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ABSTRACT

This study aims to Analysis Of Factors Affecting Customer Satisfaction And Their Impact
On Customer Loyalty For New Atlas Taxi Consumers In Semarang Indonesia The population were
New Atlas Taxi consumers in Semarang Indonesia. The sample is 100 respondents, determined by
using purposive sampling with the criteria: adults whom > 17 years old and had already used the
New Atlas Taxi service. Data analysis method included descriptive statistics. instruments test,
models test and hypothesis test. Instruments test conducted by validity and reliability test. The
model test used is the F (Goodness of Fit) Test and the Adjusted R® test (coefficient of
determination). Furthermore, the hypothesis testing in this study uses regression analysis by t test
with standard beta coefficient and significancy level <0.05.

Conclusion of this study is all independent variables have a positive and significant effect
on customer satisfaction. Independent variables in this study are price perception, service quality
and brand image, while customer satisfaction has a positive and significant effect on customer
loyalty.

Keywords: price perception, service quality, brand image, customer satisfaction, customer loyalty
BACKGROUND OF THE STUDY

The use of transportation will increase the number of daily activities and mobility.
Community has a special interest in using transportation both private and public. According to
people mobility and current situation, now public transportation is more favored compared to the
use of private transportation, the main reason is the less amount of costs spent for that. This idea is
supported by a research (Sabeen, 2012) which proves that there are several countries / cities in the
world which provide well-equipped and well-performing public transportation systems that help
increase economic prosperity. Especially, nowadays there is business opportunity for some
entrepreneurs to develop online-based transportation.

There is an association with the presence of online-based taxi companies (applications).,
especially in Semarang, which probably give impact to conventional taxi companies. One of them
is the New Atlas Taxi, which is the first conventional taxi company in Semarang. Based on the
latest three years data, the number of orders taken and the driver's activeness number is decreasing
and the number of customers is fluctuating. Therefore, New Atlas Taxi Company suffer the
decrease of income, which indicates the lack of interest from customer.

The setting of price margin will be associated to the number of customers using New Atlas
Taxi services. Each customer have different perception about price, but the cheaper price allow
higher interest which can lead to customer satisfaction. Prices is such a sensitive thing for some

! Corresponding author




customers. According to the research results by Asma et.al (2018), Hermawan et.al (2017), Gema
and Suwitho (2017), Razak et.al (2016), Sandy dkk (2016), Wahyu (2015), Harjati and Yurike
(2015) that price perceptions has significant positive effects on customer satisfaction. However,
another research conducted by Rizan et al (2015) convey that prices do not affect customer
satisfaction.

Company have to improve the service quality since customer complaints emerging up,
because this is the most crucial role. A superfine services will lead to high level of customer
satisfaction and loyalty. Some study which conducted by Asma et.al (2018), Ayu etal (2017),
Gema and Suwitho (2017), Hermawan et.al (2017) Sandy et.al (2016), Vu Minh and Nguyen
(2016), and Harjati and Yurike (2015), Rizan et.al (2015), and Wahyu (2015) said that the quality
of services give positive and significant effect to customer satisfaction. In the other side, a study by
Bakhtiar et.al (2010) found a gap between the dimension of quality services toward customer
satisfaction.

A long-lasting company have to stick up their brand image, since it gives special
impression for customer’s perception and affect the number of service usage. Based on this
condition, automatically a great brand image will trigger positive perception that tend to high
satisfaction. Research by Ayu et.al (2017), Neupane (2015), Rizan et.al (2015), Dwi et.al (2015),
Kambiz and Naimi (2014) proved that brand image has the positive association and significantly
affects customer satisfaction. Meanwhile, a research by Thomas (2012) shows different idea that
there is no association between brand image and customer satisfaction.

Good customer satisfaction indirectly will affects customer loyalty in using Nes Atlas Taxi
services. The research conducted by Asma et.al (2018), Dwi et.al (2015), Wahyu (2015) Neupane
(2015), Kambiz and Naimi (2014) and Bayuningrat (2013), shows that consumer satisfaction has
significant positive effects customer loyalty. Besides, the study by Palilati (2007) shows different
result that satisfaction do not affect loyalty.

Table 1. New Atlas Taxi Revenue Data

2015 to 2017
Revenue Data
Month 2015 2016 2017
Januari 474.602.000 | 322.959.500 | 309.693.000
Februari 431.502.000 | 321.642.540 | 248.408.300
Maret 437.159.000 | 325.756.000 | 276.708.500
April 417.920.000 | 328.443.300 | 269.843.000
Mei 432.643.000 | 370.917.600 | 247.732.000
Juni 390432.500 | 332.492.500 | 237.723.750
Juli 459.546.000 | 388.865.000 | 206.612.000
Agustus 389.821.380 | 337.990.200 199.942.900
September 341.924.000 | 293.240.000 | 213.663.000
Oktober 351.384.500 | 333.501.500 | 202.410.300
November 332.595.000 | 310.005.000 194.375.000
Desember 354.733.000 | 352.392.000 181.673.000
Total 4.814.262.380 | 4.018.205.140 | 2.788.784.750

Source : New Atlas Taxi, 2018




Table 2. Customer Complaint Data 2015 to 2017

Year 2015
Type of Complaint | Jan | Feb | Mar | Apr | Mei | Juni | Juli | Agst | Sep | Okt [ Nov | Des | Jml
Disrespect 5 71 10 9 9 6 8 4 5 6 5 5 79
Guests are not
picked up 7 50 12 9 7 7 ) 8 6 6 7 5 88
Long waiting time 8 51 10 6| 11| 12 8 10 12 12 8 5| 107
Total 20 17| 32| 24| 27| 25| 25| 22| 23 24| 20| 15| 274
Year 2016
Type of Complaint | Jan | Feb | Mar | Apr | Mei | Juni | Juli | Agst | Sep | Okt | Nov | Des | Jml
Disrespect 4 6 7 9 8| 10 0 8 7 6 4 8 86
Guests are not
picked up 6 8 § 10| 11] 11 9 9 4 7 8 6 97
Long waiting time 10| 10 11 9| 12 14 9 11 6 9 8 12 121
Total 20| 24| 26| 28| 31| 35| 27| 28| 17 22| 20| 26| 304
Year 2017
Type of Complaint | Jan | Feb | Mar | Apr | Mei | Juni | Juli | Agst | Sep | Okt | Nov | Des | Jml
Disrespect 6 4 8 8 6 5 7 5 9 5 5 9 77
Guests are not
picked up 3 6 8 9 9] 10 7 7 9 7 5 6 86
Long waiting time 12 10| 12| 10| 13] 10 9 14 9 9] 10| 12| 130
Total 21| 20| 28| 27| 28| 25| 23| 26| 27 21| 20] 27| 293

Source : New Atlas Taxi, 2018

LITERATUR REVIEW AND HYPOTHESIS

Price perception is identically related with the perception of quality and the amount of cost
will be spent to gain a product (Owusu Alfred, 2013). According to Peter and Olson (2010), price
perception defined as how the price information could be understand easily and matter by
customer. In conclusion, price perception is a personal assumption of consumer in current range or
amount of spending cost to buy or using products and services. In the other side, price perception
according to Owusu Alfred (2013) is able to measured by quality and cost. Quality means a
condition when price suitability meet the quality of the products and price atfordability, meanwhile
cost means a condition when price affect customer’s decision and purchasing power.

Service quality definition by Kotler and Amstrong (2012) is an activity that enable to offer
from one side to another which basically has no shape and do not affect any ownership.
Parasuraman (2008) said that service quality is level of differences between customer’s reality and
expectation for the services given. According to such opinions, in conclusion, service quality is a
level of evaluation received by customer compared with customer’s expenditure to gain some
products or services. Based on the study conducted by Sandy et.al (2016), service quality is able to
measure by several term, the first is reliability, with the indicators those are on time service and
honesty in problem solving; second is responsiveness, with the indicators such as fast service and
always ready to help customer; third is guaranty, with the indicators that is driver’s politeness,
knowledge, trust, and sense of security; the next is empathy, with the indicators those are
communicative and customer oriented; and the last is physical evidence, with the indicators that is
driver’s appearance, physical facility and ambience of the taxi.

Brand image by Kotler, Keller (2008) is customer’s perception and preference for a brand
that measure by various association of memorized brand. Pursuant to Ferranadewi (2008), brand
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image is a concept created by customers based on subjective reasons and personal emotions.
Basically, a brand presents characteristcs or differences among products. Brand also give
assumptions to customer about usage of the products. Therefore, the importance of possitive
branding from a product is able to give posstitive impression for buyers. In conclusion, brand
image can be explained for customer’s perception to assess a product build upon the brand used.
The indicators of brand image in accorandce with Ayu et.al (2007) is such as known easily, unique,
and has good impression.

Definition of customer satisfaction according to Kotler and Keller (2016) is a sense of
pleasant or disappointed which come up after comparing the product result between reality and
expectation. In the other hand, Taylor and Baker (1994) defined customer satisfaction as a
customer respond which can be either pleasant or disappointed feeling for the comparation between
real received and expected product as the general evaluation or assessment to the procurement and
experiences when using certain product or service. These ideas can be infer that customer
satisfaction is the positive neither negative sense which perceived by customers compared with
their expenditure. The indicators of customers satisfaction is stated in Sandy et.al (2016) and had
developed by researcher, spesifically are the intention to share experience, no complaints, also use
with pleasure and pride.

Oliver (2010) said that customer loyalty is customer commitment that would deeply stand
to repurchase consistently for selected product or service in the future. Hurriyati (2005) said that
customer loyalty is consument trust in using a product or service and have willingness to
repurchase. In conclusion, customer loyalty is a continuity feedback done by the customers to the
company for certain service that has been received before. Adopted from Deng, Lu, Wei, and
Zhang (2010), the indicators of customer loyalty is continous use, recommend product to others,
and prefer using certain products from one brand than another.

The effect of price perception toward customer satisfaction

Each customer has different price perception depend on their needs. Prices that considered
cheap certainly give benefits for consuments in spending cost. Therefore, the expenditure will give
satisfaction if it is meet the needs. Corresponding to the result of studies conducted by Asma et.al
(2018), Hermawan et.al (2017), Gema and Suwitho (2017), Razak et.al (2016), Sandy dkk (2016),
Wahyu (2015), Harjati and Yurike (2015), price perception has siginificant positive effects to
customer satisfaction.

Therefore, hypothesis 1 (HI1) stands for : Price perception has positive effects to customer
satisfaction.

The effect of service quality toward customer satisfaction

Services products can not be separated from the service given, which has been being the
main-after sales. This is satisfy consument as the service given convenient with desire. The
satisfied consument will continually use the services. This condition is suitable with some studies
conducted by Asma et.al (2018), Hermawan et.al (2017), Ayu et.al (2017), Gema and Suwitho
(2017), Vu Minh and Nguyen (2016), Sandy et.al (2016), Harjati and Yurike (2015), Rizan et.al
(2015), Wahyu (2015), which shows that service quality has significant positive positively and
significantly affect customer satisfaction.

Therefore, hypothesis 2 (H2) stands for : Quality service has positive effects to customer
satisfaction.

The effect of brand image toward customer satisfaction
An image of a product neither goods and services is able to give special perception among
customer. In a product, brand is a sign to distinguish one product to another. A positive brand

image indicates good characteristics and worthiness of a product. This positive brand image leads
to fine assumption of the products or services, so that can affect satisfaction of the user. The studies
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conducted by Ayu et.al (2017), Neupane (2015), Rizan et.al (2015), Dwi et.al (2015), Kambiz and
Naimi (2014), presents that brand image has significant positive effects to customer satisfaction.
Therefore, hypothesis 3 (H3) stands for : Brand image has positive effects to customer satistaction.

The effect of customer satisfaction toward customer loyalty

The level of customer satistaction illustrates the product quality. The satisfied consument
will continously use the product that leads to customer loyalty. This idea properly matched with the
studies conducted by Asma et.al (2018), Bayuningrat (2013), Dwi etal (2015), Wahyu (2015),
Neupane (2015), Kambiz and Naimi (2014) that customer satisfaction has significant positive
effects to customer loyalty.
Therefore, hypothesis 4 (H4) stands for : Customer satisfaction has significant positive effects to
customer loyalty .
Framework

Based on the hypothesis, the conceptual framework can be described as this following flow chart:

Picture 1

Framework

Price Perception
(X1)

H4

Brand Image
(X3)

Source: Asma et.al (2018), Hermawan et.al (2017), Neupane (2015),
Kambiz and Naimi (2014)

METHODOLOGY
Variables

Owusu Alfred (2013) explained that price perception related to the perception of quality
and expenditure to gain a product. The indicators used according to Owusu Alfred (2013) are price
compatibility with product quality and price affordability. In accorandce with Parasuraman (2008),
service quality is a level of differences between reality and customer expectation for the service
gained. According to Sandy et.al (2016), the indicators used for this study are fast service, always
ready to help customer, driver’s politeness and knowledge, trust, sense of security, communicative,
customer oriented, driver’s appearance, physical facility and ambience of the taxi. Pursuant to
Ferranadewi (2008), brand image is a concept created by customers based on subjective reasons
and personal emotions. The indicators of brand image in pursuance of Ayu etal (2007) are known
easily, unique, and has good impression.

Taylor and Baker (1994) defined customer satisfaction as a customer respond which can be
either pleasant or disappointed feeling for the comparation between received and expected product
as the general evaluation or assessment to the procurement and experiences when using certain
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product or service. Indicators of customers satisfaction is stated in the research conducted by Sandy
et.al (2016) and had developed by researcher, spesifically are the intention to share experience, no
complaints, use with pleasure and pride. Hurriyati (2005) said that customer loyalty is consument
trust in using a product or service and have willingness to repurchase. Adopted from Deng, Lu,
Wei, and Zhang (2010), the indicators of customer loyalty is continous use, recommend product to
others, and prefer using certain products from one brand than another.

Sampling Method

Population of this study is New Atlas Taxi Semarang customer. The number of sample in this study
determine by the following formula from Djarwanto and Subagyo (2000).

Formula :

n=4%(Z/E)2

with

n = sample

a =0.10

z =1.96

E = error tollerance 10%
Therefore,

n=025(Z/E) 2 =96.04 , fullfilled to 100

The number of respondents is 100, it is considered representative enough because already
occupied the minimum sample. The criteria used for sampling technique : adult consument whom >
17 years old and consument who ever used New Atlas Taxi Semarang.

Analytical Method

Data analysis for this study include descriptive statistics, instruments test, model test and
hypothesis test. Instruments test were conducted by validity and reliability tests. The model test
used is the F (Goodness of Fit) Test with <0.05 significancy value and the Adjusted R’ test
(coefficient of determination). Furthermore, the hypothesis testing in this study use regression
analysis by T test with standard beta coefficient and significancy level <0.05 (Ghozali, 2016).

RESULTS

The Descprition of Research Sample
From 100 respondents can be infer that :

Table 3. Respondent Description

Identity Majority Amounts
Sex Female 65
Age 31 - 35 years old 31
Occupation Private Employee 40
Daily expenditure Rp.100.000-Rp.150.000 47

Source : primary data, analyze on 2019

Based on Table 3, known that the majority group which use New Atlas Taxi Semarang is
female with approximate age 31-35 years old and work as private employee with daily expenditure
in the range of Rp.100.000-Rp.150.000.

Validity and Reliability Test Result
According to the result of validity test, the indicators of price perception (X,), service

quality (Xs), brand image (X3), customer satisfation (Y;), and customer loyalty (Y) shows that all
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of them have the value as r coumed > Iaple and sig <0.05, it can be consider as valid indicators which
feasible to use as the research instruments. In the other side, the reliability test shows the value o
Cronbach >0.7. Therefore the indicators can be stated as a reliable independent and dependent
variables.

Regression Analysis Result

Table 4 The Resume of Regression Analysis Model I and Model I

Model Independent Adj Anova Standardized Annotation
Variable R* Coefficients
F Sig Beta  Sig

Model 1: Price perception 0,162 0017 Accepted

The effect of price
perception, service quality, Service quality 0,631 54417 0000 0596 0000  Accepted

and brand image toward Brand image 0,204 0007  Accepted
customer satisfaction

Model 2: Customer

Thft:?:iicf:t()lcust()mr satisfaction 0676 207221 0.000 0,824 0,000 Accepted
satisfaction toward customer

loyalty

Source: primary data, analyze on 2019

Table 4 presents the coefficient of determination value in model 1 based on Adjusted R*
accounts for 0.631 (63.1%), it means that price perception, service quality, and brand image
variables contribute proportionally as much as 63.1% toward customer satisfaction. Then the rest of
36.9% proportion affected by other variables which not included in this study. Meanwhile, in
model 2 known that the value of Adjusted R® accounts for 0.676 (67.6%), it shows that customer
satisfaction variable affect the customer loyalty in the amount of 67.6%. Then the rest of 32.4%
proportion affected by other variables which not included in this study.

The next finding in model 1 is F counted = 57.417 and significancy value as 0.000<0.05 so
that Hy accepted, all of independents variables those are price perception, service quality, and brand
image contribute as a significant explanatory toward the dependents variable which is customer
satisfaction. In the other hand. F counted on model 2 is 207.221 and significancy value as
0.000<0.05 so that Hy accepted, customer satisfaction variable is a significant explanatory toward
the dependents variable which is customer loyalty. In conclusion, those two analysis model is
suitable to use in regression analysis and t test as the hypothesis test.

According to Table 4, the beta coefision value of price perception (X;) accounted for 0.162
with significancy number 0.017 < 0.05. It shows that price perception has significant positive effect
toward customer satisfaction, so that it means H; can be accepted. Then, Beta coefision value of
service quality (Xs) accounted for 0.596 with significancy number 0.000<0.05. It shows that
service quality has significant positive effect toward customer satisfaction, so that it means H can
be accepted. The next finding is beta coeffisient value of brand image (X3) accounted for 0.204
with significancy number 0.000<005. It shows that brand image has significant positive effect
toward customer satisfaction, so that it means Hj can be accepted. Other than that, beta coeffisient
value of customer satisfation (Y;) accounted for 0.824 with significancy number 0.0000 < 0.05. It
shows that customer satisfation has significant positive effect toward customer loyalty, so that it
means H4 can be accepted.

RESULTS AND DISCUSSIONS
The effect of price perception toward customer satisfaction

The result from hypothesis 1 testing is corresponding to the researches of Asma et.al
(2018), Hermawan et.al (2017), and Sandy et.al (2016) which indicates price perception has
significant possitive effects toward customer satisfaction. According to Peter and Olson (2010),
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price perception is defined as how the price information could be understand easily and matter by
customer. Price perception is identically related with the perception of quality and the amount of
cost will be spent to gain a product. Each customer has different price perception depend on their
needs. Prices that considered cheap, certainly give benefits for customer in spending cost.
Therefore, the expenditure will give satisfaction if it is meet the needs. Other than that, the
affordable price setting of New Atlas Taxi Semarang will probably give more satisfaction to the
customer. In the end, customer will compare this price affordability with others taxi company,
moreover this day appears more various taxi provider in Semarang, especially online taxi provider.

The effect of service quality toward customer satisfaction

The result from hypothesis 2 testing is corresponding to the researches conducted by Asma
et.al (2018), Hermawan et.al (2017), Ayu et.al (2017), Gema and Suwitho (2017), Sandy et.al
(2016), Vu Minh and Nyuyen (2016), Harjati and Yurike (2015), Rizan et.al (2015), and Wahyu
(2015) which indicates service quality has significant possitive effects toward customer
satisfaction. According to Parasuraman (2008), service quality is a level of differences between
reality and customer expectation for the service gained. Services products can not be separated
from the service given, which has been being the main-after sales. This is satisfy consument when
the service given convenient with desire. The satisfied consument will continually use the service
products. Better services means that the company give faster response for customer’s problem, also
sufficient driver’s skill and polite services, so that it gives customer sense of convenience and
security which leads to their satisfaction when using the services of New Atlas Taxi Semarang.

The effect of brand image toward customer satisfaction

The result from hypothesis 3 testing is corresponding to the researches of Ayu et.al (2017),
Neupane (2015), Rizan et.al (2015), Dwi et.al (2015), Kambiz and Naimi (2014) which indicates
brand image has significant possitive effects toward customer satisfaction. Brand image by Kotler,
Keller (2008) is customer’s perception and preference for a brand that measure by various
association of memorized brand. In pursuance of Ferranadewi (2008), brand image is a concept
created by customers based on subjective reasons and personal emotions. An image of a product,
either goods and services are able to give special perception among customer. In a product, brand is
a sign to distinguish one product to another. A positive brand image indicates good characteristics
and worthiness of a product. This positive brnad image also leads to fine assumption of the
products or services so that can affects satisfaction of the user. New Atlas Taxi Semarang is one of
the oldest Taxi operator which long known by community, therefore the brand image have well
attached. Community has no doubt to use a good brand image by New Atlas Taxi Semarang which
has trusted services. In the end. both such benefits will give special satisfation for customer.

The effect of customer satisfaction toward customer loyalty

The result from hypothesis 3 testing is corresponding to the researches conducted by Asma
et.al (2018), Bayuningrat (2013), Dwi et.al (2015), Wahyu (2015) Neupane (2015), Kambiz and
Naimi (2014) which indicates customer satisfaction has significant possitive effects toward
customer loyalty. According to Kotler and Keller (2016) customer satisfaction is such a sense of
pleasant or disappointed which come up after comparing the product result between reality and
expectation. The existing of customer’s response are expected to be an evaluation for quality
improvement. Therefore, satisfied customer will always be loyal to New Atlas Taxi Semarang
although there are so many new taxi operator coming up.




CONCLUSION

Price perception has significant positive effects to customer satisfaction. Higher price
perception leads to higher customer satisfaction. Quality service has significant positive effects to
customer satistaction. Higher quality service leads to higher customer satisfaction. Brand image has
significant positive effects to customer satisfaction. Higher brand image leads to higher customer
satisfaction. Customer satisfaction has significant positive effects to customer loyalty. Higher
customer satisfaction leads to higher customer loyalty. Service quality has the biggest effects to
customer satisfaction. Therefore, as long as the company give their best services, the customer
satisfaction will be increased.

RECOMMENDATION

The company have to give better convenience, especially for the old vehicle, it needs
maintenance improvement. Besides. the drivers also should be able to stand on good attitude and
always ready to help customer. The existence of brand image which attached by community is
needed. In order to increase the market share, promotion with good impression is needed to
maintain the possitive image. The example is by using pamphlet, billboard, or online advertising in
social media. New Atlas Taxi Semarang have to give interesting deal in price due to the existence
of online taxi provider that offer many kinds of discounts and promotion price. This is such a good
thing to imitate, for example : customers will get special discounts for every 10 trip done and
special price in feast. Therefore, the price perception in community will be increased. The company
have to give extra service due to the intention of experience sharing among customers. For
example, the driver can communicate the respond from customer opinion and give arguments
related to the strength of New Atlas Taxi compared with others. New Atlas Taxi should have to
maintain customer consistency, either by serve the superfine service and rewards such as
membership cards which give additional benefits for customer. Other than that, due to the
customer’s habit that not using New Atlas Taxi everyday, driver’s may do innitiative things such as
offering the service trip to the pedestrians while waiting orders.
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