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Service quality factors that affect the loyalty of customers
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Abstract
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A study of service quality factors that affect customer loyalty. This time the researcher
reviewed the literature related to Service quality The process of reviewing the literature is determined
in 3 steps: 1) reviewing relevant theoretical concepts to determine the framework of variables used
in the study, 2) reviewing research related to relationships. of loyalty and service quality in customer
service 3) Review the elements of the variables used in the study leading to the creation of a
conceptual framework. The results of this study provide a conceptual framework. That consists of 2
variables: the primary variable and the dependent variable. The primary variable is the service quality
factor, which is the ability to meet the needs of customers receiving services in providing quality
services. Service quality is something that can make a difference or be a highlight of the business. to
be superior to competitors It has the following components: In terms of reliability Need response
aspect Attentiveness in service Confidence in service Satisfaction aspect The dependent variable is
loyalty to customers who use the service, that is, those who regularly purchase products and use the
services of the wholesale store until it becomes a positive relationship and the intention to return to
choose the product or service the next time. About spreading the word People will come to choose
products and use services as well. Loyalty factors for customers who use the service have the
following components: Word of mouth Intention to purchase products Sensitivity to price factors
Confidence in the product The conceptual framework created in this research from Used to study
information to serve as a guideline for the company in planning services. The company will develop
and improve services to meet the needs of customers as best as possible.
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