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Motorcycles market in Indonesia has increased an average of 6.76% per year. However, growth in the number of
motorcycles is not matched by the growth of the number of workshops. Motorcycle repair shop in Indonesia consists
of two types: public workshops and workshop by sole agent/dealer. Workshops by sole agent are expected to provide
standard services as they relate to the brand image and service quality. Based on the results of a pre-survey of
consumer workshop Yamaha in Bekasi, there are indications that consumers are not satisfied with the Yamaha
workshop in Bekasi, this can be seen from the complaint that are not well served, waiting time is relatively long, the
unavailability of certain spare parts and liabilities wearing the official Yamaha oil. Consumer dissatisfaction resulted
in consumer disloyal, which moved to another workshop, the consumer is interested in the promotion conducted
another workshop and tends not to give recommendation to others. Based on these problems, the objective of this
research was to determine customer satisfaction and loyalty based on brand image and perceived service quality.
Research data collection by using a questionnaire distributed to a sample of 355 respondents from five Yamaha
workshops in Bekasi. Data were analyzed by using SPSS 2.0 to test the validity and reliability of the questionnaire.
After a valid and reliable questionnaire, questionnaires were returned distributed to respondents, and questionnaire
data were analyzed using LISREL 8.7. Based on the analysis of data, it can be concluded that from the seven

hypotheses, five of them are significant hypotheses.
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The number of middle class in Indonesia is increasing and has the impact to the demand of motor vehicles.
The data of Directorate General Transportation inform an increasing number of motorcycle, reaching 6.76% per
year (Industry Assosiation of Motorcycle Indonesia, 2015).

Unfortunately, the developments in the Indonesian automotive industry, are not by the growth in the
number of workshops. The Director General of Ministry for Small and Medium Industry, said that these
conditions occur, because the existing workshop could only serve about 60% of after-sales service vehicles, so
it is still wide open for business in motorcycle workshop (Abdullah, 2013).

Based on the results of pre-research, according to Yeranto as one head of a workshop in Bekasi, some
problems related to lack of consumer satisfaction are:

(1) The waiting time is relatively long, the queue time is more than two hours;

(2) Some of the spare parts are not available, so it is time for order to the Yamaha;
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(3) The price of original spare parts in Yamaha workshop considered as more expensive, because consumers
do not know the differences with counterfeit parts that are sold cheaper at another workshop.

Based on Zeithaml and Bitner (2012), customer satisfaction is influenced by various factors, they are
consist of: product quality, price, and personal circumstances of the customer. The theory of Zeithaml and
Bitner (2012) said: Long waiting times and the unavailability of spare part are quality of service, while an
understanding of the originality of spare parts is a factor of the customer’s situation and personal.

The researcher also found that, in the last three years (2012-2014), 39.09% of customers do not
re-purchase after the free services program. According to Tjiptono (2011), indicator of customer loyalty is that
they make re-purchase and recommend to others.

Review of Literature

Brand Image

According to Tjiptono (2005), brand image is a description of the association and the confidence of
consumers toward a particular brand. According to Kotler (2012), brand image is a number of beliefs about the
brand. According to Aaker (2014), the image of the brand is regarded as “How the brand is perceived by
consumers”. With regard to the perception, according to Davis, like humans, the brand can also be described by
adjectives, adverbs, or phrase. Aaker also said that brand image has two components, namely, brand association
and personnal brand.

The dimensions of brand image in this research are proposed by Schiffman and Kanuk (2006), who stated
that the factors forming the image of the brand are:

(1) The quality is relating to the quality of the goods offered by the manufacturer with a certain brand;

(2) Can be trusted is opinions or agreements relating to that formed by the public on a product that is
consumed;

(3) Usability or benefit is associated with the function of a goods that can be used by consumers;

(4) Service deals with the task of manufacturers in serving customers;

(5) Risk is related to the size of a result or profit and loss that may be experienced by consumers;

(6) The price in this case relates to the level or the extent of the amount of money spent to influence a
consumer product, it can also affect the image of the long-term;

(7) The image is owned by the brand itself, in the form of a view, the agreement and information related to a
particular brand of product.

Perceived Service Quality

According to Kotler (2012), “A service is an activity or benefit that one party can offer to another party.
Intangible and does not result in the ownership of anything”. Kotler and Keller (2009) said, “The service is any
act or performance offered by one party for the benefit of another party that has an intangible nature and does
not lead to transfer of ownership”. Lovelock and Wright (2007) described the service as an economic activity
that is offered by one party to another party, in a performance at a certain time to obtain the results desired by
the recipient or the owner who is responsible for a particular object or asset.

The dimensions of quality service perceptions in this study were as follows (Zeithaml & Bitner, 2012):

(1) Reliability is ability to serve intangible accordance with trustworthy and promised with accuracy,

consistency, and appropriateness of services;
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(2) Responsiveness is the alertness of employees in helping customers and providing fast service and
responsiveness, include: alertness of employees in serving customers, employees’ speed in handling the
transaction, and the handling of complaints;

(3) Assurance includes the ability of employees on proper knowledge of the product, the quality of the
hospitality, attention, and courtesy in providing services, skills in providing information, the ability to provide
security in the use of services offered, and the ability to instill customer confidence in the company;

(4) Empathy is the individual attention given by the company to customers, like the ease of contacting the
company, the employee’s ability to communicate with customers, and business enterprises to understand the
wants and needs of its customers;

(5) Tangible is namely the appearance of physical facilities such as buildings and front office, availability of
parking, cleanliness, tidiness, and comfort of the room, completeness communications equipment, and employee

appearance.
Customer Satisfaction

Consumer satisfaction is the feeling of someone who is satisfied or otherwise after comparing between
reality and expectations received from a product or service (Kotler, 2012). Zeithaml and Bitner (2012) suggested
that satisfaction is not only a much broader concept than just assessment of service quality, but also influenced by
other factors. As shown in Figure 1, customer satisfaction is influenced by customer perception of service quality,
product quality, price, and by situational factors and personal factors of the customer.

Service quality

—| Situational factors

Product quality _ . Customer

\ Personal factors
Price

Figure 1. Model of customer satisfaction. Source: Zeithaml and Bitner (2012).

According to Wilkie (2004), it states that there are five elements in customer satisfaction, such as:

(1) Expectation is consumer expectation for a good or service that has been set up before consumers
purchase goods or services;

(2) Performance is consumer experience on the performance of the actual goods or services when they
used without impact by their expectations;

(3) Comparison is done by comparing the expectations of the performance of the goods or services before
buying and the perception of the actual performance of the goods or services;

(4) Confirmation/Disconfirmation is consumer expectations are influenced by their experiences to use of

the mark from the goods or services different from others. Confirmation occurs when expectations correspond to
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actual performance products. Otherwise, disconfirmation occurs when expectations are higher or lower than the
actual performance of the product.

Customer Loyalty

Consumer loyalty according to Kotler and Armstong (2012) is derived from the fulfillment of customer
expectation, while the expectation comes from the experience of previous purchases by consumers, the
opinions of friends and relatives, an information from the marketer or a competitor. There are some reasons for
developing long-term relationships with consumers:

(1) The high cost of new customer acquisition;

(2) The loyal customers tend to spend more;

(3) The satisfied customers will recommend company services or product;

(4) The loyal customers will emphasize a competitor from the market.

So if the customers are satisfying, they will have loyal and repeat purchase, also have the positive word of
mouth. Finally, the company will get more new customers (Zeithaml & Bitner, 2012) (see Figure 2).

Satisfaction
Increased Positive customer
customer loyalty Word of mouth

More new
More repeat

purchase customer

Figure 2. Customer satisfaction and loyalty. Source: Zeithaml and Bitner (2012).

The Previous Research

Upamannyu and Bhakar (2014) in “Effect of Customer Satisfaction on Brand Image & Loyalty Intention”
result that they are influences of customer satisfaction, customer loyalty, and brand image. Jeon (2009) also
found that the loyalty of online customer has related with the quality of the web services. The result has also
shown that the quality of website services has direct influences on customer satisfaction and customer loyalty.
The customers will re-purchase if they are satisfied.

In Journal of Social and Development Sciences, Tu, Wang, and Chang (2012) in research about
“Corporate Brand Image and Customer Satisfaction on Loyalty: An Empirical Study of Starbucks Coffee in
Taiwan” result that the brand image of company significance influence on customer satisfaction and customer
loyalty, the strength of customer satisfaction also impact on customer loyalty. The Pakistan authors Ahmed,
Majid, Nadeem, and Jalbani (2013) found that the quality services have positive and strength correlation on
brand loyalty, with customer satisfaction as mediating variable. The service quality that serves by Pakistan
mobile communication is important to make the customer loyal. Andreassen and Lindestad (1998) found that
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the company image and customer satisfaction influence on customer loyalty. The company image has direct
impact on customer, otherwise the customer satisfaction has indirect impact to customer.

Data Analysis and Interpretation of Research

Data of Respondents

The total number of respondents is 355 with the composition of the male as much as 73% and females are
27%. The majority of respondents are age categories which range from 27 to 37 years old with total 41% (see

Figure 3).
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Figure 3. Gender and age of respondents. Source: Questionnaire, processed by SPSS 2.0.

Figure 4 describes the frequency of occupation of respondents, majority of them are private employees with
total 59%, the figure also describes the frequency of educational background, and majority of them are senior
high school with total 65%.

F =] ' g
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Others
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Figure 4. Occupation and education of respondents. Source: Questionnaire, processed by SPSS 2.0.

Figure 5 describes the frequency of monthly expenses, majority of them are ranging from one to two
million IDR with total 37%, it also shows the number of motorcycle owned. The majority of customers have
one unit motorcycle (63%).

Figure 6 describes the frequency of owned of other motorcycle brands, the majority of respondents do not
have other brands, the total are 72% and a small number respondents have the other brands, they are 28%. The
majority respondents who have the other brand show that 79 of the respondents choose Honda Motorcycle.
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Figure 5. Monthly expenses and number of motorcycle owned. Source: Questionnaire, processed by SPSS 2.0.
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Figure 6. The number of owned of other motorcycle brand. Source: Questionnaire, processed by SPSS 2.0.

Confirmatory Factor Analysis (CFA)

Brand image. Based on LISREL output in Table 1, it can be seen that standardized loading factors value
from each observed variables are > 0.50, which means these all of observed variables are valid and significant
statistically. Based on Hair, Joseph, Black, Babin, and Andersen (2010), the good reliability is if the Construct
Reliability (CR) 0.97 > 0.70 and Variance Extracted (VE) is 0.83 > 0.50. From the output calculation in Table 1
below, all of the dimensions have good reliability (X, X, X3, X4, X5, X, X7). The measurement equations for
observed overall t-value produced for each observed variables are > 1.96 which means that all of items are
significant statistically with 5% level of significance.

Table 1

Validity and Reliability of Brand Image

Indicator Standard loading factor (SLF) > 0.5 t-value Standard error CR >0.70 VE >0.50 Remark
Brand image 0.97 0.83 Reliable
X 0.87 12.08 0.41 Valid
X, 0.86 12.44 0.47 Valid
X; 0.85 14.94 0.31 Valid
X4 0.84 15.46 0.35 Valid
Xs 0.88 14.76 0.38 Valid
Xs 0.82 13.60 0.38 Valid
X7 0.83 13.13 0.38 Valid

Note. Source: Questionnaire, processed by LISREL 8.7.
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Perceived service quality. The output calculation on Table 2 below shows that all of the dimensions have
good reliability (Xg, Xo, X190, X11, X12). The measurement equations for observed overall t-value produced for
each observed variables are > 1.96 which means that all of items are significant statistically with 5% level of

significance.

Table 2

Validity and Reliability of Perceived Service Quality

Indicator SLF>0.5 t-value Standard error CR>0.70 VE>0.50 Remark
Perceived service quality 0.98 0.91 Reliable
X3 0.84 12.50 0.47 Valid
X 0.85 15.82 0.44 Valid
X0 0.96 16.42 0.40 Valid
X 0.94 15.91 0.45 Valid
X2 0.89 16.42 0.33 Valid

Note. Source: Questionnaire, processed by LISREL 8.7.

The output calculation on Table 3 below shows that all of the dimensions have good reliability (Y, Y, Y3,
Y4). The measurement equations for observed overall t-value produced for each observed variables are > 1.96
which means that all of items are significant statistically with 5% level of significance.

Table 3

Validity and Reliability of Customer Satisfaction

Indicator SLF>0.5 t-value Standard error CR>0.70 VE >0.50 Remark
Customer satisfaction 0.98 0.91 Reliable
Y, 0.89 14.82 0.33 Valid
Y, 0.96 19.18 0.26 Valid
Y; 0.90 15.28 0.30 Valid
Y, 0.92 17.11 0.29 Valid

Note. Source: Questionnaire, processed by LISREL 8.7.

Customer loyalty. The output calculation on Table 4 below shows that all of the dimensions have good
reliability (Ys, Y¢, Y7, Ys, Yo, Y10). The measurement equations for observed overall t-value produced for each
observed variables are > 1.96 which means that all of items are significant statistically with 5% level of

significance.

Table 4

Validity and Reliability of Customer Loyalty

Indicator SLF>0.5 t-value Standard error CR>0.70 VE>0.50 Remark
Customer loyalty 0.97 0.86 Reliable
Ys 0.85 15.84 0.29 Valid
Y 0.88 16.06 0.35 Valid
Y, 0.97 18.11 0.32 Valid
Y 0.95 17.54 0.34 Valid
Yo 0.82 18.10 0.30 Valid
Yo 0.79 13.38 3.32 Valid

Note. Source: Questionnaire, processed by LISREL 8.7.
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Structural Model Analysis

After doing the calculation and analysis of CFA, then, the next step researcher does is an analysis of the
structural model, consists of: (1) model fit test; and (2) the analysis of causal relationships.

Structural model fit test. From analysis below (see Table 5) can be seen that not all measurements of
goodness of fit show good fit value and marginal fit. However, this model qualified as good model, because the
main measurements used is RMSEA (Root Mean Square Error of Approximation) value (Hair et al., 2010). In
this model, RMSEA is exactly < 0.10 which is 0.076, shows that overall model is good fit or marginal fit and has
good degree of precision.

Table 5

Fit Test (Goodness of Fit Structural Model)

Measurements GOF (goodness of fit) ‘Standard of measurement Estimation result Description

Measurement of absolute fit

GFI (goodness of fit index) GFI>0.90 0.85 Marginal fit

RMSEA < 0.074 RMSEA 0.088 0.081 Good fit
Measurement of incremental fit

NNFI (non-normed fit index) NNFI>0.90 0.98 Good fit

NFI (normed fit index) NFI>0.90 0.98 Good fit

AGFI (adjusted goodness of fit index) AGFI>0.90 0.82 Marginal fit

RFI (relative fit index) RFI > 0.90 0.98 Good fit

IFI (incremental fit index) IF1>0.90 0.99 Good fit

CFI (comparative fit index) CFI>0.90 0.99 Good fit

Note. Source: Questionnaire, processed by LISREL 8.7.

Path analysis. After analyzing the results of the structural model fit, the following analysis is done by
performing an analysis of path. Statistical testing for path analysis of structural model is made with a level of
significance of 5%, so the critical value from t-value is +1.96. Table 6 and Figure 7 show that hypotesis is not
significant, there are BI (brand image)-CS (customer satisfaction) with 1.86 < 1.96 and PSQ (perceived service
quality)-CL (customer loyalty) with -0.43 < 1.96.

Table 6

Path Analysis

Path Standardized koefisien t-value/F Conclusion
BI— CS 0.25 1.86 Not significant
PSQ — CS 0.69 4.95 Significant

Bl and PSQ — CS 0.13 783 Significant

BI —- CL 0.95 84.47 Significant
PSQ — CL -0.08 -0.43 Not significant
CS—CL 0.30 2.24 Significant

BI, PSQ, and CS — CL 0.24 370 Significant

Note. Source: Questionnaire, processed by LISREL 8.7.
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Analysis of hypothesis testing is performed with a 5% significance level resulting in a t-value £1.96. The

hypothesis was accepted when the t-value obtained > 1.96, on the other side of the hypothesis will be rejected

when the t-value obtained < 1.96. Based on this t-value, we can see that this model can support the data. The

conclusion of hypothesis testing shows (see Table 7) that two hypotheses declined, they are:

(1) Brand image negatively influences on customer satisfaction with t-value 1.86;

(2) Perceived service quality negatively influences on customer loyalty with t-value -0.43.

Table 7

Hypothesis Test

Hypothesis Description Conclusion

H; Brand image influences on customer satisfaction Hypothesis declined

H, Perceived service quality influences on customer satisfaction Hypothesis accepted
Brand image and perceived service quality simultaneousl .

H, . & pereetved serv quality . usy Hypothesis accepted
influence on customer satisfaction

Hy Brand image influences on customer loyalty Hypothesis accepted

Hs Perceived service quality influences on customer loyalty Hypothesis declined

Hg Customer satisfaction influences on customer loyalty Hypothesis accepted

H, Brand image, perceived service quality, and customer satisfaction Hypothesis accepted

simultaneously influence on customer loyalty

Note. Source: Questionnaire, processed by LISREL 8.7.
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Conclusion and Managerial Implications

Conclusion

This research conclusion is that two hypotheses are not significant, they are: brand image influences on
customer satisfaction, but not significance, also perceived service quality influences on customer loyalty, but not
significance. This result in line with Malik, Ghafoor, and Igbal (2012), they found that as partially brand image
not significance on customer satisfaction. The questionnaire confirmed that some of questions show that
consumers give the lowest score for the handling of complaints. This is in line with the opinion of Kotler (2012),
which states that the brand is a statement of the seller to consistently provide the best features, benefits, and
certain services to the buyer, is not only a symbol that distinguishes a particular company’s products by
competitors. This means that when consumers visit any Yamaha workshop, all workshops consistently deliver
service included in the handling of complaints.

Perceived service quality influences on customer satisfaction, also significance with 46.61%. This is in
accordance with Tjiptono (2005), “Another way to differentiate is to consistently provide quality services better
than the competitors”. The quality of service itself is influenced by two variables, they are such as perceived
services and services expected. When services are perceived smaller than expected, then the customer will be
no longer interested in the service provider concerned. If the opposite is true (perceived > expected), it is
possible that customers would use the service provider again.

Brand image, perceived service quality, and customer satisfaction simultaneously influence on customer
loyalty, also significance with 76%. The result of Andreassen and Lindestad (1998) concludes that the corporate
image, quality of service, and customer satisfaction relate to customer loyalty. The company image has a direct

impact on the customer, the customer will re-purchase when they are satisfying.

Managerial Implications

Based on the conclusions, because brand image and perceived service quality influence customer satisfaction
is 87%, so improving the strong brand image and also the service quality can be as a company concern. In this
research, the waiting time in services is not currently satisfying. Yamaha workshop can be an evaluation of the
waiting time for solving the problem, for the example, with the booking service, so the workshop can set the
time arrival accordingly.

Brand image, perceived service quality, and customer satisfaction influence customer loyalty is 76%, so
improving customer loyalty is very important, the workshop does not handle complaints properly. Yamaha
workshop needs to pay attention to customer complaints with evaluated all of customer complaint and solve the

complaints as soon as possible.
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