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Bertoto Eka FIRMANSYAH?
Budhi HARYANTO?

THE STRATEGY FOR IMPROVING THE CUSTOMERS
LOYALTY OF KAl AGRO PARAHYANGAN?

Purpose: This study aims to find out about theugnfice of price fairness and service quality
toward customers’ satisfaction and loyalty, alorithuts indirect relationship on customers’
loyalty. This study focuses on the customers ofofresian Railways Company/KAl
especially the passenger of Argo Parahyangan akarta — Bandung route throuGambir
Station. Methodology: This study used a descriptinmlitative methodology, applying
Square Equation Model (SEM) in analyzing the daltee sample is taken from 254 customers
who useKAl Agro ParahyanganResult: The results showed that full mediationpoice
fairness variable has no significant influence talwthe customers’ satisfaction. Meanwhile,
for the variable of service quality has significaarid positive influence on customers’
satisfaction. But, both price fairness and servigality are having significant relationship
toward customer’s loyalty. Conclusion: Therefore, donclusion, customer’s loyalty is
influenced by the customer’s satisfaction.

Keyword: price fairness, service quality, satisfaction alby.

1. INTRODUCTION

Residents’ mobility has strong relationship witte thociety’s socio-economic level
within a region. This leads to discussion relatedesidents’ mobility and transportation
used. In its development, nowadays, residents’ litpbefers to the utilization of mass
transportation. Mass transportation is becomingoption by society as a means of
transportation since it is able to give efficienoytime and price. There are many choices
of mass transportation in Jakarta that can be tesaetbve from Jakarta to other countries,
such as train, plane, bus and travelling service.

Jakarta — Bandung (Jakarta to Bandung) is oneeofaVorite travel routes, which can
be reached through air and land transportatiory saiscusing plane from Halim Perdana
Kusuma airport to Husein Sastranegara airport, gugirivate transportation, bus or
travelling service through Jakarta to Cikampek higys, and using train.
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KAI Agro Parahyangans an executive and a premium economy train thatestrip
from Jakarta to Bandung and vice versa. Continuoyzovement for service quality
becomes something that must be done in order taveuand win the competition among
transportations sector. Besides, price determinatialso become a sensitive issue.
Customers can move to other transportation if thesy not satisfied with the price and
service (Peng, Wang, 2006). The average volum&dfAgro Parahyangan'passengers
in January and February 2020 started to decrease sie reopening of Jakarta — Cikampek
highways (Firmansyah, 2019).

Marketing strategy based on customers’ loyalty beeoa step for company to enhance
the financial performance and maintain its positonthe market. Another thing that also
become consideration related to competition ishibber cost of acquiring new customer.
Alfian (2012) stated that customers nowadays ig gatical in choosing product, they will
spend more time in choosing the product to be dlm@dain to get satisfied. Customers’
decision in buying a product or using a service @salhe producer become selective to
apply the marketing strategy in order to keep ggttattention and loyalty from the
customers.

Loyalty has strong relationship with customersisfattion toward the service given by
a company. Customers’ satisfaction will become Hasic development of various
customers’ behavior model after they purchasingaalyct or a service. Customers will
evaluate the product or service, whether it mamt#r texpectation or not. According to
Dwiana, Wardi (2013)}he level of satisfaction is a function of the difnce between
perceived performance and expectation. The quafitservice can affect the customers’
loyalty, both directly and indirectly, through sd#iction (Caruana, 2002). The
measurement of service quality in this study fokoMthe measurement by Parasuraman,
Zeithaml, Berry (1988) that use five dimension utlhg tangibility, responsiveness,
guarantee, reliability and empathy.

Price greatly determines the customer’s satisfadtiaising service because the amount
of charge set bi{Al Agro Parahyangaiis related to the level of passenger’s incomthéf
price is higher, then customer will think twicetising public transportation. Otherwise, if
the price is lower, then customer tends to takeaathge of public transportation without
any long consideration. The policy on determinimgg has strong connection with the
decision of service offered. The analysis of ptieed to direct on how far price can be
valued as fair and based on the advantage.

Studies on loyalty, satisfaction, price fairnessl aervice qualities are not a new in
research, however the result will be differentdpked on case of train transportation. The
originality is related to the assessment of custsimgatisfaction who use&Al Agro
ParahyanganBased on the background above, the passeng@latirgo Parahyangaiis
becoming the object of this study in order to krthevzcompany’s strategic steps in keeping
the customers’ loyalty by defending and enhancdiegdustomers’ satisfaction. Therefore,
this study aimed to know the effect of price fagmeand service quality in obtaining
customers’ satisfaction, thus customers can bd toygAl public transportation.

2.METHODOLOGY

This study used descriptive qualitative methodolagth KAl Agro Parahyangan
customers as the research population. The samaless using convenience sampling from
customers with destination from Jakarta (Gambiti®@tx to Bandung (Bandung Station)
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and vice versa. There are 254 respondents givemeosiirvey about the price fairness and
service quality ofKAl Agro ParahyanganThe online survey data are analyzed using
Structural Equation Model or SEM using AMOS 22.plagation to examine the conceptual
model and the hypothesis.

Price Fairness

Price Fairnesds an assessment for an acceptable results andgsex:by consumers.
Price fairness can be inferred from certain typesuicomes and be a consequence of
perceived price fairness (Garbarino, Maxwell, 20Hd)ce fairness was decided based on
several levels of price differences such as previjmices, competitor prices, and profits
(Curatman, Rahmadi, Ikhsani, 2016). Price fairniessan important variable to affect
consumer behavior and responses. The determirgdtimice fairness is affected by various
aspects both from the company itself and the copipamarket share. It will emphasize the
price which considered reasonable or the pricevswith other benefits (Kotler, Keller,
2016).

Service Quality

Service quality is the fulfillment of customer neezhd desires and the accuracy of its
delivery to meet customer expectations. Servicditgjusan attitude and behavior of people
in providing services according to the requiremetiésires and expectations of the served
customers. Besides, affect the customer satisfaciervice quality have an effect on
customer loyalty (Pereira, Giantari, Sukaatmadpd,6). Service quality is a measure of the
difference between consumer expectations and segien by the company. Service
quality is influenced by the service that is falidathe service that is expected (Stefano,
Casarotto Filho, Barichello, Sohn, 2015).

Customer’s Loyalty

Customer loyalty is a measure of customer’s liledmto repeat their purchase of the
service or goods of business. Customer loyaltymgartant to determine customer
satisfaction. If the customer shows his loyalty aosva business, it means that customer
satisfied of the obtained product (Abu-Alhaija, Mer Hashim, Jaharuddin, 2018).
Customer’s loyalty is regarded as a long-term gg&atdampully, Zhang, Jaakkola, 2018).
The instruments used to measure customer loyadtyepurchase, referrals, and the first
choice for shopping (retention) (Ariesty, 2017).

Customer’s Satisfaction

Customer satisfaction is a key to company suc&=dssfaction is the level of a person's
feelings after comparing the perceived performamaesults within his expectations. It has
a strong influence on customer purchases of théuatolt is necessary to examine customer
satisfaction in order to maintain the company loegn competitiveness. Customer
satisfaction is also based on customer knowledgegifically the knowledge from the
customer (Aghamirian, Dorri, Aghamirian, 2015).

Resear ch Hypothesis

H1: Price fairness has positive relationship with costos’ satisfaction;
H2: Service quality has positive relationship with cunsers’ satisfaction;
H3: Price fairness has positive relationship with cowrs’ loyalty;

H4: Service quality has positive relationship withtomsers’ loyalty;
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H5: Customers’ satisfaction has positive relationshiith customers’ loyalty;
H6: Price fairness has positive influence on loyaitptigh customers’ satisfaction;
H7: Service quality has positive influence on loydhyough customers’ satisfaction.

3. RESULTS

Table 1. The influence of price fairness towardgalty with customer’s satisfaction as

mediation variable

Research Title

Variable X1 has influence towal

d Variable X1 has no

-creation on satisfaction al

variable Y influence toward variable |Y
Modelling the relationshipThe results showed that prige,
between hotel perceived vdransaction, hedonic, and quality
lue,customer satisfaction, anohfluence the customer’s satisfaction.
customer loyalty (El-Adly, The customer’s satisfaction is affec-
2019). ted by the customer’s loyalty.
The impact of value coThe findings showed that price

nthirness not only influences s4

ti-

price reasonableness, ima|
satisfaction, and attachme
in building re-flying intentiorn
(Han, Lee, Chua, Lee, Kin
2019).

loyalty: the moderating effegctfaction and loyalty but also has
of price fairness (empiricah significant and positive mo-
study of automobile custpderation. Price becomes a key|in
mers in Ghana) (Opatdnfluencing customers’ satisfaction
Xiao, Nusenu, Tetteh, Asantand loyalty.

Boadi, 2019).

Role of airline food quality,The research results verify the

peffectiveness of the higher-ley
istructure of food and beverage qua
on board, which significantly in
nproves the reasonableness of
passenger's perception of pri
airline image and satisfaction duri
the decision-making process of
-flight.

el
lity

the
ce,
ng
re-

The Effect of Price and Pr
duct Quality Towards Cust
mer Satisfaction and Cust
mer Loyalty on Madura Bati
(Wantara, Tambrin, 2019)

bThe findings indicated that price h
psignificant influence to customer
satisfaction and loyalty. The cus
kmers are satisfied with Madura ba
since it has good product quality a
price. The loyalty is showed from t
action of re-buying the Madura baj
which done by some customers.

as
-

o_
tik
nd
he
ik

The Impact of Price Fairne
and Service Quality on C
stomer Satisfaction and L
yalty of Lion Air Airlines Due|
to Paid Baggage Policy ¢
Domestic Flights at Soekar
Anthon

balis, Setyawati,

Hatta Airport (Fadhilla, Zim¢

2019).

The results of this resear¢
indicated that the Pric|
Fairness Variable does n
affect Customer Loyalty o
Lion Air Airlines.

Source: Own study.
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Table 2. The influence of service quality towardgalty with customer’s satisfaction as
mediation variable

Research Title Variable X1 has influence Variable X1 has no
toward variable Y influence toward variable Y,

The impact of service quality,The result found that servige
customer engagement anduality had positive relationship
selected marketing construgtsiith customer’s satisfactory.
on airline passenger loyaltyService quality can also enhance
(Hapsari, Clemes, Deangcustomers’ perceptions of brand
2017). image and boost their loyalty.

Mediators of the relationshipThe study found that servige
between service quality andjuality, satisfaction and corpo-
customer loyalty (Makanyezarate image all have a positive and
Chikazhe, 2017). direct impact on loyalty. It is als
found that both satisfaction and
corporate image can adjust the
impact of service quality onh
loyalty.
The impact of Umrah serviceThere were positive and signi
quality on customer satisfaficant relationship between the
ction towards Umrah travelretail service quality dimensions
agents in Malaysia (Othmanhand customer satisfaction.
Harun, Rashid, Ali, 2019).

An examination of the effectsThis study indicates that, custp-
of service quality and customemer loyalty cannot be maintained
satisfaction on customer I¢pthrough the satisfaction of custp-
yalty in the hotel industry mers alone. Hence, maintaining
(Priyo, Mohamad, Adetuniji,the quality of services and ep-
2019). suring reliable, tangible, respop-
sive and dependable services| at
all time can increase customers
attitudinal loyalty.

The Impact of Price Fairnesshe results of this research
and Service Quality on Custpindicated that service quality
mer Satisfaction and Loyaltyaffect customer loyalty of Lion
of Lion Air Airlines Due to| Air Airlines.
Paid Baggage Policy on Do-
mestic Flights at Soekarno
Hatta Airport (Fadhilla, Zim-
balis, Setyawati, Anthony,
2019).

Source: Own study.

O

4. DISCUSSION

This study combines some previous studies’ findimigls variable of price fairness (X1)
and service quality (X2) to analyze its influenoe/ards variable of customer’s loyalty (Y)
with price satisfaction variable as mediation. Theult and discussion is explained as
below.
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The influence of price fairness towards loyalty Witustomer’s satisfaction as mediation
variable

A study from EI-Adly (2019) who analyzed on the aeior of hotel customers in United
Arab Emirates found that price had positive relatip with customer’s satisfaction. Based
on the result of this study, it contributes to tiberature of marketing service in general.
This research enhances people understanding ragacdstomer perceived value in the
context of hotel services. It offers a better ustierding regarding the relationships
between customer perceived value dimensions, aetigh, and loyalty in the hotel context.
This research model finding indicates that: (ay fout of seven perceived value dimensions
(price, transaction, hedonic, quality) positivelfjeated customer satisfaction, while the
aesthetic, prestige, and hedonic dimensions weredfto have an insignificant direct effect
on customer loyalty; (b) that customer satisfactiorctly affects customer loyalty; (c) that
four hotel perceived value dimensions (hedonic,cqriquality, transaction) also
significantly affected loyalty through customeristiction, because of mediating role of
customer satisfaction in perceived value-loyaltgtienship.

This study considered seven dimensions of hotetgdezd value, five of them were
found to have significant effects on customer fatttoon and/or customer loyalty. Two
value dimensions were found to have insignificdfetots on both customer satisfaction and
customer loyalty. Thus, other value dimensionsadel added to the hotel perceived value,
such as social interaction, health and wellnessil&i result also found in Opata, Xiao,
Nusenu, Tetteh, Asante Boadi (2019) and Han, LémiaCLee, Kim (2019) study that
customer’s satisfaction is affected by the pridenfss. Moreover, Wantara and Tambrin
(2019) done research to batik customer and indictitat price fairness and satisfaction
influence the customer’s loyalty.

The results of this study indicates that price Bamificant effect on customer
satisfaction and loyalty. This result illustratésitt the price of Madura batik has met the
consumers’ expectation. It can be used as a syratemcrease the customer loyalty of
Batik Tanjungbumi, Bangkalan customers. Productlityudas significant positive
influence on customer satisfaction, but it does hte a significant effect on customer
loyalty. Customer satisfaction has a significand @ositive impact on customer loyalty.
This shows that someone will re-buy if their satision toward the product is fully fulfilled.
Last but not least, Fadhilla, Zimbalis, Setyawatithony (2019) claimed that price fairness
did not affect the loyalty of the customers. Theyrfd that service quality is more affecting
the customers’ loyalty.

The influence of service quality towards loyaltyttvicustomer’s satisfaction as mediation
variable

According to Karen (1995), in marketing, servicealify can affect the customers’
satisfaction. It is strengthen with some findingisch as Hapsari, Clemes, Dean (2017) in
their study about the plane customer’s satisfactibay found that service quality had
positive relationship with customer’s satisfacto§ervice quality can also enhance
customers’ perceptions of brand image and boostlthalty. Once customers experience
superior service quality, their perception of thistnd increases and they normally consider
in re-purchasing the service and recommendingathiers. Another literary study regarding
service quality influence customer loyalty have rbémplemented by Makanyeza and
Chikazhe (2017) and Othman, Harun, Rashid, Ali @04also supported that service
quality influence customer’s satisfaction. Findirgfshe study found that service quality,
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satisfaction and corporate image all have posdixect effects on loyalty. It was also found
that satisfaction and corporate image all media¢eeffect of service quality on loyalty.

Furthermore, to know the effect of service qualitglirectly on customer’s satisfaction,

Priyo, Mohamad, Adetunji (2019) done a study orehotistomers and showed that the
service quality had positive influence with loyaltyrough customer’s satisfaction. The
results of this study have provided customer saiig&fn and loyalty in the context of hotel

services industry. The result presented in thidysevinced that, customer satisfaction is
proved to have a positive and significant influenoecustomer loyalty. Fadhilla, Zimbalis,

Setyawati, Anthony (2019) also found that servigalily affect the customers’ satisfaction
which may lead to the loyalty. This study, therefozontributes to fill the knowledge gap
on customer satisfaction and loyalty. Also, thedgtueveals significance of customer
satisfaction on customer loyalty to hotel services.

Enhancing KAI Argo Parahyangan Customers’ Loyalty

KAI Argo Parahyangaiis a hew series of train that made for studentécremployees
who are moving or travelling from Jakarta to Bangland vice versa which focused on the
comfort and safety of the transport. Unlike thevimas KAI Parahyangan KAI Argo
Parahyangarhas a new image with silver color, made of thenktas steel. The facilities
also completed with comfortable seats and flexibtgrests, two toilets, 4 wide televisions
evacuation path marks and earphone facilities (RBIR, 2018). It also claimed that the
ticket price is affordable and the service quaitygood. As Hidayah, Yolinda, Nugraha
(2019) stated in their study that there is sigaificrelationship between service quality and
passenger interest in usikK@\l Argo ParahyanganHidayah et al. also said that comparing
to the previous years, the comfort in the wagdndseased.

However, Henggartiasto and Wibowo (2012) in thaidyg, found out that the service
quality of KAl Argo Parahyangaiis not fulfilling the customers’ expectation whilgad to
dissatisfaction. It is seen through the serviceegiby KAl employees when customer
purchasing the ticket. The ticker reservation tigioaall center is hard to reach, while the
on the spot ticket is having a quite long queuestdithe lack of the employees. Hidayah,
Yolinda, Nugraha (2019) also indicated that theviserat the ticket sales point needed to
give attention due to the comfort in queuing syst&he waiting room also needed to be
noticed because there are some passengers whaohaedt outside the station, when the
queuing is full. Nevertheless, the ticket priceeoéd is very competitive and still affordable
for students and/or employees.

Since the customer’s satisfaction is affected leygfice fairness and service quality,
thus it is needed to build a strategy for enhantiregKAl Argo Parahyangars loyalty,
such as in toilet hygiene, exterior and interiosige, and employees’ service. Toilet
hygiene is needed to be clean regularly becauge dhe of the important places for
passengers. Beside the toilet, the wagon also deed®mplete with room fragrance which
will help to neutralize the smell. Moreover, théetésion within the train should showed
some shows besides tH&\l advertisement, thus passengers will feel comfoetaloiring
the trip. For the employee’s servicKAl should do a training to improve the skills,
motivation and work performance. Therefore, if dforaable price and a good service
quality can satisfy the customers, then the loyaitybe built.
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5. CONCLUSIONS

Based on the result above, it can be concluded that

1) There is positive influence between price fairnesscustomer’s loyalty. The
positive relationship from research variables stthat the higher the level of price
fairness, the higher customer’s satisfaction. Tloeeg customer’s loyalty can be
enhanced by keeping the price fairness and custesegisfaction.

2) As mediation variable, customer satisfaction hamnh@oved that there is positive
influence between service quality towards custosieralty which showed that the
higher the service quality the higher the customsatisfaction is. Thus, customer’s
loyalty can be increased by maintaining the sendgmlity and customer’'s
satisfaction. By increasing customer satisfactemel and service quality, customer
will stay loyal to a business company
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