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Abstract
This study was aim is to analyze and describe passenger loyalty influenced by the desired service quality 
performance and satisfaction at PT Kereta Commuter Indonesia (KCI). A sample consisting of 198 respondents 
was selected based on the particular criteria. The analysis method used was Satistical Package for Social 
Science (SPSS) version 24 and Analysis of Moment Structure (AMOS) version 22. The results obtained from 
three hypotheses revealed that the performance of service quality influenced significantly on satisfaction. 
The service quality performance influenced loyalty significantly. Satisfaction significantly influences loyalty. 
The customer satisfaction mediated the significance influence of service quality dimensions toward loyalty 
of the customers. Important dimension in this study were that KCI officers disposed to help if needed; 
passengers had a positive attitude; and KCI was the main choice rated by respondents. This study provided 
theoretical and managerial contribution for marketing service field. In terms of theoretical implications, 
each dimension of the performance of service quality could show different levels of the effect toward 
consumer behavior and was able to offer significant contribution for a company.
Keywords: PT Kereta Commuter Indonesia, loyalty, performance of service quality, satisfaction

Abstrak
Penelitian ini bertujuan untuk menganalisis dan mendeskripsikan loyalitas penumpang yang dipengaruhi 
oleh kinerja kualitas pelayanan yang diinginkan dan kepuasan pada PT Kereta Commuter Indonesia 
(KCI). Sampel yang terdiri dari 198 responden dipilih berdasarkan kriteria tertentu. Metode analisis 
yang digunakan adalah Paket Satistik Ilmu Sosial (SPSS) versi 24 dan Analisis Struktur Momen (AMOS) 
versi 22. Hasil yang diperoleh dari tiga hipotesis menunjukkan bahwa kinerja kualitas pelayanan 
berpengaruh signifikan terhadap kepuasan. Kinerja kualitas pelayanan mempengaruhi loyalitas secara 
signifikan. Kepuasan berpengaruh signifikan terhadap loyalitas. Kepuasan pelanggan memediasi pengaruh 
signifikansi dimensi kualitas layanan terhadap loyalitas pelanggan. Dimensi penting dalam penelitian 
ini adalah petugas KCI bersedia membantu jika diperlukan; penumpang memiliki sikap positif; dan 
KCI adalah pilihan utama yang dinilai oleh responden. Studi ini memberikan kontribusi teoritis dan 
manajerial untuk bidang jasa pemasaran. Dari sisi implikasi teoritis, setiap dimensi kinerja kualitas 
layanan dapat menunjukkan tingkat pengaruhnya yang berbeda terhadap perilaku konsumen dan 
mampu memberikan kontribusi yang signifikan bagi suatu perusahaan.
Kata kunci: PT Kereta Commuter Indonesia, loyalty, performance of service quality, satisfaction
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INTRODUCTION
Rail transportation creates new challenges for railway operators because of the 

competitive environment (Zeybek, 2018). Generally current business challenges is not 
only trying to attract new customers, but also trying to adopt strategies to maintain and 
promote loyalty to build long-term relationships with customers (Akbar, et al., 2013). The 
most significant is preventing loss and retaining customers so that the company’s market 
share and profits can be guaranteed (Osman et al., 2009). Customer loyalty presents a 
paradox that appears as an attitude-based phenomenon and can be significantly influenced 
by customer relationship management (Mark et al., 2003). Customer loyalty start from 
their trust service quality; positive and beneficial attitudes that are manifested repeatedly 
and the stability of consumer buying behavior (Chow. 2014; Castro et al., 2004). Service 
quality contributes significantly to customer satisfaction and loyalty and is attractive 
to profitability (Seth & Deshmukh, 2005). Providing customers with better services 
leads to higher purchase frequencies and directly impacts the organization’s ability to 
improve, because organizations are able to find what customers want and need (Kumar, 
2017). Therefore increasing company profitability can be realized through efficiency and 
effectiveness in service delivery (Chang & Chen, 1998).

As part of transportation facilities, railway are generally used because of their ability 
to transport large amounts of cargo and passengers. In the Jakarta and its surrounding 
areas, many people use PT Kereta Commuter Indonesia (KCI) service for their daily 
activities. KCI has been serving routes in the Jakarta and its surrounding areas, such as 
Bogor, Bekasi, Lebak and Tangerang (http://www.krl.co.id/). KCI continues to work hard 
to meet the target of serving up to 1.2 million passengers per day with a fleet strength 
of up to 1,450 units in 2019. Until June 2018, it is noted that the average number of 
KCI users reached 1,001,438 users per day on working days, with 1,154,080 user as 
the a record for the highest number of users which is served in one day (https://www.
cnbcindonesia.com/news/).

This study focuses on service quality performance, because it can make a significant 
contribution to customer satisfaction and loyalty (Seth and Desmukh, 2005). It is a known 
fact about service delivery based on the values   that customers want can play an extraordinary 
role in ensuring customer satisfaction and loyalty. Previous study conducted by Lin (2005) 
shows that service can satisfy satisfied customers and satisfied customers tend to be loyal 
customers (Oliver 1999). This study’s purpose is examining the relationship between service 
quality performance, satisfaction and customer loyalty in KCI. This competitive environment 
forces companies to pay more attention to the quality of their service, that is highly desirable 
and make greater efforts to ensure customer satisfaction and loyalty.

 This study differs from previous studies that examined KCI passengers using and 
testing the effect of perceived service quality performance variables, satisfaction variables 
as mediation and loyalty variables. Previous studies conducted on tourist passengers and 
local train passengers in the country of Sri Lanka (Perera, 2016), fast train passengers in 
Taiwan, (Chou et al, 2014) and other tranportations (Lai & Chen, 2011; Carreira et al, 2013; 
Mahmoud & Hine, 2016).
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Service Quality Performance
The concept of services is centered on the efforts to meeting the needs and desires 

of consumers and the accuracy to offset expectations (Lovelock & Wirtz, 2007). Quality of 
service is a function of the relationship between basic expectations and experiences as well 
as customer impressions before and after receiving service. Service quality can be evaluated 
based on the delivery process and the results of the services delivered (Fitzsimmons, 2008). 
When evaluating service quality, customers tend to judge based on certain subjective criteria 
formed before experiencing new services. Expectations of services provided are largely 
influenced by prior experience as a customer.

Quality of service is the performance of the service that the customer truly feels. The 
quality of services based on performance will better reflect the quality of services (Ranaweera 
& Sigala, 2015; Cronin & Taylor, 1994). The empirical work of Parasuraman et al., (1998) 
service quality starts with 22 items used, then becomes five dimensions, namely: Tangible, 
Resposibility, Reliability, Insurance, and Emphaty. Their study results show that service 
performance is the best model in service quality where the service-based scale focuses on 
conceptualization and measurement of quality as an attitude. Initially the quality of service 
was proposed by Gronroos (1990).

In a competitive environment where service quality important and is a critical factor 
that determines the success of an organization through the analysis of problems encountered, 
meetings with customers, follow-ups that carried out, and a series of report making, 
processes, and performance (Jain & Gupta, 2004; Zeithaml et al., 2006; Parasuraman et al., 
1988). Many researchers believe that the customer opinions about quality are based on 
long-term evaluation after receiving the services of company, while customer satisfaction is 
a short-term emotional response to particular service experiences (Seyed Javadein, 2010).

Customer satisfaction
The main principle of customer satisfaction is accordance of their expectations before 

the purchase and opinions formed about performance after the purchase is made (Kundu 
& Datta 2015). This behavior is called the expectation-disconfirmation paradigm. Customers 
are satisfied if expectations are met and dissatisfied if the product or service fails to meet 
expectations (Caruana 2002; Narteh 2015; Yuksel & Yuksel 2001).

Satisfaction is a feeling of pleasure or disappointment someone, which comes from the 
comparison between their impression of the performance or results of product and service 
with their expectations (Kotler, 2003). Jamal and Naser, (2002) report customer satisfaction 
is a consumer feeling or attitude towards the service or product used. Consumer satisfaction 
is also attitude of consumers as whole after acquiring and using product or services and 
is a choice from evaluation results of their purchasing and consuming experiences (Mowen 
& Minor, 2001; Szymanski & Henar, 2001). 

In this study, customer satisfaction is measured by four items, including the results 
of the service felt by the customer as a whole until the satisfied reached, improves the 
impression and always has a positive attitude towards KCI.
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Customer loyalty
Loyalty refers to a strong commitment to reuse products or services in the future. 

Loyalty is also related to the word choice, where customers are very likely to choose certain 
products that lead to loyalty (Lin & Wang, 2006). The customer loyalty indicators used in 
this study are making regular purchases, referring to others, and refusing other services 
(Griffin, 2005).

Loyalty programs are designed to increase customer satisfaction and commitment 
and to provide benefits or perceived value to members as a token of appreciation for their 
loyalty to the organization. Additionally Bolton et al., 2000) report that when customers 
are involved in a loyalty program, the perceived benefits they receive will lead to loyalty.

Quality of service plays an important role in creating customer satisfaction. The 
relationship between service quality performance and customer satisfaction is well established 
in the service marketing literature (Antony et.al. 2004; Ladhari 2009; Sivadas and Baker-
Prewitt 2000). Therefore, providing a high level of service quality to achieve the highest 
customer satisfaction is considered the most important goal for many businesses to gain 
customer loyalty (Reichheld & Sasser 1990; Zeithaml et al., 2009). Specifically, customer 
satisfaction is suggested for mediating variables between service quality and customer 
loyalty (Caruana 2002).

Hypothesis 
Caruana (2002) found that customer satisfaction plays the role of mediator, how 

service quality affects customer loyalty. Customer satisfaction is characterized as a customer 
evaluation of a product or service that has needs and expectations (Alan et al., 2012). Service 
quality performance and satisfaction have certain things in the same way, but satisfaction is 
generally a broader mind, (Alan et al., 2012). Research Zeithaml et al., (2006) reported that 
the quality of costs and goods can affect customer satisfaction. Other researchers report that 
service quality performance has an effect on the satisfaction of transport users (Coelho & 
Henseler, 2012; Rida et al., 2012; Nyongesa & Hendry, 2014; Tirinda et al., 2013). Therefore 
this research hypothesis:
H1: There is a significant influence on Service Quality Performance (SP) on Satisfaction (CS)

Cronin et al., (2000) describe the results of the study found was no directly effect 
between service quality on customer loyalty through customer satisfaction in the services 
of the six companies studied. There are those that directly affect service quality Customer 
Loyalty (Sunghyup Sean Hyun (2010) & Carrillat AF, et.al (2009), Ravichandran, (2010), 
Pollack (2009), Ziaul Hoq, (2009), there also states that no quality of service directly affects 
customer loyalty (Bastos (2008).

Associated with the service industry Anderson & Fornell (2000) state that there is 
a relationship between service quality and loyalty. In the service industry, the point comes 
from the Service Quality factor (Lin, 2007). Research (Chow et al., 2014; Jianjun & Canming, 
2011) states that there is an effect of service quality on loyalty. Therefore this research 
hypothesis:
H2: There is a significant influence on Service Quality Performance (SP) on Loyalty (LY).
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Customer satisfaction also turns out to be a concern to improve service companies. 
Wen et al., (2005) state that customer satisfaction can increase customer purchase intensity. 
The creation of an optimal level of customer satisfaction encourages the creation of loyalty. 
Customer loyalty has an important meaning in a company. The longer the customer is loyal 
to the product or service, the greater the profit gained by a company (Griffin, 2005).

Hallowell (1996) reports that satisfaction has a positive influence on customer loyalty. 
The same thing was expressed (Wang et al., 2014; Wen et al., 2005; Wong & Sohal, 2003), 
but increased in satisfaction did not always result in an increase in loyalty at the same 
level. Satisfaction has no significant effect on customer loyalty (Sahadevs & Keyoor P (2008).

According to previous studies, showed the customer satisfaction will gradually lead 
to feelings of loyalty (Brunner et al., 2008). Loyal customers play an important role in 
increasing profitability and can improve the company’s image. Potential customers are factors 
that contribute to the company through support and recommendations to relatives, friends 
and others. According to the research conducted so far, it has been proven and ensures 
that customer satisfaction will gradually lead to feelings of loyalty. Loyal customers play 
an important role in increasing profitability and improving the image of the organization. 
90 percent of the customers who are dissatisfied with their company never return to use 
the products or services provided by the organization. Furthermore, each customer who is 
dissatisfied will say their problem to at least 9 others, 13 percent of whom are then retold 
the problem to more than 20 other people (Seyed et al., 2011; Gures et al., 2014; Kavoosi 
& Saghaei, 2009). Therefore this research hypothesis:
H3: There is a significant effect of Satisfaction (CS) on Loyalty (LY).

Research (Chow et al., 2014; Jianjun & Canming, 2011) states that there is an effect 
of service quality on satisfaction and loyalty. Based on the above theory, the variables were 
identified, then a research model can be made between Service Quality Performance, Loyalty 
through Satisfaction (Figure 1):

Figure 1. Research Model

This research involves calculating the equation of the exogenous variable service quality 
performance (SP) of 22 indicators. Endogenous variable loyalty (LY) with 4 indicators and 
intervening variable customer satisfaction (CS) with 4 indicators. This study allows expanding 
the findings of previous studies that reveal the mediating role of customer satisfaction from 
service quality performance variables and customer loyalty (Caruana, 2002).
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METHOD
This type of research uses quantitative methods systematically on some parts and the 

fundamental relationships between empirical observations and mathematical expressions 
(Creswell, 2009; McMillan and Schumacher, 2006). This research using a causal design is 
to find out the impact of another variable based on the logic of hypothesis testing, which 
ultimately produces inductive conclusions (Sekaran, 2013; Malhorta, 2012).

Samples used are passengers who use KCI services; they are selected based on screening 
(non probabilistic). The sample size is adjusted by statistical analysis of Structural Equation 
Modeling (SEM). The sample was chosen based on the researchers’ assessment that the 
respondent was the best party to become the research sample (Sekaran, 2013; Hair 2010).

The type of data collected is primary data collected through questionnaires, interviews 
and observations. Secondary data was collected from related documents, such as journals 
and the internet. To provide a description of the variable characters, we used a frequency 
table that shows the average number (mean). This analysis uses SPSS (Satistical Package for 
Social Science) software version 24 (Santoso, 2014). Second, structural equation modeling 
(SEM) analysis with AMOS (Analysis of Moment Structure) Version 22 (Ghazali, 2017) is 
used to verify several paths or relationships between research constructs.

RESULTS AND DISCUSSION
The sampled of 200 respondents, 198 were analyzed and met the criteria. The results 

of the descriptive analysis are divided into gender, age, education, monthly income and 
needs using KCI (Table 1).

Table 1: Descriptive Analysis Based on Respondent Characteristics

Characteristics Amount Percent 

Gender Male 111 56,1

Women 87 43,9

UsiaAge <20 Years 21 10,6

20-30 Years 67 33,8

31-40 Years 45 22,7

41-50 t Years 40 20,2

51-60 Years 18 9,1

>60 Years 7 3,5

Education Middle School 12 6,1

High School 100 50,5

Academy 21 10,6

Bachelor 51 25,8

Postgraduate 14 7,1

Employment Privat Employees 143 72,2

Civil servants 14 7,1
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Characteristics Amount Percent 

Entrepreneur 7 3,5

Student 30 15,2

Pention 4 2

Income/Month <Rp 3 Million 40 20,2

Rp 3 - Rp 4,999 Million 79 39,9

Rp 5 - Rp 7,9999 Million 65 32,8

Rp 8 - Rp 10 Million 7 3,5

>Rp 10 Million 7 3,5

Needs Work 128 64,6

Business 17 8,6

School 34 17,2

Other 19 9,6

Total 198 100

Source: Results of data processing with SPSS V. 24 

From Table 1, it can be seen that the characteristics of KCI user respondents based 
on gender 111 of the are men people or 56.1 percent and 87 people are women or 43.9 
percent. This is very possible because there are more male passengers who work outside 
the home (Perera, 2016; Chou et al., 2014). The number of respondents aged 20 to 30 
years is 67 people or 33.8 percent, the highest number,  and it is very considering the 
mobility at this age (Carreira et al., 2013). Respondents with high school degree are 100 
people or 50.5%, the largest compared to other education degree. Respondents who work 
Employees are 143 people or 72.2 percent, the most dominant compared to other professions. 
Respondents who earn from 3 - 4,999 million are 79 people or 39.9 percent. Respondents 
who used KCI for the purposes of working are 128 people or 64.6 percent and the most 
dominant compared to other purpose (Chou et al., 2014; Perera, 2016). 

VALIDITY AND RELIABILITY TEST
The value is valid if rcount is greater than r table. For sample (n) 198 (n-2) rtable is 

0.139. Of the 22 indicators of Service Quality Performance (SP), 4 indicators of Satisfaction 
(CS), and 4 indicators of Loyalty (LY) all are valid because the value of Corrected Item-Total 
Correlation (rcount> rtable. 0.139).

To the test of the reliability of the measurement model, the test, is carried out using 
a construct reliability (CR) measurement and variant extract (VE). In Table 2, it shows that 
all the latent variable indicators have a Standard Loading Factor (SLF) value ≥ 0.50. All 
latent variables have a t-value ≥ 1.96. This result also shows that the SP variable indicator 
reflects the latent variable that is the SP variable. The CS variable indicator reflects the 
latent variable with CS. Indicators for the latent variable LY also have an SLF value ≥ 0.50 
and t-value ≥ 1.96. These results indicate that the indicators of the latent variable LY reflect 
the LY variable. All indicators examined are valid.
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Table 2: Measurement Indicator Results

SLF Error t-value

sp20←SP 0,913 0,19 11,84

sp19←SP 0,918 0,15 11,91

sp18←SP 0,829 0,30 9,52

sp17←SP 0,749 0,47 5,95

sp16←SP 0,540 0,76 5,95

sp15← SP 0,465 0,65 4,93

sp14← SP 0,454 0,62 5,13

sp13← SP 0,909 0,13 11,29

sp12← SP 0,913 0,17 11,29

sp11← SP 0,891 0,30 9,52

sp10← SP 0,779 0,45 6,68

sp9← SP 0,889 0,27 7,33

sp8← SP 0,899 0,27 7,33

sp7← SP 0,896 0,28 7,33

sp6← SP 0,529 0,72 5,95

sp5← SP 0,531 0,67 5,33

sp4← SP 0,779 0,45 6,68

sp3← SP 0,889 0,27 7,33

sp2← SP 0,899 0,27 7,33

sp1← SP 0,896 0,29 7,33

sp21← SP 0,529 0,72 5,95

sp22← SP 0,531 0,71 5,85

CS1← CS 0,747 0,48 5,95

CS2← CS 0,842 0,30 9,41

CS3← CS 0,816 0,32 9,41

CS4←CS 0,765 0,52 7,75

LY4←LY 0,811 0,31 9,45

LY3← LY 0,701 0,50 7,75

LY2← LY 0,854 0,34 9,41

LY1← LY 0,693 0,60 5,16

Source: Results of data processing with AMOS
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From the estimation results provided, we can calculate the CR and VE values   of each 
latent variable, the results of which are given in table 3, below:

Table 3: Reliability of Measurement Model Results

Variabel
Reliability

Explanation
CR ≥ 0,70 VE ≥ 0,50

SP 0,89 0,77 Reliabel

CS 0,84 0,67 Reliabel

LY 0,87 0,71 Reliabel

The reliability value of the measurement model can be seen from the CR and VE 
values, and it shows that the measurement model in this study is reliable for measuring 
SP, CS, and LY. This can be seen from the CR and VE values   of the research variables, with 
CR values > 0.70 and VE values > 0.50, so the measurement model in this study is reliable.

To see if the model matches the available data, a test will be carried out to test the 
overall fit of model with the data. The following is a list of criteria or Goodness of Fit (GOF) 
models used to test the model thoroughly. The test for the full feasibility of the SEM model:

Table 4: Estimates of the Statistical Test Model

Goodness of Fit Cut-off Value Estimated Results Results of the 
model

Chi-Square
P-value
Normed Chi-Square

The smaller better
p-value ≥ α selected
Chi-Square/df, lower limit : 0.1
Upper limit: 2.0 ; 3.0 ; 5.0

χ2 = 817; df =146
p = 0,00 < 0,05
383.21/146 = 2.62

Poor

PGFI PGFI > 0.6 0.65 Marginal Fit

RMSEA
P (close fit)

RMSEA ≤ 0.08 (good fit)
RMSEA < 0.05 (close fit)

0.78
P = 0.000 < 0.05

Good Fit

ECVI ECVI < ECVI for Saturated dan 
Independence

M* = 4.76
S* = 3.84
I* = 14.08

Good Fit

AIC AIC < S AIC dan I AIC M* = 471.21
S* = 380
I* = 1393.77

Good Fit

CAIC CAIC < S CAIC dan I CAIC M* = 629.84
S* = 1064.98
I* = 1462.27

Good Fit

NFI NFI ≥ 0.90 (good fit)
0.80 ≤ NFI ≤ 0.90 (marginal fit)

0.82 Marginal Fit

NNFI NNFI ≥ 0.90 (good fit)
0.80 ≤ NNFI ≤ 0.90 (marginal fit)

0.80 Marginal Fit

CFI CFI ≥ 0.90 (good fit)
0.80 ≤ CFI ≤ 0.90 (marginal fit)

0.85 Marginal Fit

IFI IFI ≥ 0.90 (good fit)
0.80 ≤ IFI ≤ 0.90 (marginal fit)

0.81 Marginal Fit
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RFI RFI ≥ 0.90 (good fit)
0.80 ≤ RFI ≤ 0.90 (marginal fit)

0.81 Marginal Fit

CN CN ≥ 200 50.47 Poor

RMR RMR ≤ 0.05 (good fit) 0.043 Good Fit

GFI GFI ≥ 0.90 (good fit)
0.80 ≤ GFI ≤ 0.90 (marginal fit)

0.76 Poor

AGFI AGFI ≥ 0.90 (good fit)
0.80 ≤ AGFI ≤ 0.90 (marginal fit)

0.83 Marginal Fit

Source: Results of data processing with AMOS

The overall test results of the model indicated that there are 2 (two) results that 
are not good (poor), it can be concluded that the hypothesized model is good enough to 
be used for testing hypotheses.

Table 5: The Structure Equation Modeling

Model T-count Probabilistic (ρ)

SP to CS 4,274 0,003

SP to LY 9,338 0,000

CS to LY 3,536 0,004

EFFECT OF SP ON CS
The variable SP to CS has a t-count of 4.274 greater than t-table 1.9718 (t-count > t-table) 

and a probability value of 0.003 is smaller than the significance level of 0.05 (ρ <0.05). So 
the results show that SP has a significant positive effect on CS.

For KCI passengers service quality performance they feel is on “good” level, so they 
are satisfied. This is indicated by the representative feature of the train, a lot of choices of 
schedules (routes), the service of officers both on the train and outside of it is quite good so 
that passengers feel satisfied with the service performance. In order to increase passengers 
satisfication, KCI has to pay more attention to a number of things, such as schedule precision 
so that passenger arrivals can be predicted. This research is also in line with Coelho and 
Henseler, (2012); Rida et al., (2012); Nyongesa & Hendry, (2014); Tirinda et al., (2013).

EFFECT OF SP ON CS
The SP variable to LY has a t-count of 9.3338 greater than t-table 1.9718 (t-count > t-table) 

and a probability value of 0.000 is smaller than the significance level of 0.05 (ρ < 0.05). So 
0,000 <0.05, the results in this study indicate that the SP has a significant positive effect on LY.

KCI’s service quality performance shows that passengers are quite loyal. This is 
indicated by a fairly representative indicator, where KCI provides very clear information 
on routes, relatively timely train departures, and helpful officers who are able to meet the 
needs of passengers during the trip. Passenger loyalty will be further enhanced by their 
willingness to tell and inform KCI to colleagues and family. This study was also in Anderson 
and Fornell (2000); Lin, (2007); Chow et al., (2014); Jianjun & Canming, (2011).
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EFFECT OF SP ON CS
The SC variable to LY has a t-count of 3.536 greater than t-table 1.9718 (t-count > t-table) and 

a probability value of 0.008 is smaller than the significance level of 0.05 (ρ < 0.05). It can 
be concluded that 0.004 <0.05, the results in this study indicate that CS has a significant 
positive effect on LY.

Generally KCI passengers are satisfied will impact on their loyalty. This is indicated 
by the positive attitude of the passengers. Passenger prefers to use this mode compared to 
other modes of transportation, especially for travelling within the city. Their good impression 
has increased for KCI. Some users become loyal by always using this mode of transportation 
for their purposes while simultaneously inviting their colleagues to do same. This study 
was also in line with with Wang et al., (2014); Wen et al., (2005); Wong & Sohal, (2003).

The results regarding the hypothesis are seen in all (Table 5). show the structure 
and results of the model analysis (Figure 2):

Figure 2. Structure and results of the model analysis

From Figure 2 the structure and results of the SEM model can be shown the results 
of direct and indirect path calculations from the variables studied (Table 6).

Table 6: Results of Direct / Indirect Path Calculations

Variabel Direct Effect Indirect Effect Total Effect

SP → CS 0,42

SP → LY 0,30

CS → LY 0,32

LY → SP * CS 0,42 * 0,32 = 0,13 0,30 + 0,13 = 0,43

Source: Results of data processing with AMOS

The direct effect of SP on CS was 0.42. The direct effect of SP on LY was 0.30. The 
direct effect of CS on LY was 0.32. While the indirect effect of SP on LY through CS is 0.13 



Vol. 10, No. 1, 2020Esensi: Jurnal Bisnis dan Manajemen

130 http://journal.uinjkt.ac.id/index.php/esensi
DOI: http://doi.org/10.15408/ess.v10i1.12556

and the total effect is 0.43, which means that CS is able to mediate SP on LY, because the total 
value is greater than the value of the direct efffect (Samuel & Nadya, 2009; Darsono, 2008).

CONCLUSION
In the Jakarta and surrounding areas, some people use the services of PT Kereta 

Commuter Indonesia (KCI) for activities. KCI serves routes in and around DKI Jakarta, Bogor 
City, Bogor Regency, Bekasi City, Lebak Regency, Tangerang City and South Tangerang City.

The competitive environment forces KCI to pay attention to the quality of service that 
customers really want and make greater efforts to ensure satisfaction and loyalty. The company 
continues to meet its targets in serving passengers with the strength of its fleet. Research 
focuses on service quality performance variables that can make a significant contribution to 
the satisfaction and loyalty variables. As well as testing the three service quality performance 
variables, loyalty variables and satisfaction variables as intermediary variables. 

Based on the results obtained from the three hypotheses answered, it can be concluded 
that the performance of service quality significantly influenced customer satisfaction. Service 
quality performance significantly influenced customer loyalty. Customer satisfaction significantly 
influenced customer loyalty. Customer satisfaction mediates the significant influence of service 
quality dimensions toward loyalty of the customer.

 The indicator supports passenger loyalty where the train feature is representative 
enough to be used, has a lot of departure schedules. The clerk is quite helpful if needed. 
Passengers always have a positive attitude. KCI is the first choice for users compared to 
other public transport modes. Indicators that are of considerable concern to the company 
are the lack of train cars and departure schedules

This study makes theoretical and managerial contributions to the field of service 
marketing. In terms of theoretical implications, the present study shows that each dimension 
of service quality performance can show different levels of influence on consumer behavior in 
the case of KCI. In addition, the results of this study indicate that service quality performance 
must be examined at the dimensions, not at the aggregate level, because each dimension 
may have different interests or relevance.
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