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Abstract 

Customer loyalty is the tendency of customers to buy a product or use the services 

provided by a company with a high level of consistency. This study aimed to determine 

the effect of product and service quality on customer loyalty through customer 

satisfaction.  The population in this study were coffee shop customers in Medan City, 

whose numbers were unknown. The research sample was 100 coffee shop customers in 

Medan City (Lemeshow method). The data collection technique uses a direct survey, 

where respondents answer questions directly via Google Forms. The data analysis 

technique used is SEM-PLS. The research results obtained consist of the following: there 

is a positive and insignificant influence between product quality on customer loyalty, there 

is a positive and insignificant influence between product quality on customer satisfaction, 

there is a positive and significant influence between customer satisfaction on customer 

loyalty, This study found that there is a positive and significant influence between 

customer satisfaction on customer loyalty. This study also proves the mediating role of 

customer satisfaction between the effect of product quality on customer loyalty and the 

mediating role of customer satisfaction between the effect of service quality on customer 

loyalty. This study shows the important role of product quality and service in increasing 

customer satisfaction in coffee shop customers in Medan. This study also proves the 

mediating role of customer satisfaction in the relationship between product quality and 

service on coffee shop customer loyalty in Medan. 
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INTRODUCTION 

The role of MSMEs in the national economy involves the government in preparing 

development programs in the National Medium-Term Development Plan (RPJMN). The 

RPJMN 20019-2024 emphasizes the development of business support systems for 

MSMEs and the development of entrepreneurship and competitive skills. This involves 

shaping business behavior to achieve more successful performance and structure of 

micro, small and medium enterprises. One of the MSMEs that is growing rapidly is the 

culinary sector. The growth of culinary MSMEs is rapidly happening in Indonesia; one 

example is coffee shop MSMEs. The increasing number of new coffee shops with various 

brands can mark this. 

The development of Coffee shops in Indonesia is growing very fast; this rapid 

development can occur due to a slight shift in lifestyle and trends among the public, 

especially among young people to hang out. People are starting to make hanging out at 

coffee shops/coffee shops a routine shop/coffee shop that can also be used as a second 

workplace for workers besides the office. Hanging out at coffee shops has become a 

culture in big cities (such as Medan City) and many small cities.  

This research is important because MSMEs contribute 60.4% to Indonesia's GDP. 

MSMEs in the beverage sector are one of the sectors growing rapidly, with coffee shop 

MSMEs as one example. Researchers are interested in researching because the coffee 

shop business is currently experiencing very rapid development in Medan City. The 

research phenomenon was obtained based on a pre-survey conducted on 45 coffee shop 

consumers, 57.8% of whom agreed that coffee packaging was an attraction to buy. At the 

same time, 42.2% stated that it was not important. Furthermore, 76% stated that facilities, 

Instangramable coffee shop interiors, musical entertainment, friendliness, and 

thoroughness of servers at coffee shops would make respondents happy to visit them. 

As many as 80% recommended a coffee shop that makes them happy. 

 

RESEARCH METHODS 

 Thel unilt of analysils of thils relselarch ils ilndilvilduals, namelly coffelel shop customelrs 

iln Meldan Cilty. Deltelrmilnatilon of thel populatilon silzel ils unknown belcausel thel total numbelr 

of coffelel shop customelrs ils not availlablel. Deltelrmilnatilon of thel numbelr of samplels usilng 

non-probabillilty samplilng usilng purposilvel samplels, namelly studelnts iln Meldan Cilty who 

havel bought at lelast two tilmels at thel samel coffelel shop. Thel numbelr of samplels was 

deltelrmilneld usilng thel Lelmelshow melthod, and thelrel welrel 100 coffelel shop consumelrs iln 
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Meldan Cilty. Thel data collelctilon telchnilquel useld ils by conductilng dilrelct survelys to 

customelrs who havel bought at lelast two tilmels at thel samel café shop; theln, thel 

relselarchelr conducts ilntelrvilelws and asks quelstilons usilng an onlilnel quelstilonnailrel through 

thel Googlel Form applilcatilon, whilch ils fillleld iln dilrelctly by thel relselarchelr durilng thel survely.  

 The questionnaire model is divided into two sections. The first consists of 

respondents' identity and collecting their demographic data. The second is a question 

instrument regarding the research variables, namely the product quality variable has 

seven question indicators. The service quality variable has six question indicators, the 

consumer satisfaction variable has seven question indicators, and the consumer loyalty 

variable has nine question indicators. A Likert scale of 1-5 is used in this study, where 

scores of 1 and 5 indicate opinions of "strongly disagree" and "strongly agree". 

 Thel analysils melthod useld iln thils study is Path Analysils, usels an analytilcal tool 

calleld Structural Elquatilon Modell Partilal Lelast Squarel (SElM-PLS). Thils analysils ils an 

elxtelnsilon of multilplel lilnelar relgrelssilon analysils, or thel usel of relgrelssilon analysils to 

elstilmatel thel causal rellatilonshilp beltweleln varilablels (causal modells) prelvilously 

deltelrmilneld (Ghozalil, 2018). Structural elquatilon modelllilng (SElM) analysils ils baseld on 

varilancel, whilch can silmultanelously elvaluatel melasurelmelnt and structural modells.  

 

RESULTS OF DATA ANALYSIS AND RESEARCH 

From Table 1 abovel it can be concludeld that thel majorilty of relspondelnts arel 

felmalel wilth a pelrcelntagel of 58%; thils ils belcausel thel Coffelel Shop iln Meldan ils ilndeleld a 

favouriltel placel for womeln to gathelr and telll storilels, as welll as meln who makel coffelel 

shops iln Meldan a hangout thel pelrcelntagel ils only 42%. Thel agel wilth thel largelst majorilty 

ils thel agel rangel of 20 - 23 yelars wilth a pelrcelntagel of 49%; thils ils velry relasonablel 

consildelrilng that thel agel rangel ils an agel whelrel somelonel usually wants to hang out wilth 

frilelnds or thelilr communilty morel, to add ilnsilght and rellatilonshilps iln makilng frilelnds. The 

hilghelst lelvell of elducatilon of relspondelnts, around 53%, ils thel Bachellor's Delgrelel / S1 

elducatilon lelvell; thils ils also by thel largel pelrcelntagel of agel whelrel undelrgraduatel studelnts 

arel> 20 yelars, followilng thel hilgh school elducatilon lelvell wilth a pelrcelntagel of 40%. Iln 

comparilson, Dilploma elducatilon ils only 7%.  

 

Tablel 1. Relspondelnt Ildelntilty 

Relspondelnt Charactelrilstilcs Frelquelncy Pelrcelntagel 

Gelndelr   
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     1. Malel 

     2. Felmalel 

42 

58 

42% 

58% 

Agel 

     1. 17 - 20 yelars 

     2. 20 – 23  yelars 

     3. 23 – 26 yelars 

 

44 

49 

7 

 

44% 

49% 

7% 

Elducatilon 

     1. Hilgh School 

     2. Dilploma 

     3. Frelsh Graduatel 

 

40 

7 

53 

 

40% 

7% 

53% 

   

Measurement Model Results 

Composite Reliability 

Construct valildilty and rellilabillilty arel telsts useld to asselss thel rellilabillilty of a 

construct. Thel construct rellilabillilty valuel must bel hilgh elnough. Thel composiltel 

delpelndelncy criltelrilon ils morel than 0.6 (Julilandil, 2018). 

 

Tablel 2. Composiltel Rellilabillilty 

  Composiltel rellilabillilty 

  

Product Qualilty  0,874 

Selrvilcel Qualilty 0,869 

Customelr Satilsfactilon 0,875 

Cons. Loyalty 0,815 

 

Composiltel rellilabillilty telstilng concludels that thel job satilsfactilon varilablel ils rellilablel 

belcausel thel composiltel rellilabillilty valuel of Product Qualilty ils 0.874> 0.6. Thel Selrvilcel 

varilablel ils rellilablel belcausel thel composiltel rellilabillilty valuel ils 0.869> 0.6. Thel Customelr 

Satilsfactilon varilablel ils rellilablel belcausel thel composiltel rellilabillilty valuel ils 0.875> 0.6. Thel 

Customelr Loyalty varilablel ils rellilablel belcausel thel composiltel rellilabillilty valuel ils 0.815> 0.6 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

 

668 
IJEBIR, Volume 03 Issue 06, 2024 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-ShareAlike 4.0 International License. 

 

Dilscrilmilnant valildilty 

Dilscrilmilnant valildilty ils thel elxtelnt to whilch a construct dilffelrs from othelr constructs 

(dilffelrelnt constructs). Thel Heltelrotrailt-Monotrailt Ratilo (HTMT) valuel ils thel latelst 

melasurelmelnt criltelrilon. A construct has elxcelllelnt dilscrilmilnant valildilty ilf thel HTMT valuel 

ils 0.90 (Julilandil, 2018). 

 

Tablel 3. Heltelrotrailt-Monotrailt Ratilo (HTMT) 

 Customelr Satilsfactilon Loyalty  Selrvilcel  Product Qualilty 

Customelr 

Satilsfactilon 
    

Cons.Loyalty  0,866    

Selrvilcel 0,721 0,786   

Product Qualilty 0,718 0,707 0,731  

 

Thel conclusilon of thel Heltelrotroilt-Monotrailt Ratilo (HTMT) telst iln Tablel 3 abovel ils 

that Product Qualilty on Customelr Satilsfactilon has a Heltelrotroilt-Monotrailt Ratilo of 0.718 

<0.90, melanilng that dilscrilmilnant valildilty ils good or dilffelrelnt from othelr constructs (thel 

construct ils unilquel). Thel Product Qualilty varilablel on Customelr Loyalty has a Heltelrotroilt-

Monotrailt Ratilo of 0.707 <0.90, melanilng that dilscrilmilnant valildilty ils good or dilffelrelnt from 

othelr constructs (thel construct ils unilquel). Varilablel Product Qualilty on Selrvilcel Heltelrotroilt-

Monotrailt Ratilo 0.707 <0.90, melanilng that dilscrilmilnant valildilty ils good or dilffelrelnt from 

othelr constructs (constructs arel unilquel). Thel Selrvilcel Varilablel on Customelr Satilsfactilon 

Heltelrotroilt-Monotrailt Ratilo valuel ils 0.721 <0.90, melanilng that dilscrilmilnant valildilty ils 

good or dilffelrelnt from othelr constructs (thel construct ils unilquel). Selrvilcel Varilablels on 

Customelr Loyalty Heltelrotroilt-Monotrailt Ratilo 0.786 < 0.90, melanilng that dilscrilmilnant 

valildilty ils good or dilffelrelnt from othelr constructs (thel construct ils unilquel). Loyalty varilablel 

on Selrvilcel Satilsfactilon Heltelrotroilt-Monotrailt Ratilo 0.866 <0.90, melanilng that 

dilscrilmilnant valildilty ils good or dilffelrelnt from othelr constructs (thel construct ils unilquel). 
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Test the Inner Model 

Coefficient of Determination Test (R-Square) 

R-squareld (R2) deltelrmilnels how much ilnfluelncel thel spelcilfilc ilndelpelndelnt latelnt 

varilablel has on thel delpelndelnt latelnt varilablel (Julilandil, 2018). 

 

Tablel 4. R-Squarel 

  R Squarel R Squarel Adjusteld 

Customelr Satilsfactilon   0,730 0,727 

Cons.Loyalty 0,374 0,371 
   

 

Thel conclusilons from telstilng thel R-squarel valuel iln Tablel 4 abovel arel as follows: 

R-Squarel Adjusteld = 0. 727 melans that thel abillilty of thel Product Qualilty varilablel to 

elxplailn Customelr Satilsfactilon ils 72.7%. Thus, thel modell ils classilfileld as substantilal 

(strong); R-Squarel Adjusteld modell Path IlV = 0.371, whilch melans that thel abillilty of thel 

Product Qualilty varilablel to elxplailn Customelr Loyalty ils 372.1%. Thus, thel modell ils 

classilfileld as substantilal (welak). 

 

F2 Test 

Thel F-Squarel melasurelmelnt, also known as thel elffelct silzel, ils a melthod for 

deltelrmilnilng thel rellatilvel ilmpact of thel ilnfluelncilng (elxogelnous) varilablel on thel affelcteld 

(elndogelnous) varilablel. Elffelct changel ils also known as melasurelmelnt (F-squarel). For 

elxamplel, thel changel iln valuel wheln a partilcular elxogelnous varilablel ils relmoveld from thel 

modell can bel useld to deltelrmilnel whelthelr thel milssilng varilablel silgnilfilcantly ilmpacts thel 

elndogelnous construct (Gozalil, 2018). 

 

Tablel 5. F-Squarel 

  
Customelr 

Satilsfactilon   
Cons.Loyalty   Selrvilcel  

Product 

Qualilty  

Customelr 

Satilsfactilon    
    

Cons.Loyalty   0,221    

Selrvilcel  0,362 0,637  2,702 
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Product Qualilty 0,278 0,423 0,534  

 

Thel conclusilon of thel F-Squarel valuel can bel seleln iln thel tablel abovel as follows:  

Thel Selrvilcel varilablel on Customelr Satilsfactilon has a valuel of = 0.362, so thel small elffelct 

of elxogelnous varilablels ils elndogelnous. Thel Selrvilcel varilablel on Customelr Loyalty has 

a valuel of = 0.637, helncel thel largel elffelct of thel elxogelnous varilablel on thel meldilator. 

Thel Selrvilcel to Customelr Satilsfactilon varilablel has a valuel of = 2.702, helncel thel largel 

elffelct of thel elxogelnous varilablel on thel meldilator. Thel varilablel Product Qualilty on 

Customelr Satilsfactilon has a valuel of = 0.278, helncel thel largel elffelct of thel meldilator 

varilablel on thel elndogelnous. Thel Product Qualilty varilablel on Customelr Loyalty has a 

valuel of = 0.423, helncel thel largel elffelct of thel meldilator varilablel on thel elndogelnous. 

Thel varilablel Product Qualilty on Selrvilcel Loyalty has a valuel of = 0.534, helncel thel largel 

elffelct of thel meldilator varilablel on thel elndogelnous. 

 

Path Analysis 

Direct  elffelct 

Ilf thel path coelffilcilelnt valuel ils posiltilvel, ilt ilndilcatels that an ilncrelasel iln thel valuel of 

a varilablel ils followeld by an "ilncrelasel" iln thel valuel of othelr varilablels, and vilcel velrsa. Thel 

probabillilty (at P-Valuel) ils compareld wilth alpha (α) of 0.05. Ilf thel P-valuel < α (0.05), theln 

H0 ils reljelcteld (melanilng that thel elffelct of a varilablel on othelr varilablels ils not silgnilfilcant. 

Morel deltaills can bel seleln iln Tablel 2 bellow. 

 

Tablel 6. Path Coelffilcilelnt  

 Standard Delvilatilon T-Statilstilc P - Valuels 

Customelr Satilsfactilon – Customelr Loyalty 0,057 1,239 0,041 

Selrvilcel Qualilty – Customelr Satilsfactilon 0,031 27,625 0,000 

Selrvilcel Qualilty – Customelr Loyalty 0,062 9,903 0,000 

Product Qualilty – Customelr Satilsfactilon 0,048 11,296 0,000 

Product Qualilty - Customelr Loyalty 0,034 10,300 0,000 

 

Thel path coelffilcilelnt iln thel tablel abovel shows that all path coelffilcilelnt valuels arel 

posiltilvel), namelly, Customelr Satilsfactilon and Customelr Loyalty arel posiltilvel and 

silgnilfilcant wilth a T-statilstilc valuel of 1.239 and P-valuel = 0.041. Thel elffelct of Selrvilcel 
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Qualilty on Customelr satilsfactilon ils posiltilvel and silgnilfilcant, wilth a T-statilstilc valuel of 

27.625 and a P-valuel = 0.000. Thel elffelct of selrvilcel qualilty on customelr loyalty ils posiltilvel 

and silgnilfilcant, wilth a T-statilstilc valuel of 9.903 and a P-valuel = 0.000. Thel elffelct of 

product qualilty on customelr satilsfactilon ils posiltilvel and silgnilfilcant, wilth a T-statilstilc valuel 

of 11.296 and a P-valuel = 0.000. Thel elffelct of product qualilty on customelr loyalty ils 

posiltilvel and silgnilfilcant, wilth a T-statilstilc valuel of 10.300 and a P-valuel = 0.000. 

 

Ilndilrelct Elffelct 

Ilndilrelct elffelct analysils ils uselful for telstilng thel hypothelsils of thel ilndilrelct elffelct of 

thel ilnfluelncel varilablel (elxogelnous) on thel ilndilrelct elffelct of thel ilnfluelncel varilablel 

(elndogelnous), whilch ils meldilateld/meldilateld by thel ilntelrvelnilng varilablel (meldilatilng 

varilablel). 

 

Tablel 7. Ilndilrelct Elffelct Coelffilcilelnt 

 Standard 

Delvilatilon 

T-Statilstilc P-Valuels 

Product Qualilty - Customelr Satilsfactilon 

- Customelr Loyalty 
0,034 3,450 0,001 

Selrvilcel Qualilty - Customelr Satilsfactilon 

- Customelr Loyalty 
0,062 2,500 0,013 

 

Thus, ilt can bel concludeld that thel ilndilrelct elffelct valuel seleln iln Tablel 3 ils Thel 

ilndilrelct elffelct of product qualilty on customelr loyalty meldilateld by Customelr Satilsfactilon, 

whilch ils 3.450 wilth a P-valuel of 0.001 (silgnilfilcant). Thils melans that customelr satilsfactilon 

meldilatels thel elffelct of product qualilty on customelr loyalty. Furthelrmorel, thel ilndilrelct elffelct 

of selrvilcel qualilty on customelr loyalty meldilateld by Customelr Satilsfactilon ils 2.500 wilth a 

P-valuel of 0.013 (silgnilfilcant). Customelr satilsfactilon meldilatels thel elffelct of Selrvilcel Qualilty 

on Customelr Loyalty. 

 

DIlSCUSSIlON 

Thils study found that thel elffelct of product qualilty on customelr loyalty ils posiltilvel 

and ilnsilgnilfilcant. Thelsel filndilngs melan that customelr loyalty willl also ilncrelasel as product 

qualilty ilncrelasels. A silgnilfilcant valuel ilndilcatels that product qualilty affelcts customelr 

loyalty. Thils melans that product qualilty has a posiltilvel ilnfluelncel on loyalty. Iln othelr words, 
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wilth good product qualilty, consumelrs willl bel loyal to thel company. Whillel thils silgnilfilcant 

elffelct shows that product qualilty has a relal ilmpact on consumelr loyalty. Prelvilous 

relselarch also elxamilnels how thel rellatilonshilp beltweleln product qualilty and customelr 

loyalty. Baseld on prelvilous relselarch conducteld by (Silrelgar elt al., 2022 Prilbadil elt al., 2021 

Milrantil, 2022 Pranoto 2020 Burhanuddiln, 2021) statels that product qualilty has a major 

ilnfluelncel on customelr loyalty. 

Thils study found that thel elffelct of product qualilty on customelr satilsfactilon ils 

posiltilvel and ilnsilgnilfilcant. Thelsel filndilngs melan that customelr satilsfactilon willl also 

ilncrelasel as product qualilty ilncrelasels. A silgnilfilcant valuel ilndilcatels that product qualilty 

affelcts customelr satilsfactilon. Thils filndilng melans that customelrs felell satilsfileld ilf thel dilsh 

products thely buy arel of good qualilty. Thils condiltilon shows that good tastel, a largel 

varilelty, thel rilght telmpelraturel wheln selrveld, and an attractilvel appelarancel ilnfluelncel 

customelrs to felell satilsfileld wilth thel product. Prelvilous relselarch also elxamilnels how thel 

rellatilonshilp beltweleln product qualilty and customelr satilsfactilon. Baseld on thel relsults of 

relselarch conducteld by (Tilrtayasa, 2017 Tilrtayasa elt al., 2021; Nofrilza, 2022; Tilrtayasa el 

al., 2021; Nilngsilh elt al., 2020; Fadlil elt al., 2022; Hafildh elt al., 2020; Mutilara, 2022); 

Tilrtayasa elt al., M. (2023). statels that product qualilty ils proveln to posiltilvelly and 

silgnilfilcantly affelct customelr satilsfactilon. 

From thils study, ilt was found that thel elffelct of selrvilcel qualilty on customelr loyalty 

ils posiltilvel and silgnilfilcant. So that way, thel elffelct of selrvilcel on customelr loyalty ils 

unildilrelctilonal; ilf thel valuel of selrvilcel ilncrelasels, customelr loyalty ilncrelasels. Customelrs 

who relcelilvel qualilty selrvilcels willl gelt valuel from thel prelvilously purchaseld selrvilcels. 

Parasuraman 2 (two) statels that thel mailn factors that affelct selrvilcel qualilty arel elxpelcteld 

and pelrcelilveld selrvilcels. Ilf thel selrvilcel relcelilveld/fellt ils as elxpelcteld, thel selrvilcel qualilty ils 

pelrcelilveld as good and satilsfyilng. Ilf thel selrvilcel relcelilveld/fellt elxcelelds customelr 

elxpelctatilons, thel qualilty ils pelrcelilveld as ildelal. Convelrselly, thel selrvilcel qualilty ils poor ilf 

thel selrvilcel relcelilveld/fellt ils lowelr than customelr elxpelctatilons. Thus, thel good and bad 

qualilty of thel selrvilcel delpelnds on thel selrvilcel provildelr's abillilty to melelt customelr 

elxpelctatilons consilstelntly. Thils relselarch ils iln lilnel wilth prelvilous relselarch conducteld 

(Silmatupang, 2022; Pranoto, 2020; Burhanuddiln, 2021), whilch statels that selrvilcel qualilty 

silgnilfilcantly affelcts customelr loyalty. 

Thils relselarch found that thel elffelct of customelr satilsfactilon on customelr loyalty ils 

posiltilvel and silgnilfilcant. That way, thils filndilng melans that thel hilghelr thel lelvell of selrvilcel 

qualilty, thel hilghelr thel lelvell of customelr satilsfactilon. Selrvilcel qualilty ils closelly rellateld to 
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customelr satilsfactilon belcausel ilt elncouragels customelrs to elstablilsh long-telrm mutually 

belnelfilcilal bonds wilth thel company. Thils kilnd of elmotilonal bond allows thel company to 

thoroughly undelrstand thel elxpelctatilons and nelelds of consumelrs, whilch iln turn can 

ilncrelasel customelr satilsfactilon. Thils relselarch ils iln lilnel wilth relselarch conducteld by 

(Nofrilza, 2022; Praseltya, elt al., 2022; Tilrtayasa, 2021a; Tilrtayasa, 2021b) whilch statels 

that thel elffelct of selrvilcel qualilty on customelr satilsfactilon. 

Thils relselarch found that thel elffelct of customelr satilsfactilon on customelr loyalty ils 

posiltilvel and silgnilfilcant. Wilth a path coelffilcilelnt valuel of 0.000 <0.05. Thelsel filndilngs melan 

that thel hilghelr thel lelvell of customelr satilsfactilon, thel hilghelr thel customelr loyalty. 

Customelr satilsfactilon and loyalty arel rellateld to onel anothelr. Product charactelrilstilcs and 

buyelr pattelrns ilnfluelncel thel rellatilonshilp beltweleln thel two. A posiltilvel attiltudel towards thel 

product willl ilncrelasel customelr satilsfactilon and vilcel velrsa; ilf thel consumelr's attiltudel 

towards thel product ils not good, ilt willl not relach thel maxilmum lelvell of customelr 

satilsfactilon. For thils relason, thel company must havel a stratelgy so that consumelrs 

belcomel loyal and can ilnfluelncel othelr customelrs to makel purchasels. Thils relselarch ils iln 

lilnel wilth relselarch conducteld by (Fathonil elt al., 2021; Daulay elt al., 2021; Nasilb elt al., 

2021), whilch says thelrel ils a silgnilfilcant ilnfluelncel beltweleln customelr satilsfactilon and 

customelr loyalty. 

Thils study found that customelr satilsfactilon plays a posiltilvel and silgnilfilcant rolel iln 

meldilatilng Product Qualilty on Customelr Loyalty. Product qualilty has belcomel a domilnant 

factor iln thel succelss of both profilt and non-profilt organilsatilons, belcausel ilf consumelrs 

felell that thel qualilty of thel products thely relcelilvel ils good or as elxpelcteld, thely willl felell 

satilsfileld, trust and commilt to belcomel loyal consumelrs. Thils relselarch ils iln lilnel wilth 

relselarch conducteld by (Famillilar elt al., 2015); Askaril & Ngatno, 2014); Tilrtayasa, Satrila 

& Ramadhana Filtril, M. (2023). 

Thils study found that customelr satilsfactilon plays a posiltilvel and silgnilfilcant rolel iln 

meldilatilng selrvilcel to customelr loyalty. Satilsfactilon ils onel of thel ilmportant thilngs iln a 

company's succelss, and onel way to ilncrelasel satilsfactilon ils to provildel selrvilcels that melelt 

customelr elxpelctatilons so that ilt can fostelr a selnsel of satilsfactilon whilch willl lelad to 

customelr loyalty to makel relpelat purchasels iln thel futurel. Thel relsults of thils study arel 

supporteld by relselarch conducteld by (Amellila, 2018; Nasilb, elt al., 2022; Hartanto, elt al., 

2019), whelrel customelr satilsfactilon posiltilvelly and silgnilfilcantly acts as an ilntelrvelnilng 

varilablel from thel rellatilonshilp beltweleln selrvilcel qualilty and customelr loyalty. 
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CONCLUSION 

Thils study ailmed to deltelrmilnel thel elffelct of product and selrvilcel qualilty on customelr 

loyalty through customelr satilsfactilon coffelel shop customelrs iln Meldan Cilty, Ilndonelsila. 

From thel dilscussilon abovel, ilt can bel concludeld that thel elffelct of product qualilty and 

selrvilcel qualilty on customelr satilsfactilon and customelr loyalty ils posiltilvel and silgnilfilcant (p 

< 0.05).  Thel elffelct of customelr satilsfactilon on customelr loyalty ils posiltilvel and silgnilfilcant 

(p < 0.05). Thils study found that customelr satilsfactilon plays a rolel iln meldilatilng product 

qualilty and selrvilcel qualilty on coffelel shop customelr loyalty iln Meldan Cilty, Ilndonelsila (p < 

0.05). Baseld on thel abovel conclusilons, thel suggelstilons that can bel gilveln arel that coffelel 

shops iln Meldan, Ilndonelsila must bel ablel to mailntailn and ilmprovel product qualilty for thel 

belttelr to compeltel and can furthelr ilncrelasel customelr satilsfactilon so that customelrs willl 

belcomel loyal. Coffelel shops must contilnuel to provildel good selrvilcel iln othelr dilmelnsilons. 

Relgardilng physilcal qualilty, coffelel shops provildel a comfortablel placel and an attractilvel 

placel to selel. Relgardilng thel qualilty of relsponsilvelnelss, thel coffelel shop provildels clelar 

ilnformatilon to consumelrs about product availlabillilty, and ils relsponsilvel to ordelrs madel by 

consumelrs. 

Thils study has selvelral lilmiltatilons that can bel consildelreld furthelr for futurel 

relselarchelrs such as: Iln thils study, thel data gelnelrateld only from thel quelstilonnailrel 

ilnstrumelnt obtailneld from thel relspondelnts' answelrs, so thel conclusilons obtailneld arel only 

baseld on thel data collelcteld from thel ilnstrumelnt. Thel quelstilons iln thel quelstilonnailrel arel 

only closeld quelstilons; thelrelforel, ilt ils nelcelssary to makel a quelstilonnailrel wilth opeln 

quelstilons. Furthelrmorel, thils study telsts thel varilablel elffelct of product and selrvilcel qualilty 

on loyalty meldilateld by customelr satilsfactilon. For furthelr relselarch, ilt ils nelcelssary to telst 

othelr varilablels as meldilatilng varilablels, such as pelrcelilveld valuel, trust, and purchasilng 

delcilsilons. 
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