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Abstract

The increase in population indirectly has a positive impact on air transport passengers, significantly affecting
the aviation industry. In order to win the competition, Lion Air should focus on customer loyalty. Moreover,
Lion Air itself is a multinational airline. This study will focus on examining the effect of service quality,
product quality, price to customer loyalty through customer satisfaction. This type of research is causal
research because this study is used to explain the causal relationship between variables in the research model.
The sampling method used in this research is non-probability sampling. The sample used in this study was
200 respondents of Lion Air passenger in Surabaya. The result of this research finds that from four
hypotheses, all hypotheses are accepted. It is found that service quality, product quality and price influence
significantly to customer satisfaction. Then, customer satisfaction influence significantly to customer loyalty.
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1. INTRODUCTION
In Indonesia, there are many types of transportation that can be used as the movement of

people and goods from one place to another in order to make it easier for everyone to carry out
activities every day. The contribution of air transportation not only makes it easier for people to
travel in domestic areas, but in the tourism sector also aims to provide international air transport
services with the aim of bringing as many tourists as possible to Indonesia in order to increase the
country's foreign exchange income.

The increase in population indirectly has a positive impact on air transport passengers,
significantly affecting the aviation industry. By removing some of the usual passenger services, the
concept of Low Cost Carriers was born.In Indonesia itself, the initial development of the LCC was
aimed at creating a market that was affordable to all levels of society by providing routes where the
market was not yet potential. In order not to suffer losses, the LCC must regulate its business by
adjusting all operational costs to be low cost, of course without neglecting the security, facilities,
safety and aviation services. Some costs that are difficult to reduce because the nature of the charges
is the same for each operator, namely aviation fuel, airport fees, tax burdens and travel insurance.

One of the LCC airlines in Indonesia that has the largest market share is Lion Air, where
Lion Air itself is also a multinational airline, which serves flights from Indonesia to Singapore, the
Philippines, Malaysia, Thailand, Australia, India, Hong Kong and other countries. Lion Air itself
also has a long history, starting in 1999 when it was founded by Rusdi and Kusnan Kirana, where

IJRP 2021, 70(1), 141-153; doi:.10.47119/|JRP100701220211719 WWW.ijrp.org



Ronald / International Journal of Research Publications (1JRP.ORG) ‘.\ JJ RP.ORG

ISSN: 2708-3578 (Online)

142

Lion Air has grown so rapidly that it is now able to dominate the market share of LCC flights in
Indonesia.

Lion Air itself is also part of the International Air Transport Association which is the second
member after Garuda Indonesia, where Lion Air mostly uses Boeing 737 series aircraft. In 2018,
Lion Air received an award as the airline with the best marketing strategy in Southeast Asia where
the assessment was given by Markplus. This is in line with the rapid growth of Lion Air's airline
business with a flight frequency of up to 1500 flights per day. Lion Air also has the strength to serve
various routes to small cities in Indonesia. This achievement shows Lion Air's good ability to
maintain and increase customer loyalty.

In marketing Lion Air's airline services, Lion Air must prioritize several important things,
namely: service quality, product quality, price in using services, customer satisfaction and of course
very influential on customer loyalty (Lenka et al, 2009). In terms of service quality, Lion Air
provides ticket booking services through a website or application on your cellphone. Lion Air is
equipped with technological advancements that allow Lion Air to excel in terms of innovations made
to help consumers get closer to Lion Air quickly, easily, anywhere and anytime. In this case, the
product quality of Lion Air is quite high. For example, Lion Air sells several products that use the
Lion Air logo itself, such as clothes, where the materials used are materials that are not easily
damaged.

The price given by Lion Air is definitely different from other airlines. Lion Air uses the
concept of Low Cost Carriers, where Lion Air eliminates costs that do not allow customers to use it,
such as baggage fees, food and beverage purchases. Lion Air's customer satisfaction can be high or
low depending on the product quality, service quality and price felt by consumers. This shows the
importance of increasing these three variables in increasing customer loyalty. Satisfied customers
will surely be loyal to continue using Lion Air again as the airline to travel.

2. LITERATURE REVIEW

2.1.1 SERVICE QUALITY
Zeithaml (2006) argues that service quality is a critical element of the customer's perception

of the service product it receives. Especially in a product that is purely a service, service quality will
be a dominant element in customer assessment. Prentice, et al (2013) suggest that service quality has
a direct impact or effect on customer satisfaction. Gruen, et al (2000) stated that service quality is
something that causes customer satisfaction to arise. Therefore the hypothesis in this study is

H1: Service Quality has a significant influence on Customer Satisfaction.

2.1.2 PRODUCT QUALITY
According to Kotler (2005) product quality is the overall characteristics of a product or service
on the ability to satisfy stated / implied needs, while according to Lupiyoadi (2001) states that
"Consumers will be satisfied if their evaluation results show that the products they use are of high
quality. . The relationship between product quality and customer satisfaction is also emphasized by
Chase and Qguilano (1995) in Pramita (2010) who argue that the quality of a product is determined
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by customers through the characteristics that exist in a product and service, where customer
satisfaction or failure is influenced by value. obtained by consuming a product. The higher the level
of product quality in satisfying customers, the higher the customer satisfaction will be (Kotler and
Amstrong, 2008). Therefore the hypothesis in this study is
H2: Product Quality has a significant influence on Customer Satisfaction.

2.1.3PRICE

Doyle and Saunders (1985) found empirical evidence that reducing the price will increase
the threat when the price will be increased. Another factor that shows that consumers also consider
past prices and the form of expectations on future prices that may not be optimal, if consumers delay
purchases in anticipation of lower prices in the future. Harjanto (2010) and Ardhana (2010) which
show that price has a significant positive effect on customer satisfaction. From this description, it can
be seen that purchasing decisions by consumers are influenced by products, one of which is quality,
so that it can be made into a hypothesis:
H3: Price has a significant influence on Customer Satisfaction.

2.1.4 CUSTOMER SATISFACTION

The overall satisfaction of each satisfaction is an aggregation of all specific evaluations in
previous transactions and is updated after each detailed transaction (Jones and Suh, 2000). The
satisfaction construct in loyalty research is conceptualized as cumulative satisfaction, rather than an
assessment of transaction-specific satisfaction (Harris and Goode, 2004). . Kotler (2000) states that
satisfaction is the feeling of a person happy or disappointed resulting from comparing the perceived
performance of a product (or results) in relation to its expectations. Sembiring, et al., (2014) stated
that customer satisfaction will have a high level of loyalty. on the products or services offered
compared to customers who are less or not satisfied, in the sense that Customer Satisfaction is
significant towards Customer Loyalty.
H4: Customer Satisfaction has a significant influence on Customer Loyalty.

2.1.5 CUSTOMER LOYALTY

According to Griffiin (2005) loyalty is more aimed at non-random behavior shown by
routine purchases. Non-random behavior or events, that is, if the customer knows the benefits of
certain goods or services and is in accordance with the requirements, the customer tends to be loyal
(Griffin, 1995). Oliver (1997) divides the level of loyalty based on the quality and quantity of
repurchases and the strength of resistance from competitors' products or services. Customer Loyalty
is very important for companies that maintain their business continuity and the continuity of their
business activities.

2.1. THEORITICAL FRAMEWORK
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Theoritical framework in this research is as follow:

Source: previous journal, 2021

3. RESEARCH METHODS
3.1. RESEARCH SAMPLES
The sampling technique used is non-probability sampling where questionnaires are the main
means of collecting data. According to Hair et al. (2007), researchers generally will not analyze a
sample of less than 50 samples. The sample size as a general rule should be 100 samples or larger.
The minimum sample size is five observations for each parameter estimated. The number of samples
used in this study were 200 Lion Air customers in Surabaya.

3.2. ANALYSIS METHOD
The data processing model used to analyze the data is simple regression (simple regression)
and multiple linear regression (multiple regression) from the software package SPSS 16.0. The
model and hypothesis testing in this study were first analyzed with a simple regression technique
which allowed the researcher to test directly the effects of the intervening variables on the related
variables and also directly test the effect of the independent variable on the dependent variable which
was built from several indicators.

4. RESULTS

4.1 Findings
This study used Multiple Regression in testing between the variables. Statistical analysis tool used to
answer the problem formulation of this research is SPSS 22.0. Once the questionnaires were
returned, the next step that must be conducted is descriptive statistic-analysis. In Table 1, it shows
that respondents who fill out questionnaires are mostly done by men, this can be seen from 107
respondents (53,5%) of respondents who fly with Lion Air while 93 respondents (46,5%) are
women. This indicates that customer of Lion Air mostly is men.
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Table 1.Respondents Characteristic by Gender
Cumulative
Frequency | Percent Valid Percent | Percent
Valid | Female 107 53.5 53,5 53.5
Male 93 46.5 46.5 100.0
Total 200 100.0 100.0
Source: own calculation

From the results in Table 2, it can be seen that the characteristics of respondents based on
age are dominated by age group 18-35 which is 156 respondents (78%), followed by 36-50 age
group which is 38 respondents (19%), and last age group which is become respondents is age group
51-60 which is 6 respondents (3%). This shows that the majority of respondents are in the age of 18
— 35 or we can call it millenials.

Table 2. Respondents Characteristic by Age
Cumulative
Frequency | Percent Valid Percent | Percent
Valid | 18-35 156 78.0 78.0 78.0
36-50 38 19.0 19.0 97.0
51-60 6 3.0 3.0 100.0
Total 200 100.0 100.0
Source: own calculation
Table 3. Descriptive Statistics
N Mean Std. Deviation
SQ1 200 4.360 6018
SQ2 200 4.320 5911
SQ3 200 4.360 5213
SQ4 200 4.455 4992
SQ 200 4.3738 46349
PQ1 200 4.375 5621
PQ2 200 4.380 5542
PQ3 200 4.360 5213
PQ4 200 4.435 4970
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PQ 200 4.3875 45718
PR1 200 4.400 5671
PR2 200 4.320 5911
PR3 200 4.380 5542
PR4 200 4.405 5121
PR 200 4.3763 46754
cs1 200 4.320 5911
Cs2 200 4.380 5542
Cs3 200 4.360 5213
Ccs 200 4.3533 5107
CL1 200 4.190 5342
CL2 200 4.305 5599
CL3 200 4.265 4646
cL4 200 4.285 4742
CL 200 4.2613 45064
Valid N (listwise) 200

Source: own calculation

Based on the results from data processing in table 3, it shows that all average score of the mean for
overall indicator is above 3.61. This shows that all indicators of variables that tested can be perceived
positive by all respondents. In addition, the standard deviation is under 2.0. This shows that the answers
given by respondents are homogeneous or relatively the same. It is known that the highest mean average
is product quality is 4,3875. This may indicate that the indicators of product quality is best perceived by
the respondents than other variables. Customer satisfaction has the highest score for standard deviation,
that is 0,5107. This may indicate that the respondents give answers for customer satisfaction least
homogeneous compared with other variables. Before going for Single Regression and Multiple
Regression testing, first steps that must be conducted is the testing of the validity and reliability to prove
that the data from the questionnaire is valid, reliable and able to be used for the next analysis.

4.1.1 Validity Test

The criteria is if the value of the factor loading is higher than 0.50, then the statement is considered
valid, however, if the value of the factor loading is less than the 0.50, then the statement is considered invalid
or failed. Based on the test of the data validity, it is prove that all indicators used to estimate each variable are

valid, since the value of the factor loading for every questions are more than 0.50.
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Table 4. Validity test

Indicator | FL

Indicator | FL

Indicator

|FL

Indicator

|FL

Indicator FL

Service Quality

Product Quality

Price

Customer Satisfaction

Customer Loyalty

WWw.ijrp.org



Ronald / International Journal of Research Publications (1JRP.ORG)

%, 1JRP.ORG

ISSN: 2708-3578 (Online)

7 147

SQ1 711 PQ1 .612 PR1 .526 CS1 811 CL1 .819
SQ2 767 PQ2 787 PR2 .807 CS2 .843 CL2 .763
SQ3 .642 PQ3 .768 PR3 .768 Cs3 .796 CL3 .766
SQ4 .684 PQ4 797 PR4 747 CL4 .828

Source: own calculation

4.1.2 Reliability Test

Reliability test is do by comparing cronbach’s alpha value, if the value is higher than 0.6, then the

statement is considered reliable.

Table 5. Reliability Test

Variable Cronbach’s Alpha Based on
Standardized Items

service quality

.856
Product quality .881
price .862
customer satisfaction .908
customer loyalty .909

Source: own calculation

From the table 5, it is proven that the variable of service quality, product quality, price, customer
satisfaction and customer loyalty having the Cronbach alpha value higher than 0.60. So, it can be concluded
that the statements develop the variables can be said to be consistent/reliable and can be used for further

analysis.

4.1.3 Results of Multiple Regression
1. Service Quality, Product Quality, and Price to Customer Satisfaction
The results of multiple regression are as follows:

Table 8. Coefisien Regression Model 1

Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta T Sig.

1 (Constant) -.397 106 -3.746 .000
SQ 170 .060 2.832 .005
PQ 460 .064 7.176 .000
PR 455 .072 6.317 .000
(Constant) -.397 .106 -3.746 .000
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a. Dependent Variable: CS
Source: own calculation

From table 8, the regression equation can be written as follows:

CS = b1SQ + b,PQ + hsPR
Cs =.154 SQ +.411 PQ + .417 PR

Based on table 8, all the independent variables have positively influence towards customer satisfaction.
Product quality has the greatest regression coefficient compare to other variables, that is 0,417. Therefore,
Product quality is the most influence to customer satisfaction. In the other side, service quality has the
smallest effect on customer satisfaction, that is service quality

2. Customer Satisfaction to Customer Loyalty

Table 9. Coefisien Regression Model 2

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.

1 (Constant) 1.980 221 8.956 .000

Cs 524 050 594|  10.388 000
a. Dependent Variable: CL

Source: own calculation

Based on table 9, independent variable have positively influence towards customer loyalty. Customer
satisfaction has regression coefficient that is 0,594

From table 9, the regression equation can be written as follows:

cL=hb4 CS
CL=0,594 CS

4.1.4  Regression t-test
1. Service Quality, Product Quality, and Price to Customer Satisfaction
The t test used to determine whether the independent variables of in Service Quality, Product Quality and
Price partially (independently) have significant influence on Customer Satisfaction. If the value of t test is
below 0.05, then it can be stated that the variable is significantly influenced by partially. From table 14, it
can be seen that service quality, product quality, and price partially (independently) have significant
influence on Customer Satisfaction.
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Table 14. Result of t-test

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta Sig.
1 (Constant) -.397 .106 -3.746 .000
SQ 170 .060 154 2.832 .005
PQ 460 .064 411 7.176 .000
PR 455 .072 417 6.317 .000

a. Dependent Variable: CS
Source: own calculation

2. Customer Satisfaction to Customer Loyalty

The t test used to determine whether the independent variables of Customer Satisfaction partially
(independently) have significant influence on Customer Loyalty. If the value of t test is below 0.05, then
it can be stated that the variable is significantly influenced by partially. From table 15, it can be seen that
Customer Satisfaction have significant influence on Customer Loyalty.

Table 15. Result of t-test

Standardized
Coefficients
Beta t

Unstandardized Coefficients
Model B Std. Error
1 (Constant) 221

cs 050
a. Dependent Variable: CL
Source: own calculation

Sig.

8.956
10.388

.000
.000

1.980
524

.594

5. ANALYSIS AND DISCUSSION

The results of this study shows that the variables service quality, product quality and price
have positive and significant effects on customer satisfaction. Also, customer satisfaction have
positive and significant effect on customer loyalty. So, the conclusion is that from four proposed
hypotheses, all hypotheses are supported.

The first hypothesis stating that service quality has a positive significant effect on customer
satisfaction is supported. The first hypothesis stating that service quality has a positive effect on
customer satisfaction is supported because the t test value is 0.005, below 0.05. This shows the
consistency results of this study with Cronin and Taylor (1992) that states that service quality have a
significant positive effect on customer satisfaction.

The second hypothesis stating that product quality has a positive significant effect on
customer satisfaction is accepted. The second hypothesis stating that product quality has a positive
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effect on customer satisfaction is supported because the t test value is 0.000 below than 0.05. This
shows the consistency results of this study with Qin et al (2010).

The third hypothesis stating that price has a positive significant effect on customer
satisfaction is supported. The third hypothesis stating that price has a positive effect on customer
satisfaction is supported because the t test value is 0.000, below 0.05. This shows the consistency
results of this study with Harjanto (2010) that states that price have a significant positive effect on
customer satisfaction.

The fourth hypothesis stating that customer satisfaction has a positive significant effect on
customer loyalty is supported. The fourth hypothesis stating that customer satisfaction has a positive
effect on customer loyalty is supported because the t test value is 0.000 below 0.05. This shows the
consistency results of this study with Sembiring, et al., (2014) that states that customer satisfaction
have a significant positive effect on customer loyalty.

CONCLUSION AND RECOMMENDATION

This model was developed in order to research customer loyalty for Lion Air in Surabaya.
This research model formed an influence relationship between service quality, product quality, and
price to customer satisfaction. Also, customer satisfaction have positive and significant effect on
customer loyalty. So, the conclusion is that from four proposed hypotheses, all hypotheses are
supported.

Service quality significantly influences customer satisfaction, which means that the first
hypothesis is accepted. This statement is in line with the study conducted by Cronin and Taylor
(1992), where service is an important variable to increase customer satisfaction, especially in the
airline industry such as Lion Air. So, Lion Air should pay attention more on service quality in the
whole value chain of company, start from pre flight, in flight and post flight, the company should pay
attention on service quality, even though they set low price.

The analysis result of the research model reveals that product quality significantly
influences customer satisfaction, which means that the second hypothesis is accepted. This statement
is in line with the study conducted by Qin et al (2010) who say that product quality also has an
important influence on consumer satisfaction, because in addition to services, consumers also enjoy
the physical form of a product which is sold by Lion Air, such as merchandise.

The analysis result of the research model reveals that price significantly influences customer
satisfaction. From the model analysis outcome shows that price has a sigificant influence on
customer satisfaction, which means that the third hypothesis is accepted. This statement is in line
with the statement stated by Harjanto (2010) who said that one of the important considerations in
customer satisfaction is the price specifically for the aviation sector where consumers are quite
sensitive to the prices offered by the airline industry players, especially in low cost carrier sector. So,
Lion Air should be careful in price setting to make it affordable for the customer.

The analysis result of the research model reveals that customer satisfaction significantly
influences customer loyalty. This means that the fourth hypothesis is accepted. This statement is in
line with the statement proposed by Sembiring, et al., (2014) where satisfaction is very important for
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consumer loyalty. The requirement for consumers to be loyal is that the consumer must experience
satisfaction and then the consumer can become loyal.
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