (Y) variables have positive and significant effect.

Keywords: Product Quality, Percpetion of Price, Customer Satisfaction,
Customer Loyalty.

Submitted: 30 September; Revised: 1 October; Accepted: 4 October

Corresponding Author: Noraaliandyy@gmail.com

ISSN-E: 2808-0718
https:/ /journal.yp3a.org/index.php/ijba


mailto:Noraaliandyy@gmail.com

Indonesian Journal of Business Analytics (IJBA)
Vol.1, No.1, 2021: 161-182

INTRODUCTION

As we know, the objective of forming a corporation is to ensure the
company's survival through growth and profit maximization. The increase in
revenue and profit can be used to assess the company's success in carrying out
its operations. If a company's viability to develop and compete is maintained, it
will operate more efficiently and to achieve these objectives.

Furthermore, by the result of the recent increase in the number of
enterprises, a lot of businesses will confront strong rivalry in every aspect of their
operations in today's market. As a result, every company must be adept and
compete fiercely when dealing with competition. Hereinafter, there are a variety
of challenges that may arise while we operate a business. One of the issues, in
today's era, many entrepreneurs have attempted to enter the market in a way that
competes with the old enterprise, as they may have reinvented cheaper
alternatives that necessitate new innovations in order to meet market needs.
However, those things could pose a significant threat to a company's survival,
and if they are unable to adjust to these issues, they may have an deficient
influence on the company's continuity.

One of the ways is to take advantage of market opportunities and use them
to maintain client loyalty, which is the most important and core point in the
business. Predominantly, client is considered as one of the company's assets that
should not be lost. Customers are the most important aspect in the success of any
business since they have the power to make a company prosper or fail. Thus, it’s
notable for a firm to hold a healthy relationship with customer. Moreover, the
most important step that could be followed is to continue improve product
quality and maintaing customer good perception towards the price. Customer
satisfaction is demonstrated by the importance of having a good assessment of a
product from a customer. A competitive selling price is beneficial to the firm in
order to create a positive price perception, as it will continue to develop viable in
the face of increasing competition, as well as to gain the customer's positive
perception, trust, and satisfaction, which could lead to the creation of customer
loyalty.

Nonetheless, the company encountered some challenges during the
process. For example, many customers did not return to purchase products from
CV Bintang Jaya Abadi after several order, and many old customers have
forgotten their relationship with the company. Furthermore, there is a situation
in which customers consistently complain about the pricing and product quality,
indicating customer unhappiness, and the venture also notices that some
products are in a state of degradation, indicating the company's poor
performance.
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Table 1 The list products that encounter degradation

The product that encounters degradation
Christmas Led Lamp Sales
2017 5.000 Pcs
2018 4.500 Pcs
2019 3.000 Pcs
2020 1.500 Pcs

One of the lists of the problem that are occurring in the firm could be seen
from the example above. As a result, it is critical for the company to investigate
as well as take action in order to resolve these difficulties and reduce the
likelihood of the same problem resurfacing in the future. Thus, based on this
description, author is interested in conducting further research with the title
about “The Effect of Product Quality, Perception of Price and Customer
Satisfaction on Customer Loyalty at CV Bintang Jaya Abadi”.

THEORETICAL REVIEW
Product Quality

Product quality, according to Kotler and Keller (2016: 164) is an item's
ability to deliver results or performance that meet or exceed consumer
expectations. Product quality refers to a product's ability to perform its functions,
such as durability, dependability, accuracy, ease of use, and repair, among other
things. (Tazkiyah, 2016)

Perception of Price

Consumers' price perception, according to Firmansyah (2018), relates to
how pricing information is fully absorbed and given meaningful meaning to
them. Understanding pricing perceptions can be done in several ways.(Rohmat,
2019)

Customer Satisfaction

Customer satisfaction, according to Schisffman and Kanuk, is defined as a
person's feelings about the performance of a product that is felt and expected. So,
based on the definitions above, a person can be said to be content if their
sentiments meet or even exceed their expectations. (Indrasari & Press, 2019)

Customer Loyalty

Customer loyalty is defined as a customer's commitment to a brand,
company, or supplier based on a favorable nature in long-term purchases,
according to Tjiptono in Putri and Santoso (2018). Customer satisfaction is
determined by how much the company's performance is to produce satisfaction
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by limiting numerous complaints, whereas loyalty is determined by a mix of
satisfaction and complaints.(A. C. M. Sari & Lestariningsih, 2021)

Relationship between variables
Product Quality and Customer Loyalty

According to stefanus maximus lamere's (2017) research, the higher the
quality of food firms' goods, the higher the degree of customer loyalty;
conversely, the lower the level of consumer loyalty, the lower the quality of the
items supplied, and vice versa. (M. Sari, 2019)

H;: There is effect of Product Quality will increase Customer Loyalty.

Perception of Price and Customer Loyalty

Marketers must analyze pricing tactics because price plays a crucial role
in determining the effectiveness of a marketer's activity. According to Stefanus
maximus lamere (2017), the higher the company-determined price, the greater
the degree of customer loyalty; conversely, the lower the company-determined
price, the lower the amount of consumer loyalty. (M. Sari, 2019)

H,: There is effect of Perception of Price will increase Customer Loyalty

Customer Satisfaction and Customer Loyalty

Customer satisfaction is a key aim of all business organizations, since a
corporation must be able to please its consumers in order to generate a profit
(Ganiyu, 2017).(Wiradarma & Suasana, 2019)

Hs: There is effect of Customer Satisfaction will increase Customer Loyalty

Based on the above discussions, the research model below is as follows:

Product Quality (X1)
~J
[~
7y
~
Perception of Price  (X2) Ha ‘ Customer Loyalty (Y)
A
Cust Satisfaction (X3
ustomer Satisfaction (X3) P ‘ggb
L
Ha4
Figure 1 Research Model

164



Indonesian Journal of Business Analytics (IJBA)
Vol.1, No.1, 2021: 161-182

METHODOLOGY

This research is descriptive based study, with the aim of describing the
types of data collected and analyzed. Moreover, this study uses quantitative
methods. Quantitative research methods, according to Sugiyono (2017:8), are
research methods that study populations or samples based on the positivist
ideology.(D. P. Sari & Sutapa, 2020)

Population and Sample
Population

According to Silaen (2018: 87), the term "population" refers to the total
collection of things or people being studied for specific attributes (traits). The
population is frequently referred to as the universe (universe), which
encompasses all living and non-living things. The population from this company
is unknown. (Nurjanah et al., 2018)

Sample

The sample is a portion of the population that has been taken in certain

ways in order to measure or observe its features, and subsequently conclusions

about these qualities that are deemed typical of the population have been formed.
2018:87 (Silaen).(Mardiyaningsih & Andhitiyara, 2020)

Because the entire population is unknown or infinite, the number of
samples taken in this study was calculated using the Lemeshow formula. (Nur,
n.d.) Here's the Lemeshow formula:

Note:

n = number of samples

z = z score at 95% confidence = 1.96
p = maximum estimate = 0,5

d = alpha (0,01) or sampling error = 10%

_ Z*1-a/2P(1-P)

dZ
1,96%.0,5 (1 — 0,5)
n= 0,12
3,8416.0,25
T 001

n = 96,04 =100

As the result of this method, the n obtained is 96.04 = 100 people, implying
that the author must collect data from a sample of at least 100 people for this
study.
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Sampling Method

The sample approach utilized in this research is non-probability sampling
with purposive sampling.

Purposive sampling, according to Sugiyono (2017: 218), is a data sample
technique or based on specific assumptions. (Deriyanto & Qorib, 2019).
Purposive sampling is when a sample is taken for a specific reason rather than
based on strata, chance, or geography. This technique is sampling method based
on certain features, criteria, and qualities that are the population's key
characteristics.

The characteristics or prerequisites of the purposive sampling used in this
study for customers that use CV Bintang Jaya Abadi's product are as follows:

a. It is permissible to sample both genders.

b. This age range is chosen because the researcher believes that beyond the age
of 18, people will be able to think critically.

c. Only Medan, Indonesia, is the site of research.

Customers that bought the goods from CV Bintang Jaya Abadi.

Data Collection Method
a. Primary Data

Data obtained directly from data collectors is referred to as primary data,
according to Sugiyono (2018: 213). Respondents will answer questions in a
methodical manner utilizing data gathered through questionnaires presented to
them. (Imron, 2019).

The writer will use primary data to obtain data for this research by doing
observations, distributing online questionnaires, and conducting personal
interviews.

b. Secondary Data

Secondary data, according to Sugiyono (2018:213), is information that is
not directly submitted to data collectors, usually in the form of document files or
through other people. Researchers get additional data from a variety of sources
as supporting data and extra data. (Imron, 2019)

The writer uses secondary data in this research to support the primary
data and supporting theories by referring to journal articles, books, and the
internet.

The four factors studied in this study are product quality, price perception,
customer satisfaction, and customer loyalty. There are 19 indicators in total from
those four variables, with 2 questions in each variable, for a total of 38 questions.
In the same way, the total number of persons who will be polled is likely to be
100.
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Data Analysis Method

In analyzing all the data, SPSS 25.0 was being conducted in this research,
the list of the test is as follows:

Test & Research Instrument
a. Validity test

According to Ghozali (2018: 51) a validity test is used to determine
whether or not a questionnaire is valid. If the questions on the instrument or
questionnaire are able to expose anything that will be assessed by the
questionnaire, it is considered to be valid(Mufida et al., 2021).

The determination for validity test to be valid or not is by using the
Pearson correlation, the test result that dictated as valid if the r,,,,; have to be
higher than the 7,4, with the significant level of 0.5%

b. Reliability test

Ghozali (2018:45) defines reliability as "a way for analyzing the validity of
a questionnaire that serves as an indication of a variable or construct." The
questionnaire is regarded reliable if a person's response to a statement is
consistent or stable throughout time.(Fauzan, 2021).

The reliability test is being tested by using the Cronbach’s Alpha method,
and the determination is the value have to higher > 0.60 to be declared as reliable
or consistent.

Classical Assumption Test
a. Normality Test

The normality test determines whether the independent and dependent
variables, or both, in a regression model have a normal distribution (Ghozali,
2018:161). (Fauzan, 2021)

This research will be using Kolmogorov-Smirnov test and graphic
analysis. In Kolmogorov-Smirnov test, the significance value (Sig.) must be > 0.05
to be considered as the research data is normally distributed, as well as for the
histogram of the normality test the result must be performing a bell shape curve
to be indicated that the residual data is normally distributed. Moreover, to
evaluate whether the P-P Plot data have a normal distribution is, the points or
data are near or close to the diagonal line. On the other hand, the residual value
is not normally distributed if the points or data are far away or scattered and do
not follow the diagonal line.

b. Multicollinearity Test

The multicollinearity test is performed to see if the regression model finds
a link between the independent variables, according to Ghozali (2018, p.
105).(Manulang et al., 2021)

The decision guidelines based on tolerance value is, if the tolerance value
is > 0.10 then it means that there is no multicollinearity in the regression model.

167



Indonesian Journal of Business Analytics (IJBA)
Vol.1, No.1, 2021: 161-182

However, if the tolerance value is < 0.10 then it means that there is
multicollinearity in the regression model. There are also the decision-making
criteria based on the value of VIF (Variance Inflation Factor), if the VIF value is <
10.00, the regression model does not have multicollinearity. However, if the VIF
value is > 10.00, the regression model has multicollinearity.

c. Linearity Test

According to Ghozali (2018:167), the linearity test is used to determine if
the model's specifications are valid. Whether empirical research should utilize a
linear, quadratic, or cubic function. The dependent variable and the independent
variable should have a linear relationship with good data.(Fauzan, 2021)

The way to determine the linearity test is, if the Sig. value of deviation
from linearity is > 0.05, the independent variable and the dependent variable
have a significant association. However, if it's < 0.05, the independent variable
and the dependent variable do not have a meaningful relationship.

d. Heteroscedasticity Test

The heteroscedasticity test is used to assess if there is an inequality in
variance between the residuals of one observation and the residuals of another
observation in a regression model, according to Ghozali (2018, p. 135).(Imron,
2019)

The statistical test will be done by using the Glejser test, and the
heteroscedasticity symptom will be determined by looking at the scatterplot
pattern.

Heteroscedasticity should not be present in a good regression model, the
determination is when the points or data gather slightly above or below and the
spread of data points forms a wavy pattern that widens, narrows, and widens
again, as well as whether the spread of data points is patterned, this indicates
that, there are no signs of heteroscedasticity in the regression model. However,
the determination for Glejser test is, if the significance value (Sig.) is > 0.05, then
the regression model has no signs of heteroscedasticity. On the other hand, if the
significance value (Sig.) is < 0.05, the conclusion is that the regression model has
a symptom of heteroscedasticity.

Multiple Linear Regression Analysis

Researchers use multiple linear regression analysis to analyze the
relationship between independent variable (Product Quality, Perception of Price
and Customer Satisfaction) on the dependent variable (Customer Loyalty).

According to Sugiyono (2017: 275), to forecast how the dependent variable
(criteria) will rise and fall in value if two or more independent variables as
predictor factors grow and fall in value (manipulated). Multiple regression
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analysis will be used if there are at least two independent variables. (Casmadi,
2018). Moreoever, the following is the formula:

Y=a+bLX1+b2.X2+b3.X3... .o, (1)
Note:
Y = Customer Loyalty
a = Constant of regression decision
b1 = Variable regression coefficient X1(Product Quality)
b2 = Variable regression coefficient X2 (Perception of Price)
b3 = Variable regression coefficient X3 (Customer Satisfaction)
X1  =Product Quality
X2 = Perception of Price
X3 = Customer Satisfaction
Hypothesis test

a. Determination Test

The coefficient of determination (R2), according to Ghozali (2016: 95),
effectively assesses the model's capacity to explain fluctuations in the dependent
variable. The capacity of the independent factors to explain the dependent
variables is extremely restricted if the modified R2 value is minimal or near to
zero. The more the independent variable can explain the variance in the
dependent variable, the higher the modified R2 value.(Wahyuni &
Suryakusuma, 2018)

b. Partial T-Test

The goal of the t-test, according to Ghozali (2018: 98), is to see how
independent factors influence the dependent variable. A t-test, often known as a

t-test, is a statistical test that compares t-count and t-table data.(Maulana et al.,
2021)

The T test is carried out using a significance level of 0.05 (a = 5%). Thus, if
the significant value of T < 0.05, then H, is rejected and H, is accepted, meaning
that there is a significant effect between independent variable on the dependent
variable. However, if the significant value of T > 0.05 then H, is accepted, and H,
is rejected, meaning that there is no significant effect between independent
variable on the dependent variable.

c. F-Test

The goal of this hypothesis testing is to determine an estimated parameter,
or how much impact the independent variables have on the dependent variable
collectively (Ghozali, 2018: 98).(Maulana et al., 2021)
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The F test is carried out using a significance level of 0.05 (a = 5%). In
addition to that if the significance value is > the real level (0.05), then H, is
accepted and H, rejected, meaning that there is no significant effect between
independent variable on the dependent variable. However, if the significance
value is < the real level (0.05), then H, is rejected and H, accepted, meaning that
there is a significant effect between independent variable on the dependent
variable.

RESULTS

In analyzing and calculating all the data, SPSS 25.0 was being conducted in this
research, the list of the test results is as follows:

Test & Research Instrument
Validity Test

Table 2 Validity Test of the Independent Variable X1 (Product Quality)

Question T count T table Validity
Q1 0.559 0.361 Valid
Q2 0537 0.361 Valid
Q3 0.717 0.361 Valid
Q4 0.669 0.361 Valid
Q5 0.704 0.361 Valid
Q6 0.664 0.361 Valid
Q7 0.723 0.361 Valid
Q8 0.764 0.361 Valid
Q9 0.754 0.361 Valid
Q10 0.871 0.361 Valid
Q11 0.654 0.361 Valid
Q12 0.816 0.361 Valid
Q13 0.772 0.361 Valid
Q14 0.884 0.361 Valid
Q15 0.791 0.361 Valid
Q16 0.642 0.361 Valid

Source: Prepared by the writer (SPSS 25, 2021)
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Table 3 Validity Test of Independent Variable X2 (Perception of Price)

Question T count Ttable Validity
Q1 0.776 0.361 Valid
Q2 0,646 0.361 Valid
Q3 0.791 0.361 Valid
Q4 0.794 0.361 Valid
Q5 0.844 0.361 Valid
Q6 0.835 0.361 Valid
Q7 0.802 0.361 Valid
Q8 0.781 0.361 Valid

Source: Prepared by the writer (SPSS 25, 2021)

Table 4 Validity Test of Independent Variable X3 (Customer Satisfaction)

Question T count T table Validity
Q1 0.782 0.361 Valid
Q2 0,626 0.361 Valid
Q3 0.682 0.361 Valid
Q4 0.751 0.361 Valid
Q5 0.847 0.361 Valid
Q6 0.599 0.361 Valid

Source: Prepared by the writer (SPSS 25, 2021)

Table 5 Validity Test of Dependent Variable Y (Customer Loyalty)

Question T count T table Validity
Q1 0.629 0.361 Valid
Q2 0,890 0.361 Valid
Q3 0.697 0.361 Valid
Q4 0.661 0.361 Valid
Q5 0.693 0.361 Valid
Q6 0.742 0.361 Valid
Q7 0.908 0.361 Valid
Q8 0.692 0.361 Valid

Source: Prepared by the writer (SPSS 25, 2021)

Based on the table above, it shows the validity test of all independent
variable (Product Quality, Perception of Price and Customer Satisfaction) and
dependent variable (Customer Loyalty) is all valid, because the results shows all
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the 7.yn: are bigger than 1y, which means all the questionnaires are valid and
eligible for future analysis.

Reliability Test
Table 6 Reliability Test of independent Variable X1 (Product Quality)
Cronbach’s Alpha N of Items
0,763 17

Source: Prepared by the writer (SPSS 25, 2021)

Table 7 Reliability Test of independent Variable X2 (Perception of Price)
Cronbach’s Alpha N of Items
0,784 9
Source: Prepared by the writer (SPSS 25, 2021)

Table 8 Reliability Test of independent Variable X3 (Customer Satisfaction)
Cronbach’s Alpha N of Items
0,773 17

Source: Prepared by the writer (SPSS 25, 2021)

Table 9 Reliability Test of Dependent Variable Y (Customer Loyalty)
Cronbach’s Alpha N of Items
0,777 17
Source: Prepared by the writer (SPSS 25, 2021)

Based on the table above, it shows all the reliability test from the
Independent variabel (Product Quality, Perception of Price and Customer
Satisfaction) and dependent variable (Customer Loyalty) are dictated as reliable,
because the results is greater than 0.6 which is the average outcome of Cronbach’s
Alpha method.

Classical Assumption Test
Normality Test
Table 10 Normality Test of Kolmogorov-Smirnov Test

One-Sample Kolmogorov- Smirnov Test
Unstandardized
Residual

N 100
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Normal Parameters®? | Mean 0.0000000
Std. Deviation 1.79850383

Most Extreme | Absolute 0.077

Differences Positive 0.065
Negative -0.077

Test Statistic 0.077

Asymp. Sig. (2-tailed)

0.149¢

b. Calculated from data

a. Test distribution is Normal

c. Lilliefors Significance Correction

Source: Data Processing Result (SPSS 25, 2021)

From the statistical data above, the result of the data is 0.149 which is
greater than 0.05 (0.149 > 0.05). Thus, it means the data is normally distributed.

Histogram
Dependent Variable: CUSTOMER LOYALTY (Y)

Frequency

4 2 0

hlean =1 48E-15
Std.Dev.=0985
N=100

2 4

Regression Standardized Residual

Figure 2 Histogram of Normality Test

Test

Source: Data Processing Result (SPSS 25, 2021)

Normal P-P Plot of Regression Standardized Residual

Expected Cum Prob

08

06

04

02

Dependent Variable: CUSTOMER LOYALTY (Y)
10

08

Observed Cum Prob

Figure 3. P-P Plot of Normality

The normality test histogram is performing a bell shape curve, or the data
slope is symmetrical curve. The residual data has a normal distribution as a
result. Furthermore, the normality test data P-P plot in the data figure above is
near or on the diagonal line. As a consequence, the residual value is said to be

dispersed frequently.
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Table 11 Multicollinearity Test

Coefficients?
Unstandardize | Standardiz Collinearity
d ed Statistics
Coefficients Coefficient
S
B Std. | Beta t Sig. | Tolerance | VIF
Model Error
1| (Constant) | 9.008 2.226 4.047 | 0.000
Product 0.030 0.056 | 0.063 0.544 | 0.588 | 0.277 3.613
Quality
(X1)
Perception | 0.379 0.097 | 0.439 3.919 | 0.000 | 0.293 3.412
of Price
(X2)
Customer | 0.430 0.125 | 0.359 3.446 | 0.001 | 0.340 2.944
Satisfactio
n (X3)

a. Dependent Variable: CUSTOMER LOYALTY (Y)

Source: Data Processing Result (SPSS 25, 2021)

The tolerance value for variable X1 (Product Quality) is 0.277, for variable
X2 (Price Perception) is 0.293 and for variable X3 is 0.340. As previously stated,
the regression model does not exhibit multicollinearity if the tolerance value is
greater than 0.10.

Variable X1 (Product Quality) has a value of 3.613, variable X2 (Price
Perception) has a value of 3.412, and variable X3 has a value of 2.944, according

to the VIF value. The regression model does not exhibit multicollinearity if the
VIF value is less than 10.00.

Linearity Test
Table 12 Linearity Test of X1 and Y (Product Quality and Customer Loyalty)
ANOVA Table

Sum of [ df |Mean |F Sig.

Squares Square
Customer Between | (Combined) | 591.907 | 20 | 29.595 |7.430 | 0.000
Loyalty (Y) | Groups |[Linearity | 444.980 |1 |444.980 [ 111.711 | 0.000
*  Product Deviation |146.926 |19 [7.733 |1.941 |0.022
Quality (X1) from

Linearity
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79
99

Within Groups 314.683 3.983
Total 906.590

Source: Data Processing Result (SPSS 25, 2021)

The significant value for deviation from linearity is 0.022, which indicates
that there is no significant relationship between the independent variable X1
(Product Quality) and the dependent variable (Customer Loyalty) because the
Sig. < 0.05.

Table 13 Linearity Test of X2 and Y (Perception of Price and Customer Loyalty)

ANOVA Table
Sum of | df | Mean |F Sig.
Squares Square
Customer Between | (Combined) | 576.394 | 12 | 48.033 | 12.656 | 0.000
Loyalty (Y) | Groups | TLinearity |530.619 |1 |530.619 | 139.808 | 0.000
* Perception Deviation |45.776 |11 [4161 |1.09% |0.374
of Price (X2) from
Linearity
Within Groups 330.196 |87 |3.795
Total 906.590 | 99

Source: Data Processing Result (SPSS 25, 2021)

The significant value for deviation from linearity is 0.374, which indicates
that there is significant relationship between independent variable X2
(Perception of Price) and the dependent variable Y (Customer Loyalty) because
the Sig. > 0.05.

Table 14 Linearity Test of X3 and Y (Customer Satisfaction and Customer

Loyalty)
ANOVA Table
Sum of | df | Mean |F Sig.
Squares Square
Customer Between | (Combined) | 555.034 | 10 | 55.503 | 14.051 | 0.000
Loyalty (Y) | Groups |Linearity |502.000 |1 |502.000 | 127.086 | 0.000
" Customer Deviation |53.034 |9 |5893 [1492 |0.163
Satisfaction from
(X3) Linearity
Within Groups 351.556 | 89 | 3.950
Total 906.590 | 99
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Source: Data Processing Result (SPSS 25, 2021)

The significant value for deviation from linearity is 0.163, which indicates
that there is significant relationship between independent variable X3 (Customer
Satisfaction) and the dependent variable Y (Customer Loyalty) because the Sig.
>0.05.

Heteroscedasticity Test

Scatterplot
Dependent Variable: CUSTOMER LOYALTY (Y)

Regression Studentized Residual

Regression Standardized Predicted Value

Figure 4 Scatterplot of Heteroscedasticity Test
Source: Data Processing Result (SPSS 25, 2021)

The data points or data do not gather just above or below, the spread of
data points does not form a wavy pattern that widens then narrows then widens
again, and the spread of data points is not patterned, as can be seen in the graph
above. This means that in this regression model, there are no signs of
heteroscedasticity.

The statistical analysis of heteroscedasticity test by using Glejser test:
Table 15 Heteroscedasticity Test

Coefficients?
Unstandardized | Standardized
Coefficients Coefficients
B Std. Beta t Sig.
Model Error
1| (Constant) 2782 |1.630 1.707 0.094
Product 0.004 0.045 0.024 0.084 0.934
Quality (X1)
Perception of | -0.093 | 0.071 -0.315 -1.299 0.200
Price (X2)
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Customer 0.005 |0.096 |0.012 0.052 0.958
Satisfaction
(X3)

a. Dependent Variable: Hetero

Source: Data Processing Result (SPSS 25, 2021)

The significant value for variable X1 (Product Quality) is 0.934, 0.200 for
variable X2 (Price Perception), and 0.958 for variable X3. Because the sum of the
independent variables exceeds the average value of the significance value (0.05),
it shows that this regression model has no signs of heteroscedasticity.

Multiple Linear Regression Analysis

Table 16 Multiple Linear Regression Analysis

Coefficients?
Unstandardized | Standardized
Coefficients Coefficients
B Std. Beta t Sig.
Model Error
1| (Constant) 7.249 2227 3.256 0.002
Product 0.013 0.055 0.026 0.232 0.817
Quality (X1)
Perception of | 0459 |0.102 | 0.483 4.509 0.000
Price (X2)
Customer 0.433 0.120 0.361 3.603 0.001
Satisfaction
(X3)
a. Dependent Variable: CUSTOMER LOYALTY (Y)

Source: Data Processing Result (SPSS 25, 2021)

From the table above, it could be concluded that the regression equation is:
Y =a+bl.X1+ b2.X2 + b3.X3
Y =7.249 + 0.013 X1 + 0.459X2 + 0.433X3
The regression equation can be described as follows:
1. Constant (a) =7.249
If the product quality, pricing perception, and customer satisfaction are
all 0. As a consequence, CV Bintang Jaya Abadi's customer loyalty intention
will be 7.249. Consumer loyalty will suffer if the firm does not handle the

independent variables of product quality, pricing perception, and customer
satisfaction.
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2. Coefficient of Regression of Product Quality/ b1 = 0.013

The variable has a positive coefficient of 0.013, as indicated by this
number. As a result, if product quality increases by 1%, consumer loyalty
rises by 0.013 percent. As a consequence, improving X1 (Product Quality) on
CV Bintang Jaya Abadi would enhance customer loyalty.

. Coefficient of Regression of X2 (Perception of Price) / b2 = 0.459

This number shows that the variable have a positive coefficient of 0.459
that effects customer loyalty; for example, if price perception increase by 1%,
consumer loyalty will improves by 0.459 percent, As a consequence,
improving X2 (Price Perception) on CV Bintang Jaya Abadi would enhance
customer loyalty.

. Coefficient of Regression of X3 (Customer Satisfaction) / b3 = 0.433

This number denotes a variable with a positive coefficient of 0.433 that
effects consumer loyalty, implying that if customer satisfaction grows by 1%,
consumer loyalty will rise by 0.433 percent. As a consequence, improving X3
(Customer Satisfaction) on CV Bintang Jaya Abadi would enhance customer

loyalty.

Hypothesis Test
Determination Test

Table 17 Determination Test

Model Summary®

Std. Error of
R Adjusted R | the
Model R Square Square Estimate
1 0.814% | 0.662 0.651 1.787

a. Predictors: (Constant), CUSTOMER SATISFACTION (X3)

PERCEPTION OF PRICE (X2), PRODUCT QUALITY (X1)

Source: Data Processing Result (SPSS 25, 2021)

As indicated in the table above, the coefficient of adjusted R square is
0.651, suggesting that there is an independent variable with a substantial effects
to the dependent variable. Where the data is used to count 65.1 percent of the
elements that effects the dependent variable Y (Customer Loyalty) from the
independent variable X3 (Customer Satisfaction). However, other factors that are
not studied in this study, have an impact on the remaining 34.9 percent.
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Partial T-Test
Table 18 T-Test

Coefficients?
Unstandardized | Standardized
Coefficients Coefficients
B Std. Beta t Sig.
Model Error
1| (Constant) 7.249 2.227 3.256 0.002
Product 0.013 0.055 0.026 0.232 0.817
Quality (X1)
Perception of | 0.459 |0.102 | 0.483 4.509 0.000
Price (X2)
Customer 0.433 0.120 0.361 3.603 0.001
Satisfaction
(X3)
b. Dependent Variable: CUSTOMER LOYALTY (Y)

Source: Data Processing Result (SPSS 25, 2021)

The tiest of X1 (Product Quality) has a significance value of 0.817, as 0.000
for X2 (Price Perception) and 0.001. from X3 (Customer Satisfaction). As a result,
because the X1 (Product Quality) significance value is greater than 0.05, the H, is
accepted and the H, is rejected, indicating that there is no significant effect of one
independent variable on the dependent variable. However, the results of
significance values for X2 (Price Perception) and X3 (Customer Satisfaction) are
both less than 0.05, then it indicates that Hy is rejected and H,is accepted,
implying that one independent variable has a substantial effect on the dependent
variables.

F-Test
Table 19 F-Test
ANOVA?
Model Sum of | df Mean F Sig.
Squares Square
1 Regression | 600.052 |3 200.017 | 62.640 0.000°
Residual | 306.538 | 96 3.193
Total 906.590 | 99
a. Dependent Variable: CUSTOMER LOYALTY (Y)
b. Predictors: (Constant), CUSTOMER SATISFACTION (X3), PERCEPTION
OF PRICE (X2), PRODUCT QUALITY (X1)

Source: Data Processing Result (SPSS 25, 2021)
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The significance value for F test is 0.000, as can be seen in the table above.
As a result, because the significance value is less than 0.05, it indicates that Hy is
rejected and H, is accepted, indicating that there is a significant effect between
one independent variable on the dependent variable.

DISCUSSION

The research found on the tye significance value of Product Quality was
0.817, indicating that the H, is accepted and H, is rejected, implying that there is
no significant effect between independent variable and the dependent variable
because the significance value is > 0.05. However, the t..g significance value of
X2 (Price Perception) is 0.000 and it’s 0.001 for X3 (Customer Satisfaction).
Because the significance value is less than 0.05, then it indicates the Hy is rejected
and H, is accepted, implying that independent variable has a significant effect on
the dependent variable.

Nonetheless, multiple linear regression is used in this study, with the
equation Y=7.249+0.013X1+0.459X2+0.433X3 indicating that for every 1%
increase in product quality, consumer loyalty will increase by 0.013 percent and
if the perception of price increases by 1%, consumer loyalty will increase by 0.459
percent. Even yet, a 1% increase in customer satisfaction will result in a 0.433
percent increase in consumer loyalty.

To summarize, all elements play an essential part in the establishment of
the firm in terms of increasing firm growth, sales, and continuity. However, the
dependent variable Y (Customer Loyalty) is not directly affected by the
independent variable X1 (Product Quality). But the X2 (Price Perception) and X3
(Customer Satisfaction) on the other hand, have direct effects on the dependent
variable Y (Customer Loyalty).

CONCLUSION

The independent variable X1 (Product Quality) indicates there is no significant
effect between the dependent variable (Customer Loyalty). Moreover, the
independent variable X2 (Perception of Price) indicates there is significant effect
between the dependent variable (Customer Loyalty) the same goes with the
independent variable X3 (Customer Satisfaction) indicates there is significant
effect between the dependent variable (Customer Loyalty).

RECOMMENDATION

The author advised the company to continue looking for a method to improve
and maintain product quality, as well as to look for better alternatives that deliver
a high-quality product at an inexpensive price, that could entice more customers
to buy or form a relationship with the company. Hereinafter, the company could
also try to control their pricing policies as it really effects the customer purchasing
decision and it have substantial effects towards the firm sales and performance.
Furthermore, it is crucial for company to ensure everything is under control and
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investigate their customer loss. Thus, it assists to prevent or decreasing the
dissatisfaction occurring that could affect the customers to terminate their
relationship with CV Bintang Jaya Abadi, as well as it could also help the
company to maintain and increasing their customer percentages which are
beneficial for the firm performance and sustainability.
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