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1. Chapter 1: Introduction

1.1. Research Background

In today’s highly competitive and rapidly evolving business environment, organizations are
increasingly focusing on improving the quality of services they provide in order to attract, satisfy, and
retain customers. The growth of the service sector and the increasing expectations of customers have
made service quality a fundamental factor for organizational success. Customers today are more
informed and have a wide range of alternatives available, which means that organizations must
continuously improve their services to remain competitive. Consequently, service quality has become
a strategic priority for many service organizations seeking to build strong relationships with their

customers and maintain a sustainable competitive advantage.

Service quality is generally defined as the organization’s ability to deliver services that meet or
exceed customer expectations. When customers receive services that are reliable, responsive, and
delivered professionally, they tend to develop positive perceptions toward the organization. These
perceptions significantly influence customers’ evaluations of their service experience and determine
whether they will continue interacting with the organization in the future. High-quality services not
only enhance the overall customer experience but also contribute to improving organizational

performance, reputation, and long-term sustainability.

Customer satisfaction is widely recognized as one of the most important outcomes of service
quality. Customer satisfaction refers to the degree to which customers feel that their expectations and
needs have been fulfilled by the services provided. When customers perceive that the services offered
by an organization meet or exceed their expectations, they are more likely to feel satisfied with their
experience. Previous studies have demonstrated that service quality plays a crucial role in shaping
customer satisfaction and influencing customers’ behavioral intentions toward a company (Shrestha,
2021). In other words, when organizations provide high-quality services, customers are more likely to

evaluate their experiences positively and develop favorable attitudes toward the organization.

Moreover, customer satisfaction plays an important role in building trust and long-term
relationships between customers and service providers. Satisfied customers tend to trust the
organization and feel confident in its ability to consistently deliver high-quality services. This trust
encourages customers to continue using the organization’s services and strengthens the relationship
between customers and the organization. Research indicates that satisfied customers are more likely to

become loyal customers who repeatedly purchase services, recommend the organization to others, and
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maintain long-term relationships with the service provider (Akbar & Parvez, 2009). Therefore,
customer satisfaction is considered a key driver of customer loyalty and long-term organizational

SUCCCSS.

Customer loyalty has become one of the most valuable assets for service organizations because
loyal customers contribute significantly to organizational growth and stability. Loyal customers tend
to maintain long-term relationships with the company, make repeated purchases, and often act as
advocates who promote the organization through positive word-of-mouth. In addition, retaining
existing customers is generally more cost-effective than acquiring new customers, which further
highlights the importance of customer loyalty for service organizations. For this reason, many
organizations focus on improving service quality as a way to increase customer satisfaction and

ultimately strengthen customer loyalty.

Several empirical studies have confirmed the strong relationship between service quality, customer
satisfaction, and customer loyalty. For instance, research conducted by Supriyanto, Wiyono, and
Burhanuddin (2021) demonstrated that improvements in service quality significantly increase customer
satisfaction, which subsequently leads to higher levels of customer loyalty. Similarly, other studies
have emphasized that service quality influences customer loyalty both directly and indirectly through
the mediating role of customer satisfaction (Adelia & Purnama, 2025). These findings highlight the
importance of understanding how service quality contributes to creating positive customer experiences

and strengthening long-term customer relationships.

Furthermore, recent studies emphasize that organizations that prioritize service quality are better
able to improve customer satisfaction and build stronger relationships with their customers. For
example, Kurniawan et al. (2025) found that high levels of service quality significantly enhance
customer satisfaction and play a critical role in strengthening customer loyalty. Likewise, Yum and
Yoo (2023) reported that service quality has a significant impact on customer loyalty through customer
satisfaction, particularly in digital service environments such as mobile social media platforms. These
findings suggest that improving service quality remains an essential strategy for organizations

operating in both traditional and digital service contexts.

Despite the growing recognition of the importance of service quality, many service organizations
still face challenges in consistently delivering services that meet customer expectations. Differences in
service delivery, employee performance, and organizational processes may lead to variations in service
quality that affect customer satisfaction and loyalty. Therefore, understanding the relationship between
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service quality, customer satisfaction, and customer loyalty is essential for organizations seeking to

improve their service performance and maintain strong relationships with their customers.

Given the increasing importance of customer-centered strategies in modern service organizations,
examining the impact of service quality on customer satisfaction and customer loyalty has become an
important area of research. Understanding these relationships can help organizations develop more
effective service strategies, improve the quality of customer experiences, and enhance their competitive
position in the market. Therefore, this study aims to examine the impact of service quality on customer
satisfaction and customer loyalty in service organizations, highlighting how improving service quality

can enhance customer experiences and strengthen long-term organizational success.

1.2. Research Problem

In the modern service economy, organizations face increasing competition and rapidly changing
customer expectations. Customers today expect high-quality services, quick responses, and
professional interactions when dealing with service providers. However, many service organizations
still struggle to consistently deliver services that meet or exceed customer expectations. When service
quality is poor or inconsistent, customers may experience dissatisfaction, which can negatively affect

their trust in the organization and reduce their willingness to continue using its services.

One of the major challenges faced by service organizations is maintaining high levels of customer
satisfaction and loyalty. Customer satisfaction is strongly influenced by the quality of service provided,
and dissatisfaction often occurs when there is a gap between customer expectations and the actual
service experience. Studies have shown that service quality is one of the most important factors
affecting customer satisfaction and long-term customer relationships (Shrestha, 2021). When
customers perceive the service quality as inadequate, they are more likely to switch to competing

organizations that offer better service experiences.

Moreover, the lack of attention to service quality may weaken customer loyalty and reduce the
organization’s competitive advantage. Research indicates that organizations that fail to provide high-
quality services may struggle to retain their customers and maintain long-term business success
(Supriyanto, Wiyono, & Burhanuddin, 2021). In contrast, organizations that focus on improving
service quality can increase customer satisfaction and encourage customers to remain loyal to their

services (Kurniawan et al., 2025).

Despite the growing importance of service quality in service organizations, there is still a need to

better understand how service quality influences customer satisfaction and how this satisfaction
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contributes to building customer loyalty. Therefore, this study seeks to investigate the impact of service
quality on customer satisfaction and customer loyalty in service organizations, aiming to provide
insights that may help organizations improve their service performance and strengthen their

relationships with customers.

1.2.1. Theoretical Gaps

Although many previous studies have examined the relationship between service quality, customer
satisfaction, and customer loyalty, several theoretical gaps still exist in the literature. First, many studies
focus on the direct relationship between service quality and customer loyalty without sufficiently
examining the mediating role of customer satisfaction. Some researchers argue that customer
satisfaction acts as a key mechanism that links service quality to customer loyalty, yet this relationship

still requires further investigation in different service contexts (Adelia & Purnama, 2025).

Second, previous research has often concentrated on specific industries such as banking, healthcare,
or digital services, which limits the generalizability of findings across different types of service
organizations. For example, studies such as Supriyanto, Wiyono, and Burhanuddin (2021) investigated
service quality within the banking sector, while Yum and Yoo (2023) focused on mobile social media
platforms. Therefore, there is a need for further research that examines these relationships in broader

service environments to provide a more comprehensive theoretical understanding.

Furthermore, although several studies confirm that service quality significantly influences customer
satisfaction and loyalty, the mechanisms through which service quality contributes to long-term
customer relationships remain an area that requires additional empirical examination (Kurniawan et al.,
2025). Addressing these theoretical gaps can contribute to strengthening the conceptual framework

linking service quality, customer satisfaction, and customer loyalty.

1.2.2. Practical Gaps

From a practical perspective, many service organizations still face difficulties in effectively
implementing strategies that improve service quality and enhance customer satisfaction. Despite the
availability of theoretical models and service quality frameworks, organizations often struggle to

translate these concepts into practical actions that improve the customer experience.

In many cases, organizations may focus on operational efficiency or cost reduction while
overlooking the importance of delivering high-quality services that meet customer expectations. As a
result, customers may experience dissatisfaction, which negatively affects their loyalty and willingness

to continue using the organization’s services. Studies indicate that improving service quality can
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significantly enhance customer satisfaction and encourage long-term loyalty among customers

(Shrestha, 2021).

Additionally, managers and decision-makers may lack clear empirical evidence that demonstrates
how service quality improvements lead to increased customer satisfaction and loyalty in different
service contexts. Therefore, there is a practical need for research that provides insights into how
organizations can improve service quality to strengthen customer satisfaction and loyalty, ultimately

contributing to better organizational performance (Akbar & Parvez, 2009).

Main Research Question
Based on the identified theoretical and practical gaps, the main research question guiding this study
is:
What is the impact of service quality on customer satisfaction and customer loyalty in service

organizations?

1.3. Research Significance

This research is important because it contributes to a better understanding of the relationship
between service quality, customer satisfaction, and customer loyalty in service organizations. By
examining these relationships, the study provides both theoretical and practical contributions that may

help researchers and practitioners better understand how service quality influences customer behavior.

1.3.1. At the theoretical level

At the theoretical level, this study contributes to the existing literature on service quality and
customer relationship management by providing further empirical evidence on the relationship between
service quality, customer satisfaction, and customer loyalty. The study also helps clarify the role of
customer satisfaction as a key factor that links service quality to customer loyalty. Previous studies
have highlighted the importance of these relationships, but further research is needed to strengthen the

theoretical framework and expand understanding in different service contexts (Yum & Yoo, 2023).

Additionally, this research may support the development of future academic studies by providing
a conceptual foundation for examining how service quality influences customer behavior and

organizational success.

1.3.2. At the practical level
At the practical level, this study provides useful insights for managers and decision-makers in
service organizations who aim to improve customer satisfaction and strengthen customer loyalty. By
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understanding how service quality influences customer perceptions and behavior, organizations can

develop strategies to improve service delivery and enhance the overall customer experience.

Moreover, the findings of this study may help organizations identify key aspects of service quality
that contribute most significantly to customer satisfaction and loyalty. This can support managers in
designing more effective service strategies that enhance customer relationships and improve

organizational competitiveness (Kurniawan et al., 2025).

1.4. Research Questions

Based on the research problem and the theoretical background, this study seeks to answer the

following research questions:

1. What is the impact of service quality on customer satisfaction in service organizations?
2. What is the impact of service quality on customer loyalty in service organizations?
3. What is the relationship between customer satisfaction and customer loyalty?

4. Does customer satisfaction mediate the relationship between service quality and customer loyalty in

service organizations?

1.5. Research Objectives

The main objective of this study is to examine the impact of service quality on customer satisfaction

and customer loyalty in service organizations. The specific objectives of this study are as follows:
1. To examine the impact of service quality on customer satisfaction.

2. To analyze the impact of service quality on customer loyalty.

3. To investigate the relationship between customer satisfaction and customer loyalty.

4. To examine the mediating role of customer satisfaction in the relationship between service quality

and customer loyalty.

1.6. Research Hypotheses

Based on the literature and theoretical framework, the following hypotheses are proposed:

H1: Service quality has a significant positive effect on customer satisfaction.
H2: Service quality has a significant positive effect on customer loyalty.

H3: Customer satisfaction has a significant positive effect on customer loyalty.
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H4: Customer satisfaction mediates the relationship between service quality and customer

loyalty.

1.7. Research Model

The proposed research model explains the relationships among service quality, customer
satisfaction, and customer loyalty. Service quality is the independent variable, customer satisfaction is
the mediating variable, and customer loyalty is the dependent variable. The model assumes that high
service quality increases customer satisfaction and that satisfied customers are more likely to become

loyal customers.

Research Model

mer Satisfaction (H4)

Mediation effect: Servi. uality influences Customer Loyalty through

SERVI{ CUSTOMER CUSTOMER
QUALITY SATISFACTION LQYALTY
Independent Variable Mediating Variable . Dependent Variable

Direct effect of Service Quality on Customer Loyalty (H2)

Arrows show proposed positive relationships among the study variables.

Figure 1. Research model of the study

1.8. Scope of the Study

The scope of this study will focus on examining the relationship between service quality, customer
satisfaction, and customer loyalty within service organizations. The study will specifically investigate
how service quality influences customer satisfaction and how both variables contribute to customer

loyalty.

The research will be limited to customers who have experience interacting with service
organizations, as they will be able to evaluate the quality of services they receive. Additionally, the
study will focus on three main variables: service quality as the independent variable, customer

satisfaction as the mediating variable, and customer loyalty as the dependent variable.
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The findings of this study may provide insights into how service organizations can improve service
quality to enhance customer satisfaction and strengthen customer loyalty. However, the results may be
limited by the sample size, sampling method, and the specific context of the service organizations that

will be studied.

1.9. The Project Structure

This research will be organized into several chapters in order to present the study in a clear and

systematic manner. The project structure is presented in the following table:

Chapter Title Main content

Chapter One Introduction Research background, research
problem, significance, questions,
objectives, hypotheses, model,
scope, and project structure.
Chapter Two Literature Review Theoretical discussion of service
quality, customer satisfaction,
customer loyalty, and the
relationship between the study
variables.

Chapter Three Research Methodology Research design, population and
sample, data collection method,
research instrument, and statistical
analysis procedures.

Chapter Four Statistical Analysis and Findings Sample profile, reliability and
Discussion validity tests, descriptive statistics,
hypotheses testing, and discussion
of findings.
Chapter Five Research Limitations, Limitations, future research

Recommendations, and Conclusion | directions, practical
recommendations, and final
conclusion.

Table 1. Project structure and plan
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2. Chapter 2: Literature Review

2.1. Introduction

This chapter presents a review of the relevant literature related to the key variables of the study,
namely service quality, customer satisfaction, and customer loyalty. The purpose of this chapter is to
provide a theoretical foundation that explains the concepts and relationships between these variables,
as well as to highlight the findings of previous studies in this area. Understanding these concepts is

essential for developing the research framework and supporting the hypotheses proposed in this study.

In the modern service economy, service quality has become a crucial factor that influences how
customers evaluate their experiences with organizations. Service organizations must ensure that the
services they provide meet or exceed customer expectations in order to achieve high levels of customer
satisfaction and maintain long-term relationships with their customers. Previous research has shown
that service quality plays a significant role in shaping customer satisfaction and influencing customers’

perceptions of the overall service experience (Shrestha, 2021).

Customer satisfaction is considered one of the most important outcomes of service quality. When
customers receive services that match their expectations, they are more likely to feel satisfied and
develop positive attitudes toward the organization. These positive experiences can strengthen the
relationship between customers and organizations, encouraging customers to continue using the
services and recommend them to others. According to Akbar and Parvez (2009), customer satisfaction

plays a significant role in building trust and encouraging customer loyalty in service organizations.

Furthermore, customer loyalty has become a strategic objective for many organizations because
loyal customers contribute to long-term profitability and organizational sustainability. Loyal customers
are more likely to maintain long-term relationships with the organization and engage in repeated
purchasing behavior. Several studies have confirmed that service quality significantly influences
customer loyalty both directly and indirectly through customer satisfaction (Supriyanto, Wiyono, &

Burhanuddin, 2021).

Recent research also emphasizes that improving service quality can enhance customer satisfaction
and strengthen customer loyalty across different service contexts. For example, Kurniawan et al. (2025)
found that service quality plays a critical role in improving customer satisfaction, which subsequently
increases customer loyalty. Similarly, Yum and Yoo (2023) highlighted that customer satisfaction acts

as an important mediator between service quality and customer loyalty in service environments.
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Based on these perspectives, this chapter reviews the theoretical concepts related to service quality
as the independent variable, customer satisfaction as the mediating variable, and customer loyalty as
the dependent variable. It also discusses the relationship between these variables in order to support

the conceptual model proposed in this study.

2.2. The Independent Variable: Service Quality

Service quality is widely recognized as one of the most important factors that influence customer
perceptions, satisfaction, and loyalty in service organizations. In the context of service management
and marketing, service quality refers to the organization’s ability to deliver services that meet or exceed
customer expectations. When customers perceive that the service provided is reliable, responsive, and
professionally delivered, they are more likely to evaluate the organization positively and develop

favorable attitudes toward its services.

Service quality plays a crucial role in determining how customers evaluate their service
experiences. Unlike tangible products, services are often intangible and involve direct interaction
between customers and service providers. As a result, customers tend to assess service quality based
on their experiences during service delivery, including aspects such as responsiveness, reliability,
empathy, and assurance. These dimensions help customers determine whether the service meets their

expectations and whether the organization is capable of delivering consistent and satisfactory services.

Previous research has emphasized that service quality significantly influences customers’
perceptions and behavioral intentions. When organizations provide high-quality services, customers
are more likely to feel satisfied with their experiences and develop positive attitudes toward the
organization (Shrestha, 2021). High levels of service quality can also strengthen customer trust and

enhance the reputation of the organization in the marketplace.

Moreover, service quality has been identified as a key determinant of customer satisfaction and
loyalty. Organizations that consistently provide high-quality services are more likely to maintain long-
term relationships with their customers and achieve higher levels of customer retention. According to
Supriyanto, Wiyono, and Burhanuddin (2021), service quality has a significant impact on customer

satisfaction, which subsequently influences customer loyalty and long-term customer relationships.

In addition, improving service quality can help organizations differentiate themselves from
competitors and create a competitive advantage in the market. As competition among service

organizations continues to increase, customers are becoming more selective in choosing service
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providers that offer the best value and service experience. Therefore, organizations must focus on

continuously improving service quality in order to meet customer expectations and remain competitive.

Recent studies have further highlighted the importance of service quality in strengthening customer
relationships. For example, Kurniawan et al. (2025) found that high levels of service quality
significantly enhance customer satisfaction and contribute to increasing customer loyalty. Similarly,
Adelia and Purnama (2025) emphasized that service quality has both direct and indirect effects on

customer loyalty through the mediating role of customer satisfaction.

Based on these perspectives, service quality is considered the independent variable in this study
because it represents the main factor that influences customer satisfaction and customer loyalty. By
examining service quality as the independent variable, this research aims to understand how
improvements in service quality can lead to higher levels of customer satisfaction and stronger

customer loyalty in service organizations.

2.3. Mediating and Dependent Variables: Customer Satisfaction and Customer
Loyalty

Customer satisfaction is treated as a mediating variable in this study because it explains how service
quality can influence customer loyalty. Customer satisfaction refers to the extent to which customers
feel that the services they receive meet or exceed their expectations. When customers perceive that a
service organization delivers reliable, responsive, and professional services, they are more likely to feel

satisfied with their experience.

Customer satisfaction is closely related to customers’ perceptions of value, trust, and service
performance. Satisfied customers tend to develop favorable attitudes toward the organization and are
more likely to continue using its services. Previous studies have indicated that customer satisfaction is
a central mechanism that links service quality to customer loyalty, because customers usually become
loyal after they experience consistent satisfaction with the services provided (Akbar & Parvez, 2009;

Yum & Yoo, 2023).

Customer loyalty is considered the dependent variable in this study because it represents the final
outcome that is influenced by service quality and customer satisfaction. Customer loyalty refers to the
customer’s commitment to continue using the services of a particular organization and their willingness
to recommend those services to others. Loyal customers are more likely to maintain long-term
relationships with the organization, repeatedly purchase its services, and demonstrate positive attitudes

toward the organization.

13
MIDOCEA]

UNIVERS.I



In the context of service organizations, customer loyalty is a key indicator of organizational success
and sustainability. Organizations that are able to build strong customer loyalty often experience higher
levels of customer retention and long-term profitability. Loyal customers not only continue to use the
organization’s services but also act as advocates who promote the organization through positive word-
of-mouth communication. According to Akbar and Parvez (2009), customer loyalty is strongly
influenced by factors such as service quality, trust, and customer satisfaction, which together contribute

to the development of long-term customer relationships.

Customer loyalty is closely associated with customer satisfaction and service quality. When
customers receive high-quality services that meet or exceed their expectations, they are more likely to
feel satisfied and develop loyalty toward the organization. Satisfied customers tend to maintain their
relationship with the service provider and are less likely to switch to competitors. Previous research
has demonstrated that customer satisfaction plays a significant role in strengthening customer loyalty

and encouraging customers to continue using the services provided by the organization (Shrestha,

2021).

Furthermore, several empirical studies have confirmed the strong relationship between service
quality, customer satisfaction, and customer loyalty. For example, Supriyanto, Wiyono, and
Burhanuddin (2021) found that higher levels of service quality lead to greater customer satisfaction,
which subsequently enhances customer loyalty. Similarly, Yum and Yoo (2023) emphasized that
customer satisfaction acts as an important mediating factor that strengthens the relationship between

service quality and customer loyalty.

Based on these perspectives, customer satisfaction and customer loyalty are important variables in
this research model. Customer satisfaction explains the process through which service quality affects
loyalty, while customer loyalty reflects the final behavioral outcome that service organizations aim to

strengthen.

2.4. The Relationship Between the Study Variables

Understanding the relationship between service quality and customer loyalty is essential for service
organizations seeking to build long-term relationships with their customers. Service quality is widely
recognized as a critical factor that shapes customers’ perceptions of the services provided by an
organization. When customers perceive that a company consistently delivers high-quality services, they

are more likely to develop positive attitudes toward the organization and remain loyal to its services.
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Previous studies have emphasized that service quality plays a significant role in influencing
customer loyalty both directly and indirectly. High levels of service quality contribute to positive
customer experiences, which in turn encourage customers to maintain long-term relationships with the
organization. Customers who perceive the service quality as reliable, responsive, and satisfactory are
more likely to continue using the organization’s services and recommend them to others. According to
Shrestha (2021), service quality significantly influences customer satisfaction and loyalty, highlighting

the importance of delivering high-quality services to achieve positive customer outcomes.

In addition to the direct relationship between service quality and customer loyalty, many studies
have highlighted the mediating role of customer satisfaction in this relationship. Customer satisfaction
acts as a bridge that connects service quality to customer loyalty. When customers are satisfied with
the quality of services provided, they tend to develop stronger emotional connections with the
organization, which increases their likelihood of remaining loyal customers. Akbar and Parvez (2009)
argued that service quality and customer satisfaction are key determinants of customer loyalty, as

satisfied customers are more likely to maintain long-term relationships with organizations.

Furthermore, empirical studies have demonstrated that improvements in service quality can lead to
higher levels of customer satisfaction, which subsequently enhance customer loyalty. For example,
Supriyanto, Wiyono, and Burhanuddin (2021) found that service quality has a significant positive
impact on customer satisfaction and that satisfied customers are more likely to exhibit loyalty toward
the organization. Similarly, Yum and Yoo (2023) emphasized that service quality influences customer
loyalty through the mediating role of customer satisfaction, particularly in modern service

environments.

Recent research also supports the idea that organizations that prioritize service quality are more
capable of building strong and sustainable relationships with their customers. Kurniawan et al. (2025)
highlighted that improving service quality significantly enhances customer satisfaction, which
ultimately strengthens customer loyalty. Likewise, Adelia and Purnama (2025) reported that service
quality has both direct and indirect effects on customer loyalty through customer satisfaction,

emphasizing the importance of focusing on service quality to achieve long-term customer loyalty.

Overall, the relationship between service quality and customer loyalty is complex and involves
multiple factors, with customer satisfaction playing a crucial mediating role. By delivering high-quality
services and meeting customer expectations, organizations can enhance customer satisfaction and
strengthen customer loyalty. Therefore, understanding this relationship is essential for service
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organizations aiming to improve their service performance and maintain long-term competitive

advantages.

2.5. Conclusion

This chapter reviewed the relevant literature related to the key variables of the study, namely service
quality, customer satisfaction, and customer loyalty. The chapter provided a theoretical overview of
these concepts and highlighted the importance of service quality in shaping customer perceptions,

satisfaction, and long-term loyalty in service organizations.

The literature reviewed in this chapter indicates that service quality is a fundamental factor that
influences customer satisfaction and loyalty. Organizations that deliver high-quality services are more
likely to create positive customer experiences, which enhance customer satisfaction and strengthen
long-term relationships with customers. Previous studies have consistently demonstrated that service
quality plays a significant role in determining customer satisfaction and encouraging customers to

remain loyal to the organization (Shrestha, 2021).

Furthermore, the literature emphasizes that customer satisfaction plays a mediating role in the
relationship between service quality and customer loyalty. When customers are satisfied with the
quality of services provided, they are more likely to continue using the organization’s services and
recommend them to others. As noted by Akbar and Parvez (2009), satisfied customers tend to develop

trust in the organization, which strengthens their loyalty and long-term commitment.

In addition, empirical studies have confirmed that improving service quality can significantly
increase customer satisfaction and enhance customer loyalty. Research by Supriyanto, Wiyono, and
Burhanuddin (2021) showed that service quality has a positive influence on customer satisfaction,
which subsequently contributes to stronger customer loyalty. Similarly, recent studies emphasize that
customer satisfaction acts as a key mechanism through which service quality affects customer loyalty

in different service environments (Yum & Yoo, 2023; Kurniawan et al., 2025).

Overall, the literature reviewed in this chapter provides strong theoretical support for the proposed
research model, which examines the relationships between service quality, customer satisfaction, and
customer loyalty. The findings from previous studies highlight the importance of service quality in

enhancing customer satisfaction and strengthening customer loyalty.
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Appendix A: Questionnaire for Research Variables

This questionnaire is designed to collect data about service quality, customer satisfaction, and

customer loyalty in service organizations. Responses will be used for academic research purposes only.

Respondents should answer based on their most recent experience with a service organization.

A.1. Response Scale

1 = Strongly
Disagree

2 = Disagree

3 = Neutral

4 = Agree

5 = Strongly Agree

A.2. Demographic Information

D1. Gender: Male / Female
D2. Age: Less than 20/ 20-29 / 30-39 / 40-49 / 50 and above
D3. Educational level: High school / Diploma / Bachelor / Postgraduate

D4. Type of service organization most recently used: Banking / Telecom / Healthcare / Education /

Other

D5. Frequency of using the service: Rarely / Sometimes / Often / Very often

A.3. Questionnaire Items

Variable

Code

Item

Response scale

Service Quality

SQI1

The organization provides its
services at the promised
time.

12345

Service Quality

SQ2

The organization performs
the service correctly from the
first time.

Service Quality

SQ3

Employees respond quickly
to customer requests.

Service Quality

SQ4

Employees are willing to
help customers.

Service Quality

SQ5

Employees have sufficient
knowledge to answer
customer questions.

Service Quality

SQ6

Employees behave politely
and professionally.

Service Quality

SQ7

The organization gives
customers individual
attention.

Service Quality

SQ8

The organization
understands customers’
specific needs.

Service Quality

SQ9

The physical facilities and
service environment are
clean and organized.

Service Quality

SQ10

The organization uses
modern tools and
technologies to provide
services.

Customer Satisfaction

CS1

Overall, I am satisfied with
the services provided by this
organization.
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Variable

Code

Item

Response scale

Customer Satisfaction

CS2

The services meet my
expectations.

1

2345

Customer Satisfaction

CS3

My experience with this
organization is positive.

1

2345

Customer Satisfaction

Cs4

I believe that choosing this
organization was the right
decision.

2345

Customer Satisfaction

CSs

The organization provides
value that satisfies my needs.

Customer Loyalty

CL1

I intend to continue using
this organization’s services
in the future.

Customer Loyalty

CL2

I would recommend this
organization to others.

Customer Loyalty

CL3

I prefer this organization
over competing service
providers.

Customer Loyalty

CL4

I would say positive things
about this organization to
others.

Customer Loyalty

CL5

[ am willing to remain a
customer of this organization
for a long time.

Table 2. Questionnaire items for the research variables
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Appendix B: Table of Research Tools

The following table summarizes the research tools used to measure the study variables and to

support the statistical analysis of the research model.

Variable Role in the model Main dimensions Questionnaire items | Scale Main supporting
sources
Service Quality Independent Reliability, SQ1-SQ10 Five-point Likert Shrestha (2021);
variable responsiveness, scale Supriyanto et al.
assurance, empathy, (2021)
tangibles
Customer Mediating variable Opverall satisfaction, | CS1-CS5 Five-point Likert Akbar & Parvez
Satisfaction expectation scale (2009); Yum & Yoo
confirmation, (2023)
perceived value
Customer Loyalty Dependent variable Repurchase CL1-CL5 Five-point Likert Adelia & Purnama
intention, scale (2025); Kurniawan
recommendation, et al. (2025)
preference, positive
word-of-mouth
Demographic profile | Control/descriptive Gender, age, D1-D5 Categorical choices Used for sample
data education, service profile and
type, usage descriptive statistics
frequency

Table 3. Research tools and measurement sources
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