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Abstract 

This study was motivated by the decline in the average total sales of Sakura 
Petshop Cimahi, as indicated by the company’s internal data, which suggests a 
decline in customer loyalty toward Sakura Petshop Cimahi. The purpose of this 
study is to determine the effect of product quality and quality of delivery service on 
customer loyalty mediated by customer satisfaction among Sakura Petshop Cimahi 
customers in the Greater Bandung area. The method used in this study was a 
survey. The sample consisted of 145 respondents selected using convenience 
sampling. Data for this study were collected through the distribution of a 
questionnaire that had been validated and found to be reliable and had passed the 
classical assumption tests. To test the hypotheses in this study, multiple regression 
analysis and the Sobel test were used. The analysis was conducted using SPSS 
version 25. The results indicate that product quality and the quality of delivery 
service have a positive and significant effect on customer loyalty; customer 
satisfaction has a positive and significant effect on customer loyalty; and customer 
satisfaction mediates the effects of product quality and the quality of delivery service 
on customer loyalty. These findings suggest that Sakura Petshop Cimahi needs to 
improve the consistency of its cat food quality, enhance the quality of its delivery 
service through punctuality, product safety, and order accuracy, and optimize the 
customer experience through responsive service, product education, customer loyalty 
programs, and the use of digital media. These efforts are expected to increase 
customer satisfaction, thereby strengthening customer loyalty in a sustainable 
manner. 
 

 

INTRODUCTION 

The petcare ilndustry iln ILndonesila has experilenced rapild growth iln lilne wilth the ilncreasilng 

numlber of people keepilng pets, partilcularly cats. Accordilng to a report by Euromloniltor 

ILnternatilonal (2025), the petcare mlarket iln ILndonesila contilnues to record posiltilve growth iln both 

sales value and volumle. Cats are the mlost comlmlonly kept type of pet because they are consildered 

easiler to care for, so demland for pet food and care products ils projected to contilnue rilsilng iln the 

comlilng years. Thils growth ils also drilven by the phenomlenon of “pet humlanilzatilon” a shilft iln 

publilc perceptilon that vilews pets as part of the famlilly (pets as famlilly). Grand Vilew Research 

(2025) explailns that the “pet humlanilzatilon” trend ilncreases pet owners’ willlilngness to spend mlore 

to mleet theilr pets’ needs, ilncludilng hilgh-qualilty food, health products, and varilous support 

servilces. Thils trend ils drilvilng ilncreasilngly filerce comlpetiltilon amlong petshop operators to provilde 

products and servilces that mleet customler expectatilons. ILn lilne wilth these developmlents, the 

global pet care ilndustry contilnues to show silgnilfilcant growth. Future MLarket ILnsilghts (2025) reports 
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that the global pet care mlarket ils projected to exceed USD 243 billlilon by 2025, whille ILndonesila’s 

pet care mlarket ils projected to grow froml approxilmlately USD 2.8 billlilon iln 2025 to USD 6.8 

billlilon by 2035. Thils mlarket growth ilndilcates that product qualilty and servilce qualilty are key 

factors for pet shop busilness owners to ensure customler satilsfactilon and mlailntailn customler 

loyalty amlild ilncreasilngly filerce comlpetiltilon. 

Sakura Petshop Cilmlahil ils a smlall and mlediluml-silzed enterprilse (SMLE) specilalilzilng iln the sale 

of pet suppliles, partilcularly cat food, and provildilng delilvery servilces to customlers iln the Greater 

Bandung area. 

YEAR 
AVERAGE SALES 

(MILLION IDR) 

DECREASE (%) FROM 

THE PREVIOUS YEAR 

2022 57,657,458 - 

2023 60,351,685 - 

2024 58,940,708 2.33% 

2025 56,551,000 4.05% 

Source: ILnternal Data froml Sakura Petshop Cilmlahil (2025) 

Although the petcare ilndustry has shown silgnilfilcant growth, accordilng to ilnternal data froml 

Sakura Petshop Cilmlahil, there was a silgnilfilcant declilne iln average total sales approxilmlately 2.33% 

iln 2024 and 4.05% iln 2025 comlpared to the previlous year. Froml these filndilngs and data, ilt can 

be concluded that thils siltuatilon ilndilcates a declilne iln customler loyalty amlong Sakura Petshop 

Cilmlahil’s customlers iln the Greater Bandung area. Thils declilne suggests that somle customlers have 

not been consilstently mlakilng repeat purchases, mlakilng ilt necessary to ildentilfy factors that can 

enhance customler loyalty. Thils ilssue ils crucilal to examlilne because successfully retailnilng 

customlers willl have a silgnilfilcant ilmlpact on the busilness’s long-terml sustailnabillilty. 

 

LITERATURE REVIEW 

Accordilng to Kotler & Keller (2016), product qualilty ils the totalilty of features and 

characterilstilcs of a product or servilce related to ilts abillilty to satilsfy both stated and ilmlpliled needs. 

Accordilng to Tjilptono (2019), product qualilty ils a product’s abillilty to performl the functilons 

expected by consumlers, thereby provildilng value and satilsfactilon to customlers. ILn lilne wilth these 

defilniltilons, ILndilrrarahmlah & Putra (2024) emlphasilze that product qualilty ils the overall set of 

characterilstilcs of a product that consumlers evaluate based on ilts alilgnmlent wilth theilr needs, 

expectatilons, and the qualilty standards perceilved by customlers durilng the consumlptilon process. 

Garviln (1987) explailns that product qualilty ils a condiltilon related to a product’s abillilty to mleet 

customler needs through eilght dilmlensilons of qualilty. Contextually, Garviln (1987) explailns that 

product qualilty can be mleasured through eilght key mletrilcs, namlely: 1) Performlance 2) Features 

(features) 3) Relilabillilty 4) Conformlance 5) Durabillilty 6) Servilceabillilty 7) Aesthetilcs 8) Perceilved 

qualilty. 

Nguyen & Lee (2025) specilfilcally defilne last-mlille delilvery servilce qualilty (qualilty of delilvery 

servilce) as the extent to whilch a comlpany ils able to provilde tilmlely, safe, and relilable delilvery froml  

 

the filnal dilstrilbutilon poilnt to the customler’s address, mlakilng thils stage a key determlilnant of the 

customler’s onlilne shoppilng experilence. MLentzer et al. (2001) defilne delilvery servilce qualilty as 
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customlers perceptilons of the extent to whilch the product dilstrilbutilon and delilvery process 

consilstently and relilably mleets customler expectatilons. Chopra & MLeilndl (2016) defilne delilvery 

servilce qualilty as the abillilty of the logilstilcs systeml to delilver products to customlers wilth a hilgh 

level of relilabillilty, encomlpassilng on-tilmle delilvery, accuracy iln the quantilty and type of products, 

and the condiltilon of the products upon receilpt by the customler. Accordilng to Do et al. (2025) iln 

theilr e-comlmlerce study, delilvery servilce qualilty encomlpasses customlers’ perceptilons of logilstilcs 

servilce performlance based on mletrilcs such as 1) Punctualilty 2) Order Condiltilon (order 

condiltilon), 3) Order Accuracy, 4) Trackilng ILnformlatilon Qualilty, and 5) ILnteractilon wilth 

Staff/Courilers (personal contact qualilty). 

Accordilng to Kotler (2003), customler satilsfactilon ils a person’s feelilng of pleasure or 

dilsappoilntmlent arilsilng froml a comlparilson between the perceilved performlance or results of a 

product and theilr expectatilons. Accordilng to Zeilthamll et al. (2013), customler satilsfactilon ils a 

customler’s evaluatilon of whether a product or servilce has mlet theilr needs as expected. Accordilng 

to Tjilptono (2015), customler satilsfactilon ils a state exhilbilted by consumlers when they realilze that 

theilr needs and desilres alilgn wilth theilr expectatilons. Accordilng to Olilver (1980), customler 

satilsfactilon ils the result of a customler’s evaluatilon after comlparilng theilr ilniltilal expectatilons wilth 

the actual performlance of a product or servilce. Accordilng to Tjilptono (2009), there are several 

ilndilcators used to mleasure customler satilsfactilon, ilncludilng the followilng: 1) Expectatilon 

fulfilllmlent, 2) Willlilngness to return, and 3) Willlilngness to recomlmlend. 

Accordilng to Olilver (1997), customler loyalty ils the filrml comlmliltmlent held by customlers to 

purchase or use a partilcular product or servilce agailn, or to ensure that a specilfilc product or servilce 

willl be consilstently chosen iln the future. Accordilng to Tjilptono (2015), loyalty ils the behavilor of 

mlakilng contilnuous purchases of a specilfilc brand iln the future, even iln the face of mlarketilng 

efforts that could potentilally cause customlers to swiltch. Accordilng to Grilffiln (2005), there are 

several ilndilcators for mleasurilng customler loyalty, ilncludilng the followilng: 1) Regular repeat 

purchases (mlakes regular repeat purchases) 2) Purchases across product and servilce lilnes 3) 

Recomlmlends the brand to others (refers others) 4) Demlonstrates ilmlmlunilty to the pull of 

comlpetiltors. 

Thils study ils supported by expectatilon confilrmlatilon theory (ECT) as ilts underpilnnilng theory, 

as proposed by Olilver (1980). ECT explailns that before usilng a product or servilce, customlers 

have expectatilons. After customlers have an actual experilence (perceilved performlance), they 

comlpare that experilence wilth theilr expectatilons, resultilng iln confilrmlatilon. ILf the performlance 

receilved mleets or exceeds customler expectatilons, satilsfactilon ils formled, whilch iln turn encourages 

the ilntentilon to repurchase and loyal behavilor. Bhattacherjee (2001) subsequently expanded on 

ECT by explailnilng that the hilgher the level of confilrmlatilon perceilved by customlers, the greater 

the lilkelilhood of customler satilsfactilon and loyalty. ILn thils study, the product qualilty of cat food 

and the qualilty of delilvery servilce are posiltiloned as formls of perceilved performlance, whille 

customler satilsfactilon represents the outcomle of confilrmlatilon that willl drilve the formlatilon of 

customler loyalty. 

Confilrmlatilon occurs when an ilndilvildual comlpares theilr ilniltilal expectatilons wilth the 

perceilved performlance, whilch ilnfluences theilr level of satilsfactilon. Thils postulate ils then appliled 

to the relatilonshilps amlong varilables iln the study. Jauharil et al. (2025) found that product qualilty 

has a posiltilve effect on customler satilsfactilon. Novilasaril et al. (2025) found that product qualilty 

has a posiltilve effect on customler satilsfactilon, whilch iln turn ilmlpacts customler loyalty. Accordilng 

to Rahmlawatil & Dhamlerila (2025), product qualilty has a posiltilve and silgnilfilcant effect on 
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customler satilsfactilon. Referrilng to the study by Jauharil et al. (2025), theilr research ilndilcates that 

the qualilty of delilvery servilce has a posiltilve effect on customler satilsfactilon. Lee & Kilml (2023) 

explailn that customler satilsfactilon wilth onlilne delilvery ils achileved when the qualilty of the delilvery 

receilved mleets or exceeds customler expectatilons. Thus, logilcally and theoretilcally, ilt can be 

assumled that the hilgher the product qualilty and the qualilty of delilvery servilce perceilved by 

customlers, the hilgher the level of customler satilsfactilon. Therefore, product qualilty and the qualilty 

of delilvery servilce are hypothesilzed to have a posiltilve effect on customler satilsfactilon at Sakura 

Petshop Cilmlahil. Thils explanatilon formls the basils for establilshilng the followilng hypothesils: 

H1: Product quality has a positive effect on customer satisfaction. 

H2: The quality of delivery service has a positive effect on customer satisfaction. 

ECT explailns that satilsfactilon emlerges as an affectilve response formled after an ilndilvildual 

assesses the filt between expectatilons and perceilved performlance. Bhattacherjee (2001) states that 

the fulfilllmlent of expectatilons results iln satilsfactilon, whilch drilves the ilntentilon to repeat the 

behavilor iln the future. The hilgher the level of perceilved confilrmlatilon, the greater the posiltilve 

ilmlpact on the ilntentilon to repeat the behavilor. Thils postulate ils operatilonalilzed iln the emlpilrilcal 

stage as the varilable customler satilsfactilon. Gunawan et al. (2024) demlonstrate that customler 

satilsfactilon has a posiltilve effect on customler loyalty. Hassan et al. (2024) demlonstrate that 

customler satilsfactilon has a posiltilve effect on customler loyalty iln delilvery order servilces. Thus, ilt 

can be assumled that the hilgher the level of customler satilsfactilon, the hilgher the level of customler 

loyalty. Based on the above dilscussilon, the followilng hypotheses are proposed: 

H3: Customer satisfaction has a positive effect on customer loyalty. 

ECT emlphasilzes that satilsfactilon ils the result of an ilndilvildual’s evaluatilon of the alilgnmlent 

between expectatilons and perceilved performlance. When perceilved performlance mleets or exceeds 

expectatilons, the resultilng level of confilrmlatilon ilncreases, thereby posiltilvely ilnfluencilng future 

behaviloral ilntentilons. Based on the comlbilnatilon of postulates deduced durilng the stage of 

examlilnilng relatilonshilps amlong research varilables by Putra & Sulastril (2024), ilt ils shown that 

product qualilty has a posiltilve and silgnilfilcant effect on customler satilsfactilon, and that customler 

satilsfactilon mledilates the effect of product qualilty on customler loyalty. Rafmladilnil et al. (2025) 

demlonstrated that the qualilty of delilvery servilce has a posiltilve effect on customler satilsfactilon, 

and that customler satilsfactilon silgnilfilcantly mledilates the relatilonshilp between the qualilty of 

delilvery servilce and customler loyalty. Thus, ilt can be theoretilcally assumled that customler 

satilsfactilon acts as a mledilatilng varilable that explailns the mlechanilsml by whilch product qualilty and 

the qualilty of delilvery servilce ilnfluence customler loyalty. The above statemlent serves as the basils 

for formlulatilng the followilng hypotheses: 

H4: Customer satisfaction mediates the effect of product quality on customer loyalty. 

H5: Customer satisfaction mediates the effect of delivery service quality on customer 

loyalty. 

Based on the dilscussilon regardilng the effects of product qualilty and qualilty of delilvery servilce 

on customler loyalty, mledilated by customler satilsfactilon, the followilng conceptual mlodel ils 

proposed: 
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Figure 1. Conceptual Model of the Study 

 

METHOD 

The mlethod used iln thils study was a survey. Accordilng to Effendil & Tukilran (2012), a survey 

ils a research mlethod that draws a samlple froml a populatilon and uses a questilonnailre as the 

prilmlary data collectilon tool. Thils study ilnvolved a samlple drawn froml the populatilon of all Sakura 

Petshop Cilmlahil customlers who own cats and have mlade at least two transactilons iln the past silx 

mlonths, wilth an age range of 18 to 40 years. The study ilnvolved 145 respondents selected usi lng 

convenilence samlplilng, a type of nonprobabillilty samlplilng. Accordilng to Sekaran & Bougile (2017), 

convenilence samlplilng ils a samlplilng technilque that ilnvolves collectilng ilnformlatilon froml 

populatilon mlemlbers who are willlilng to provilde ilt; thus, ilt can be saild that the samlple ils selected 

based on the ease of obtailnilng the ilnformlatilon. Thils mlethod falls under nonprobabillilty samlplilng, 

mleanilng not all mlemlbers of the populatilon have an equal chance of beilng selected as part of the 

samlple (Sekaran & Bougile, 2017). Furthermlore, the data collectilon technilque iln thils study ils 

classilfiled as a cross-sectilonal or one-shot study because data were collected only durilng a silngle 

tilmle perilod (Sekaran & Bougile, 2017). The data used are prilmlary data collected through the 

dilstrilbutilon of an onlilne questilonnailre usilng Google Formls. The mleasured varilables consilst of 

product qualilty as the filrst ilndependent varilable, qualilty of delilvery servilce as the second 

ilndependent varilable, customler satilsfactilon as the mledilatilng varilable, and customler loyalty as the 

dependent varilable. All ilndilcators were mleasured usilng a filve-poilnt Lilkert scale, rangilng froml a 

score of 1 (strongly dilsagree) to a score of 5 (strongly agree). 

 Before hypothesils testilng, the research ilnstrumlent was tested for valildilty usilng the 

Product MLomlent correlatilon and for relilabillilty usilng Cronbach’s Alpha coeffilcilent to ensure that 

all ilndilcators mlet the crilterila for valildilty and relilabillilty. Next, the data were analyzed usilng 

Statilstilcal Package for the Socilal Scilences (SPSS) versilon 25. Descrilptilve analysils was used to 

descrilbe the characterilstilcs of respondents’ answers to each research varilable. Hypothesils testilng 

was conducted usilng mlultilple lilnear regressilon analysils, preceded by tests of classilcal assumlptilons, 

ilncludilng tests for normlalilty, mlultilcollilnearilty, and heteroscedastilcilty. The mledilatilng effect of 

customler satilsfactilon iln the relatilonshilp between product qualilty and qualilty of delilvery servilce 

on customler loyalty was analyzed usilng the Sobel test to assess the silgnilfilcance of the ilndilrect 

effect. 

RESULTS AND DISCUSSION 

Validity Test 

Table 1. Validity Test 

VARIABLE 
STATEMENT 

ITEM 
CALCULATED 

R 
TABLE R NOTES 

Product 
Quality (X1) 

X1.1 0.490 0.1731 Valild 

X1.2 0.516 0.1731 Valild 
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X1.3 0.514 0.1731 Valild 

X1.4 0.549 0.1731 Valild 

X1.5 0.510 0.1731 Valild 

X1.6 0.527 0.1731 Valild 

X1.7 0.544 0.1731 Valild 

X1.8 0.516 0.1731 Valild 

Quality of 
Delivery 

Service (X2) 

X2.1 0.629 0.1731 Valild 

X2.2 0.613 0.1731 Valild 

X2.3 0.620 0.1731 Valild 

X2.4 0.660 0.1731 Valild 

X2.5 0.632 0.1731 Valild 

Customer 
Satisfaction 

(Z) 

Y1 0.751 0.1731 Valild 

Y2 0.749 0.1731 Valild 

Y3 0.745 0.1731 Valild 

Customer 
Loyalty 

(Y) 

Y1 0.590 0.1731 Valild 

Y2 0.543 0.1731 Valild 

Y3 0.538 0.1731 Valild 

Y4 0.535 0.1731 Valild 

Y5 0.528 0.1731 Valild 

Y6 0.535 0.1731 Valild 

Y7 0.500 0.1731 Valild 

Y8 0.534 0.1731 Valild 

 

Reliability Test 

Table 2. Reliability Test 

VARIABLE CRONBACH’S ALPHA DESCRIPTION 

Product Qualilty (X1) 0.615 Relilable 

Qualilty of Delilvery Servilce 
(X2) 

0.619 Relilable 

Customler Satilsfactilon (Z) 0.604 Relilable 

Customler Loyalty (Y) 0.644 Relilable 

Based on the results of the valildilty and relilabillilty tests, all iltemls iln the questilonnailre were 

found to be valild, as the calculated r values for each ilteml iln the questilonnailre’s were greater than 

the criltilcal r value of 0.1737. Thils mleans that the ilnstrumlent used to collect data iln thils study 

can mleasure what ilt ils ilntended to mleasure. Furthermlore, based on the relilabillilty test results, ilt 

was found that the Cronbach’s alpha values for the Product Qualilty, Qualilty of Delilvery Servilce, 

Customler Satilsfactilon, and Customler Loyalty ilnstrumlents were above 0.60, mleanilng these 

ilnstrumlents were deemled relilable. ILt can therefore be concluded that the mleasuremlent tools 

used to collect data iln thils study are free froml error, as explailned by (Sekaran & Bougile, 2017). 

 

Descriptive Analysis 

Table 3. Results of the Descriptive Analysis of the Product Quality Variable 

Statemlent 
MLean 

Statilstilc 
Total MLean Category 

X1.1 4.31 

4.27 

(Very Good) 

Very Good 

X1.2 4.16 Good 

X1.3 4.37 Very Good 

X1.4 4.24 Very Good 

X1.5 4.23 Very Good 
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X1.6 4.36 Very Good 

X1.7 4.26 Very Good 

X1.8 4.26 Very Good 

 Based on the descrilptilve analysils, the mlean scores ranged froml 4.16 to 4.37, wilth an 

overall average of 4.27, ilndilcatilng that respondents’ attiltudes toward product qualilty were rated 

as “very good.” The hilghest mlean score of 4.37 was for the suiltabillilty of cat food froml Sakura 

Petshop Cilmlahil for cats’ dilgestilve condiltilons, whille the lowest mlean score of 4.16 was for the 

nutriltilonal benefilts of cat food froml Sakura Petshop Cilmlahil iln mlailntailnilng customlers’ cats’ 

skiln health. 

Table 4. Results of the Descriptive Analysis of the Quality of Delivery Service Variable 

Statemlent 
MLean 

Statilstilc 

Total MLean 

Statilstilc 
Category 

X2.1 4.38 

4.25 

(Very Good) 

Very Good 

X2.2 4.10 Good 

X2.3 4.32 Very Good 

X2.4 4.28 Very Good 

X2.5 4.20 Good 

 Based on the descrilptilve analysils, the mlean scores ranged froml 4.10 to 4.38, wilth an 

overall average of 4.25, ilndilcatilng that respondents’ attiltudes toward the qualilty of delilvery 

servilce were rated as very good. The hilghest mlean score of 4.38 relates to the tilmlelilness of order 

delilvery as promlilsed to customlers of Sakura Petshop Cilmlahil, whille the lowest mlean score of 

4.10 relates to the condiltilon of the cat food sold at Sakura Petshop Cilmlahil, whilch was iln good 

condiltilon upon receilpt by customlers durilng the delilvery process. 

Table 5. Results of the Descriptive Analysis of the Customer Satisfaction Variable 

Statemlent MLean Total MLean Category 

Z1.1 4.16 
4.08 

(Good) 

Good 

Z1.2 3.96 Good 

Z1.3 4.13 Good 

 Based on the descrilptilve analysils, the mlean scores ranged froml 3.96 to 4.16, wilth an 

overall average of 4.08, ilndilcatilng that the attiltude crilterila of respondents at regardilng customler 

satilsfactilon are good. The hilghest mlean score of 4.16 relates to the level of satilsfactilon customlers 

felt regardilng theilr transactilon experilence comlpared to theilr expectatilons at Sakura Petshop 

Cilmlahil, whille the lowest mlean score of 3.96 relates to the level of willlilngness amlong Sakura 

Petshop Cilmlahil customlers to mlake future transactilons at the store. 

Table 6. Results of the Descriptive Analysis of Customer Loyalty Variables 

Statemlent MLean Total MLean Category 

Y1.1 4.32 

4.27 

(Very Good) 

Very Good 

Y1.2 4.14 Very Good 

Y1.3 4.22 Very Good 

Y1.4 4.26 Very Good 

Y1.5 4.32 Very Good 

Y1.6 4.23 Very Good 

Y1.7 4.39 Very Good 

Y1.8 4.25 Very Good 

Based on the descrilptilve analysils, the mlean scores ranged froml 4.14 to 4.39, wilth an 

overall average of 4.27, ilndilcatilng that the respondents’ attiltudes toward customler loyalty are 

good. The hilghest mlean score of 4.39 relates to the level of comlmliltmlent amlong Sakura Petshop 

Cilmlahil customlers to contilnue purchasilng cat food sold at Sakura Petshop Cilmlahil rather than 

choosilng other alternatilves, whille the lowest mlean score of 4.14 relates to the level of consilstency 

amlong Sakura Petshop Cilmlahil customlers iln usilng the delilvery servilce iln the future. 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Bimo Hendrianto, et al 

The Effect of Cat Food Product Quality and Quality of Delivery Service on Customer Loyalty … 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj                                       14531 

   

Classical Assumption Test 

Table 3. Results of the Classical Assumptions Test 

No 
Type of Classical 

Assumption Test 

Acceptance 

Criteria for Test 

Results 

Test Results Interpretation 

1 

Normlalilty Test for 

Equatilon 1 
(Silg) > 0.05 (Silg) = 0.098 

Data Are Normlally 

Dilstrilbuted Normlalilty Test for 

Equatilon 2 
(Silg) > 0.05 (Silg) = 0.264 

2 

MLultilcollilnearilty Test 

for Equatilon 1 

Tolerance value > 

0.1 and VILF < 10 

• X1 Tolerance 

value = 0.844 

or VILF = 

1.185 

• X2 Tolerance 

value = 0.844 

or VILF = 

1.185  

There ils no 

correlatilon amlong 

the ilndependent 

varilables 

MLultilcollilnearilty Test 

for Equatilon 2 

Tolerance value > 

0.1 and VILF < 10 

• X1 Tolerance 

value = 0.714 

or VILF = 

1.410 

•  X2 Tolerance 

value = 0.628 

or VILF = 

1.592 

• Z Tolerance 

value = 0.539 

or VILF = 

1.857 

There ils no 

correlatilon amlong 

the ilndependent 

varilables 

3 

Heteroscedastilcilty test 

for equatilon 1 
(Silg) > 0.05 

• X1 (Silg) = 

0.820 

• X2 (Silg) = 

0.409 

There ils no equalilty 

of varilance iln the 

regressilon mlodel 

resilduals; 

heteroscedastilcilty 

does not occur 

Heteroscedastilcilty Test 

for Equatilon 2 
(Silg) > 0.05 

• X1 (Silg) = 

0.0885 

• X2 (Silg) = 

0.913 

• Z (Silg) = 0.79 

 

There ils no equalilty 

of varilance iln the 

regressilon mlodel 

resilduals, 

ilndilcatilng no 

heteroscedastilcilty 

 

Based on the results of the classilcal assumlptilon tests iln Table 3, ilt ils known that iln the 

normlalilty test, the silgnilfilcance value of the filrst equatilon (silg.) ils 0.098 > 0.05 and for the second 

equatilon (silg.) ils 0.264 > 0.05, whilch mleans that the data are normlally dilstrilbuted. Furthermlore, 

the results of the mlultilcollilnearilty test show that each ilndependent varilable has a tolerance value 

> 0.10 and a VILF < 10. Thils ilndilcates that the mlodel ils free froml mlultilcollilnearilty there ils no 

correlatilon amlong the ilndependent varilables. Furthermlore, the results of the heteroscedastilcilty 

test usilng the Glejser test show that each varilable has a silgnilfilcance value (silg.) > 0.05. Thils 

proves that the regressilon mlodel ils free froml heteroscedastilcilty; that ils, there ils no ilndependent 

varilable that silgnilfilcantly ilnfluences the absolute resildual values. 
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Results of the Hypothesis Test (T-Test) and Sobel Test 

Multiple Regression Test 

Equation 1 

Table 4. Results of the Multiple Regression Test 

Model 

Unstandardized Coefficients 
Standardized 

Coefficients 

t-

value 
sig 

B Std. Error Beta 

(Constant) -0.766 1.922  -0.399 0.691 

Product 

Qualilty 
0.174 0.057 0.236 3,031 0.003 

Qualilty of 

Delilvery 
0.332 0.067 0.386 4.965 0.000 

a. Dependent Variable: Customer Satisfaction 

Based on Table 4, the followilng mlultilple regressilon equatilon can be derilved: 

Z = -0.766 + 0.174X1 + 0.332X2 

 Referrilng to the results of the mlultilple regressilon analysils, ilt ils known that a constant 

value of -0.766 ilndilcates that ilf all varilables are zero, customler satilsfactilon willl be -0.766 unilts. 

Product qualilty has a posiltilve and silgnilfilcant dilrect effect on customler satilsfactilon, as evildenced 

by the coeffilcilent (B) of 0.174, a calculated t-value of 3.031 (greater than the criltilcal t-value of 

1.6566), and a p-value of 0.0015 (less than 0.05). Furthermlore, the qualilty of delilvery servilce has 

a posiltilve and silgnilfilcant dilrect effect on customler satilsfactilon, as evildenced by the coeffilcilent 

(B) of 0.332, a calculated t-value of 4.965 whilch ils greater than the criltilcal t-value of 1.6566 and 

a silgnilfilcance level of 0.000, whilch ils less than 0.05. Therefore, the mlanagemlent of Sakura 

Petshop Cilmlahil should priloriltilze ilmlprovilng all ilndilcators that mlake up product qualilty and 

qualilty of delilvery servilce, as thils ils expected to have a posiltilve ilmlpact on customler satilsfactilon. 

Every 1-unilt ilncrease iln product qualilty and qualilty of delilvery servilce can lead to an ilncrease of 

0.174 and 0.332 unilts, respectilvely, iln customler satilsfactilon.  

 

Equation 2 

Table 5. Multiple Regression Test Results 

Model 

Unstandardized Coefficients 
Standardized 

Coefficients 
t-

value 
sig 

B Std. Error Beta 
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(Constant) 8.143 2.428  3,354 0.001 

Product Qualilty 0.316 0.075 0.280 4.225 0.000 

Qualilty of 

Delilvery 
0.483 0.091 0.367 5.284 0.000 

Customler 

Satilsfactilon 
0.400 0.106 0.262 3.778 0.000 

b. Dependent Variable: Customer Loyalty 

Based on Table 5, the followilng mlultilple regressilon equatilon can be derilved: 

Y = 8.143 + 0.316X1 + 0.483X2 + 0.400Z 

Based on the results of the mlultilple regressilon analysils, ilt ils evildent that a constant value 

of 8.143 ilndilcates that ilf all varilables were zero, customler loyalty would stilll be 8.143 unilts. 

Product qualilty has a posiltilve and silgnilfilcant effect on customler loyalty, as evildenced by the 

coeffilcilent (B) of 0.316, a calculated t-value of 4.225 (greater than the criltilcal t-value of 1.6566), 

and a p-value of 0.000 (less than 0.05). Furthermlore, the qualilty of delilvery servilce has a posiltilve 

and silgnilfilcant effect on customler loyalty, as evildenced by the coeffilcilent (B) of 0.483, a 

calculated t-value of 5.284 whilch ils greater than the criltilcal t-value of 1.977 and a silgnilfilcance 

level of 0.000, whilch ils less than 0.05. Furthermlore, customler satilsfactilon has a posiltilve and 

silgnilfilcant effect on customler loyalty, as evildenced by the coeffilcilent (B) of 0.400, a calculated 

t-value of 3.778 whilch ils greater than the table t-value of 1.6566 and a silgnilfilcance level of 0.000, 

whilch ils less than 0.05. Therefore, the mlanagemlent of Sakura Petshop Cilmlahil should priloriltilze 

ilmlprovilng all ilndilcators that mlake up product qualilty, qualilty of delilvery servilce, and customler 

satilsfactilon, as these are expected to have a posiltilve ilmlpact on customler loyalty. Every 1-unilt 

ilncrease iln product qualilty, qualilty of delilvery servilce, and customler satilsfactilon can lead to an 

ilncrease of 0.316, 0.483, and 0.400 unilts, respectilvely, iln customler loyalty. 

 

Sobel Test 

The Sobel test ailmls to determlilne the role of customler satilsfactilon iln mledilatilng the 

ilndilrect effects of product qualilty on customler loyalty and the qualilty of delilvery servilce on 

customler loyalty. Thils Sobel test was conducted usilng the onlilne Sobel test calculator availlable 

at quantpsy.org/sobel/sobel.html. 

Table 6. Sobel Test Results 

Relatilonshilps 

Amlong the 

Hypothesilzed 

Varilables 

a b Sa Sb 

Sobel Test 

Results 

(calculated 

t) 

Acceptance 

Crilterila 

Test 

Sobel 

P-

Value 
ILnterpretatilon 

product qualilty 

→ customler 

satilsfactilon → 
customler 

loyalty 

0.174 0.400 0.067 0.106 2.373 

t-calculated > t-

table = 1.977 

0.017 

Customler 

satilsfactilon 

successfully 

mledilates the 

effects of 

product 

qualilty and 

qualilty of 

delilvery on 

customler 

loyalty 

qualilty of 

delilvery → 
customler 

satilsfactilon → 
customler 

loyalty 

0.332 0.400 0.067 0.106 2.271 0.002 
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Notes: 

a = regressilon coeffilcilent of the ilndependent varilable on the ilntervenilng varilable. 

b = regressilon coeffilcilent of the ilntervenilng varilable on the dependent varilable. 

Table 6 presents the results of the test examlilnilng the mledilatilng role of customler satilsfactilon 

iln the relatilonshilp between product qualilty and qualilty of delilvery servilce and customler loyalty. 

ILn the filrst relatilonshilp, the Sobel test for the effect of product qualilty on customler loyalty 

through customler satilsfactilon yilelded a calculated t-value of 2.373, whilch ils greater than the 

criltilcal t-value of 1.977, and a p-value of 0.017, whilch ils less than 0.05. MLeanwhille, iln the second 

relatilonshilp, the Sobel test for the effect of delilvery servilce qualilty on customler loyalty through 

customler satilsfactilon yilelded a calculated t-value of 2.271, whilch ils greater than the criltilcal t-

value of 1.977, and a p-value of 0.002, whilch ils less than 0.05. Thus, these overall results ilndilcate 

that customler satilsfactilon silgnilfilcantly mledilates both the effect of product qualilty and the effect 

of delilvery servilce qualilty on customler loyalty. 

 

Hypothesis Test Results 

Table 7. Hypothesis Test Results 

Hypothesils 
Relatilonshilps Amlong 

Varilables 

T-

value 
Silg 

ILnterpretatilon of Hypothesils Test 

Results 

H1 
Product Qualiltyt → 

Customler Satilsfactilon 
3.031 0.003 

H0 was 

rejected 

The alternatilve 

hypothesils (Ha) ils 

supported by the 

emlpilrilcal data 

H2 
Qualilty of Delilvery → 

Customler Satilsfactilon 
4.965 0.000 

H0 was 

rejected 

The alternatilve 

hypothesils (Ha) ils 

supported by the 

emlpilrilcal data 

H3 
Customler satilsfactilon → 

Customler loyalty 
3.778 0.000 

H0 was 

rejected 

The alternatilve 

hypothesils (Ha) ils 

supported by the 

emlpilrilcal data 

H4 

Product qualilty → 

Customler satilsfactilon → 

Customler loyalty 

4.225 0.000 
H0 ils 

rejected 

The alternatilve 

hypothesils (Ha) ils 

supported by the 

emlpilrilcal data 

H5 

Qualilty of delilvery → 

Customler Satilsfactilon → 

Customler loyalty 

3.778 0.000 
H0 was 

rejected 

The alternatilve 

hypothesils (Ha) ils 

supported by the 

emlpilrilcal data 

 

Notes: 

1. H0 ils rejected ilf t-calculated > t-table or silg ≤ 0.05 

2. * = t-table (mlultilple regressilon) of 1.977  

3. ** = t-table (Sobel test) of 1.977 

 

DISCUSSION 

Hypothesis 1: Product quality has a positive effect on customer satisfaction. 

Based on the results of the hypothesils test, H1 successfully rejects H0. Thils proves that 

product qualilty has a posiltilve effect on customler satilsfactilon. These filndilngs are supported by 

previlous research by Septilarilnil (2022), whilch showed that product qualilty has a posiltilve and 
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silgnilfilcant effect on customler satilsfactilon. Aulila & Herawatil (2023) also found that product 

qualilty has a posiltilve and silgnilfilcant effect on customler satilsfactilon. Furthermlore, Jauharil et al. 

(2025) demlonstrated that product qualilty has a posiltilve effect on customler satilsfactilon.  

Hypothesis 2: The quality of delivery service has a positive effect on customer 

satisfaction. 

The results of the H2 test ilndilcate that H0 has been successfully rejected. Thils proves 

that the qualilty of delilvery servilce has a posiltilve and silgnilfilcant effect on customler satilsfactilon. 

These filndilngs are supported by previlous research by Billkils et al. (2025), whilch showed that the 

qualilty of delilvery servilce has a posiltilve effect on customler satilsfactilon. Accordilng to Hanafil & 

Harahap (2024), the qualilty of delilvery servilce has a posiltilve and silgnilfilcant effect on customler 

satilsfactilon. Addiltilonally, accordilng to Ailnassyilfa (2024), the qualilty of delilvery servilce has a 

posiltilve and silgnilfilcant effect on customler satilsfactilon. 

Hypothesis 3: Customer satisfaction has a positive effect on customer loyalty. 

 The results of the H3 test successfully rejected H0. Thils proves that customler satilsfactilon 

has a posiltilve and silgnilfilcant effect on customler loyalty. These filndilngs are supported by 

previlous research by ILndana (2020), whilch showed that customler satilsfactilon has a posiltilve and 

silgnilfilcant effect on customler loyalty. Accordilng to Taufilk et al. (2023), customler satilsfactilon 

has a posiltilve and silgnilfilcant effect on customler loyalty. Accordilng to Parsana & Gilantaril, 

customler satilsfactilon has a posiltilve and silgnilfilcant effect on customler loyalty. Furthermlore, 

accordilng to Hanilfah & Nurmlansyah (2024), customler satilsfactilon has a posiltilve and silgnilfilcant 

effect on customler loyalty. 

Hypothesis 4: Customer satisfaction mediates the effect of product quality on customer 

loyalty. 

 The results of the H4 test successfully rejected H0. Thils proves that customler satilsfactilon 

plays a mledilatilng role iln the relatilonshilp between product qualilty and customler loyalty. These 

filndilngs are supported by previlous research; accordilng to Fauzan & Dhamlerila (2026) found that 

customler satilsfactilon acts as a mledilator iln the relatilonshilp between product qualilty and 

customler loyalty. Accordilng to Gunawan et al. (2024), customler satilsfactilon mledilates the 

relatilonshilp between product qualilty and customler loyalty. Furthermlore, accordilng to Gemlilna 

et al. (2023), customler satilsfactilon mledilates the relatilonshilp between product qualilty and 

customler loyalty. 

Hypothesis 5: Customer satisfaction mediates the effect of delivery service quality on 

customer loyalty. 

 The results of the H5 test successfully rejected H0. Thils proves that customler satilsfactilon 

mledilates the effect of delilvery servilce qualilty on customler loyalty. These filndilngs are supported 

by previlous research by Ramladilnka (2024), whilch showed that customler satilsfactilon acts as a 

mledilatilng varilable iln the relatilonshilp between logilstilcs delilvery servilce qualilty and customler 

loyalty. Accordilng to Assyaril et al. (2025), customler satilsfactilon mledilates the relatilonshilp 

between the qualilty of logilstilcs delilvery servilces and customler loyalty. Furthermlore, Hernando 

& Nugroho (2022) found that customler satilsfactilon mledilates the effect of delilvery servilce qualilty 

on customler loyalty. 

 

CONCLUSION 

Thils study demlonstrates that product qualilty and the qualilty of delilvery servilce have a 

posiltilve and silgnilfilcant effect on customler satilsfactilon. Furthermlore, customler satilsfactilon also 
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has a posiltilve and silgnilfilcant effect on customler loyalty and mledilates the ilnfluence of product 

qualilty and qualilty of delilvery servilce on customler loyalty amlong customlers of Sakura Petshop 

Cilmlahil iln the Greater Bandung area. These results ilndilcate that the better the perceilved qualilty 

of cat food and delilvery servilce, the hilgher the level of satilsfactilon felt by customlers, thereby 

fosterilng customler loyalty. The filndilngs of thils study support the Expectatilon Confilrmlatilon 

Theory (ECT) proposed by Olilver (1980) and further developed by Bhattacherjee (2001). ILn the 

context of thils study, the product qualilty of cat food and the qualilty of delilvery servilce represent 

perceilved performlance, whilch ils comlpared agailnst customlers’ ilniltilal expectatilons. When the 

performlance receilved mleets or exceeds customler expectatilons (confilrmlatilon), customler 

satilsfactilon ils establilshed, whilch iln turn fosters customler loyalty. Thus, thils study reilnforces the 

notilon that customler satilsfactilon serves as a mledilatilng mlechanilsml that explailns how product 

qualilty and the qualilty of delilvery servilce contrilbute to the formlatilon of customler loyalty. 

 Thils study contrilbutes to the developmlent of lilterature iln the fileld of mlarketilng 

mlanagemlent by reilnforcilng Expectatilon Confilrmlatilon Theory (ECT), whilch explailns that 

product qualilty and the qualilty of delilvery servilce that mleet or exceed customler expectatilons willl 

ilncrease customler satilsfactilon, thereby fosterilng customler loyalty. ILn addiltilon to reilnforcilng the 

filndilngs of previlous studiles, thils research also offers novelty iln termls of ilts research subjects, 

namlely customlers of Sakura Petshop Cilmlahil who purchase cat food wilth delilvery servilce iln the 

Greater Bandung area. The lilmliltatilons of thils study lile iln ilts samlple, whilch ils restrilcted to 

customlers of Sakura Petshop Cilmlahil, mleanilng the results cannot yet be broadly generalilzed, as 

well as the use of a quantiltatilve approach wilth a closed-ended questilonnailre, whilch ils unable to 

explore customler experilences iln depth. Therefore, future research ils recomlmlended to expand the 

scope of the study, emlploy a qualiltatilve or mlilxed-mlethods approach, and develop a research 

mlodel by ilncorporatilng varilables such as customler trust, perceilved value, brand ilmlage, customler 

experilence, or swiltchilng costs as mledilatilng or mloderatilng varilables to gailn a mlore comlprehensilve 

understandilng of customler loyalty formlatilon. 

Based on the results of thi ls study, ilt ils evildent that Sakura Petshop Cilmlahil needs to 

priloriltilze ilmlprovilng product qualilty by provildilng cat food wilth mlore optilmlal nutriltilonal content, 

partilcularly that whilch supports skiln and coat health. However, the lowest mlean froml the 

descrilptilve analysils ilndilcates that regardilng the perceilved benefilts of the nutriltilonal content iln 

Sakura Petshop Cilmlahil’s cat food for mlailntailnilng customlers cats skiln health, the average score 

was 4.16. Although thils score stilll falls wilthiln the “very good” category, the results suggest that 

customlers’ perceptilons of the product’s nutriltilonal benefilts for mlailntailnilng cat skiln health remlailn 

relatilvely lower comlpared to other product qualilty ilndilcators. Therefore, thils aspect should be a 

focus for mlanagemlent as an opportunilty to ilmlprove customler perceptilons of the qualilty of cat 

food products. Sakura Petshop also needs to ilmlprove the qualilty of ilts delilvery servilce by ensurilng 

on-tilmle delilvery, accurate order fulfilllmlent, product safety durilng dilstrilbutilon, and the provilsilon 

of clear and easilly accessilble shilppilng ilnformlatilon for customlers. However, based on the lowest 

mlean froml the descrilptilve analysils, the condiltilon of cat food sold at Sakura Petshop Cilmlahil 

whilch was receilved by customlers iln good condiltilon durilng the delilvery process scored an average 

of 4.10. Although thils score stilll falls wilthiln the “very good” category, the results ilndilcate that the 

condiltilon of products receilved by customlers durilng delilvery remlailns an area wilth rooml for 

ilmlprovemlent comlpared to other ilndilcators of delilvery servilce qualilty. Therefore, the 

mlanagemlent of Sakura Petshop Cilmlahil needs to pay greater attentilon to the qualilty of delilvery 

servilce by ensurilng that the condiltilon of the products remlailns good untill they are receilved by 
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customlers through mlore optilmlal packagilng and dilstrilbutilon processes. Gilven that customler 

satilsfactilon has been proven to act as a mledilatilng varilable iln shapilng customler loyalty, the lowest 

mlean froml the descrilptilve analysils shows that Sakura Petshop Cilmlahil customlers’ willlilngness to 

mlake future purchases at the store scored an average of 3.96. Although thils value stilll falls wilthiln 

the “good” category, these results ilndilcate that customlers’ willlilngness to mlake future transactilons 

stilll has rooml for ilmlprovemlent comlpared to other customler satilsfactilon ilndilcators. Therefore, 

the mlanagemlent of Sakura Petshop Cilmlahil needs to pay greater attentilon to the customler 

experilence through responsilve servilce, product educatilon, professilonal comlplailnt handlilng, as 

well as the developmlent of loyalty programls and the utillilzatilon of dilgiltal mledila. Furthermlore, 

based on the lowest mlean froml the descrilptilve analysils, the level of consilstency amlong Sakura 

Petshop Cilmlahil customlers iln usilng the delilvery servilce iln the future scored an average of 4.14. 

Although thils score remlailns iln the “very good” category, the results suggest that customler 

consilstency iln utillilzilng the delilvery servilce stilll has rooml for ilmlprovemlent comlpared to other 

customler loyalty ilndilcators. Therefore, the mlanagemlent of Sakura Petshop Cilmlahil needs to focus 

on efforts to mlailntailn and enhance customler trust iln the delilvery servilces provilded. These efforts 

are expected to ilncrease customler satilsfactilon, encourage customlers to mlake repeat purchases and 

contilnue usilng the delilvery servilce, and strengthen customler loyalty on an ongoilng basils thereby 

enhancilng Sakura Petshop Cilmlahil’s comlpetiltilveness amlild the ilncreasilngly comlpetiltilve petcare 

ilndustry.  

 

REFERENCE 

 Ailnassyilfa, F. A. (2023). Pengaruh kuali ltas layanan, perceilved value, dan kepercayaan terhadap kepuasan 

pelanggan pada layanan jasa pengi lrilmlan. ILndonesilan Journal of Econom lilcs, Busilness, Accountilng, and 

MLanagemlent (ILJEBAML), 1(6). https://doil.org/10.63901/iljebaml.v1il6.40 

Assyaril, R., Filrdaus, ML. IL., MLaemlunah, S., Purba, O. R., & Veroni lca. (2025). Pengaruh logi lstilcs servilce qualilty 

dan on-tilmle delilvery terhadap custom ler loyalty m lelaluil customler satilsfactilon (Studil pada PT MLagenta 

MLedila). Jurnal Ekonom lil MLanajemlen Silsteml ILnformlasil, 7(2). https://doil.org/10.38035/jem lsil.v7il2.6842 

Aulila, A. A., & Herawatil, S. (2023). The effect of product quali lty on repurchase ilntentilon mledilated by customler 

satilsfactilon of Zoya MLuslilml Fashilon iln Bandung Cilty. Portofolilo: Jurnal Ekonom lil, Bilsnils, MLanajemlen, 

dan Akuntansil, 20(2), 143–156. https://doil.org/10.26874/portofoli lo.v20il2.368 

Bhattacherjee, A. (2001). Understandi lng ilnformlatilon systemls contilnuance: An expectatilon–confilrmlatilon mlodel. 

MLILS Quarterly, 25(3), 351–370. https://doil.org/10.2307/3250921 

Billkils, A., Yusran, H. L., Rapi llau, & Ham lild. (2025). The i lnfluence of delilvery servilce qualilty on custom ler 

satilsfactilon: A case study of Shopee Express. Al-Zayn: Jurnal ILlmlu Sosilal & Hukum l, 4(1). 

https://doil.org/10.61104/alz.v4i l1.3122  

Chopra, S., & MLeilndl, P. (2016). Supply chai ln mlanagemlent: Strategy, plannilng, and operatilon (6th ed.). Boston, 

MLA: Pearson. 

Do, H. T., Nguyen, T. T., & colleagues. (2025). Roles of logi lstilcs servilce qualilty iln shapilng Generatilon Z 

customlers’ behaviloral ilntentilons iln e‑comlmlerce. PLOS ONE, 20(5), e0323962. 

https://journals.plos.org/plosone/arti lcle?ild=10.1371%2Fjournal.pone.0323962  

Euromloniltor ILnternatilonal. (2025). Pet food and ani lmlal feeds iln ILndonesila: ILSILC 1533. Eurom loniltor 

ILnternatilonal. https://www.eurom loniltor.coml/pet-food-and-anilmlal-feeds-iln-ilndonesila-ilsilc-1533/report 

dilakses pada 3 Julil 2026. 

Effendil, S., & Tukilran. (2012). MLetode peneliltilan surveil (Edilsil revilsil). Jakarta: LP3ES. 

Fauzan, N. A. B., & Dham lerila, V. (2026). The effect of product quali lty on consumler loyalty m ledilated by 

customler satilsfactilon: Evildence from l Persilb Bandung Offilcilal Store MLerchandilse. Jurnal MLanajemlen. 

https://doil.org/10.32832/jm l-uilka.v17il2.22335 

Garviln, D. A. (1987). Com lpetilng on the eilght dilmlensilons of qualilty. Harvard Busilness Revilew, 65(6), 101–109. 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Al-Kharaj: Journal of Islamic Economic and Business 
Volume 8 (3), 2026 

 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj                                       14538 

   

https://hbr.org/1987/11/com lpetilng-on-the-eilght-dilmlensilons-of-qualilty 

Gemlilna, D., ILskandar, E. A., & Karti lnil, T. (2023). Custom ler satilsfactilon mledilates product qualilty and promlotilon 

to customler loyalty. JEMLBA: Jurnal Ekonom lil, MLanajemlen, Bilsnils dan Akuntansil, 2(5). 

https://doil.org/10.53625/jem lba.v2il5.6476  

Grand Vilew Research. (2025). Pet care m larket silze, share & growth report. 

https://www.grandvilewresearch.com l/ilndustry-analysils/pet-care-mlarket dilakses pada 3 Julil 2026  

Grilffiln, J. (2005). Custom ler loyalty: m lenumlbuhkan dan m lemlpertahankan kesetilaan pelanggan. Jakarta: 

Erlangga. 

Gunawan, D., Nai lnggolan, R., & Effendi l, L. V. (2024). The effect of product quali lty and prilce on custom ler 

loyalty through custom ler satilsfactilon. Jurnal Entrepreneur dan Entrepreneurshi lp, 13(1), 39–52. 

https://doil.org/10.37715/jee.v13i l1.4379 

Hanafil, D., & Harahap, R. S. P. (2024). Analysi ls of the effect of delilvery servilce qualilty on custom ler satilsfactilon 

of PT. JNE. Journal of MLanagemlent Scilence, 6(1). https://doi l.org/10.52103/jm ls.v6il1.2044 

Hanilfah, A. N., & Nurm lansyah, A. A. H. (2024). Pengaruh kuali ltas produk terhadap loyali ltas pelanggan yang 

dilmledilasil oleh kepuasan pelanggan pada Toko Dunki ln’ Donuts dil Kota Bandung. COSTILNG: Journal of 

Economlilc, Busilness and Accountilng, 7(5). https://doi l.org/10.31539/costilng.v7il5.1201 

Hassan, ML., Rahmlan, ML., & ILslaml, T. (2024). Custom ler satilsfactilon and loyalty iln onlilne delilvery servilces. 

ILnternatilonal Journal of Busilness and MLanagemlent, 19(2), 88–101. https://doil.org/10.5539/iljbml.v19n2p88 

Hernando, H., & Nugroho, J. (2022). Deli lvery qualilty and loyalty of GoFood custom lers: The m ledilatilon role of 

customler satilsfactilon Jurnal MLanajemlen MLaranatha, 22(1), 17–26. 

https://doil.org/10.28932/jm lml.v22il1.4886 

ILndana, R. (2020). Effect of custom ler value and satilsfactilon on custom ler loyalty: Evildence on ILndonesilan ILslamlilc 

Bank. EkBils: Jurnal Ekonom lil dan Bilsnils, 4(1). https://doi l.org/10.14421/EkBils.2020.4.1.1248 

ILndilrrarahmlah, S., & Trilwahyu Putra, H. (2024). Pengaruh Brand I Lmlage dan Product Qualilty terhadap 

Repurchase ILntentilon m lelaluil Customler Trust pada Produk Teh Botol Sosro di l Bandung Raya. OILKOS: 

Jurnal Kajilan Pendildilkan Ekonom lil dan ILlmlu Ekonom lil, 8(2), Artilcle 15128. 

https://journal.unpas.ac.i ld/ilndex.php/oilkos/artilcle/vilew/15128 

Jauharil, ML., Chrilstilan, T. F., & Adryan, E. (2025). Analysi ls of the ilnfluence of product quali lty, delilvery qualilty, 

and servilce qualilty on custom ler satilsfactilon at CV Unggas Karya MLandilril. JMLBIL UNSRAT (Jurnal ILlmlilah 

MLanajemlen Bilsnils dan ILnovasil Unilversiltas Saml Ratulangil), 12(3). 

https://doil.org/10.35794/jm lbil.v12il3.64430 

Kotler, P. (2003). MLarketilng m lanagemlent: Analysils, plannilng, ilmlplemlentatilon, and control (11th ed.). Upper 

Saddle Rilver, NJ: Prentilce Hall. 

Kotler, P., & Keller, K. L. (2016). M Lanajemlen pemlasaran (Edilsil ke-15). Jakarta: Erlangga.  

Lee, S., & Kilml, J. (2023). Understandi lng customler satilsfactilon iln onlilne delilvery servilces usilng expectatilon 

confilrmlatilon theory. Asila Pacilfilc MLanagemlent Revilew, 28(4), 412–420. 

https://doil.org/10.1016/j.apm lrv.2023.04.002 

MLentzer, J. T., Flilnt, D. J., & Hult, G. T. ML. (2001). Logilstilcs servilce qualilty as a segmlent-customlilzed process. 

Journal of MLarketilng, 65(4), 82–104. https://doil.org/10.1509/jm lkg.65.4.82.18390 

Nguyen, ML. H., & Lee, C. (2025). The i lmlpact of last‑m lille delilvery logilstilcs servilce qualilty on customler 

satilsfactilon and loyalty. ILnternatilonal Journal of Busilness Studiles, 13(2), 77–95. 

https://publilsher.unilmlas.mly/ojs/ilndex.php/ILJBS/artilcle/vilew/8294 

Novilasaril, D. W., Hildayatullah, S., Sulilstyorilnil, E., Alvilanna, S., & Patalo, R. G. (2025). The role of custom ler 

satilsfactilon as a mledilator: The relatilonshilp between product quali lty, servilce qualilty, and ilnformlatilon 

qualilty towards loyalty. Busi lness MLanagemlent Research, 4(2), 153–168. 

https://doil.org/10.26905/bi lsmlar.v4il2.16567 

Olilver, RL (1980). MLodel kogniltilf anteseden dan konsekuensi l keputusan kepuasan. Jurnal Ri lset Pemlasaran, 17 

(4), 460-469. https://doil.org/10.1177/002224378001700405 

Olilver, R. L. (1997). Sati lsfactilon: A behaviloral perspectilve on the consum ler. New York, NY: MLcGraw-Hilll. 

Parsana, D. N. W. D., & Gi lantaril, IL. G. A. K. (2020). Peran custom ler satilsfactilon mlemloderasil pengaruh 

relatilonshilp mlarketilng terhadap custom ler loyalty (Studil pada PT Bank BRIL Cabang Gatot Subroto 

Denpasar). E-Jurnal MLanajemlen, 9(5), 1656–1675. https://doil.org/10.24843/EJMLUNUD.2020.v09.i l05.p01 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Bimo Hendrianto, et al 

The Effect of Cat Food Product Quality and Quality of Delivery Service on Customer Loyalty … 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj                                       14539 

   

Putra, A. Y., & Sulastril, D. (2024). The effect of product quali lty and servilce qualilty on customler loyalty through 

customler satilsfactilon. ILnternatilonal Journal of ILslamlilc Economlilcs & Socilal Scilences, 6(1), 45–57. 

https://e-journal.uac.ac.ild/ilndex.php/ililjse/artilcle/vilew/4941 

Rafmladilnil, N., Santosa, W., & Sati ltildjatil Dewayana, T. (2025). The i lnfluence of delilvery tilmle, servilce qualilty, 

product qualilty and condiltilon on custom ler loyalty am long Gen Z e-comlmlerce custom lers iln Jakarta vila 

customler satilsfactilon. Jurnal MLanajemlen & Keuangan, 14(3), 1169–1182. 

https://doil.org/10.22437/jm lk.v14il03.47120 

Rahmlawatil, N. N., & Dham lerila, V. (2025). The i lnfluence of product quali lty on customler loyalty m ledilated by 

customler satilsfactilon iln Scarlett Whiltenilng seruml products iln Bandung Cilty. JPEKA: Jurnal Pendi ldilkan 

Ekonomlil, MLanajemlen dan Keuangan, 9(2), 163–176. https://doil.org/10.26740/jpeka.v9n2.p163-176 

Ramladilnka, R. IL., & ILrjayantil, ML. (2024). Pengaruh logi lstilcs servilce qualilty terhadap custom ler loyalty dengan 

customler satilsfactilon sebagail varilabel ilntervenilng pada logilstilcs servilce provilder (Studil kasus Pos 

ILndonesila). COSTILNG: Journal of Econom lilc, Busilness and Accountilng, 7(5). 

https://doil.org/10.31539/costi lng.v7il5.11464 

Sekaran, U., & Bougi le, R. (2017). MLetode peneliltilan untuk bilsnils: Pendekatan pengem lbangan-keahlilan (Edilsil 

6). Jakarta: Salem lba Emlpat. 

Septilarilnil, E. (2022). Pengaruh kuali ltas produk actilvewear terhadap kepuasan pelanggan dengan kuali ltas 

pelayanan elektronilk (E-servqual) sebagail varilabel mledilasil (Studil kasus generasil Z dil Kota Cilmlahil). 

Portofolilo: Jurnal Ekonom lil, Bilsnils, MLanajemlen, dan Akuntansil, 19(1), 59–76. 

https://doil.org/10.26874/portofoli lo.v19il1.242 

Taufilk, A., Santoso, S., Fahm lil, ML. IL., Restuanto, F., & Yam liln, S. (2023). The role of servi lce and product qualilty 

on customler loyalty. Journal of Consum ler Scilences, 7(1), 68–82. https://doil.org/10.29244/jcs.7.1.68-82 

Tjilptono, F. (2009). Pem lasaran jasa dan kepuasan pelanggan. Bayum ledila Publilshilng. 

http://reposiltory.uniltomlo.ac.ild/2773/1/PEMLASARAN%20DAN%20KEPUASAN%20PELANGGAN.pdf 

Tjilptono, F. (2015). Strategi l pemlasaran (4th ed.). Yogyakarta: ANDI L. 

Tjilptono, F. (2019). Pem lasaran jasa: Prilnsilp, penerapan, dan peneli ltilan. Yogyakarta: Andil. 

Wawasan Pasar MLasa Depan. (2025). Pasar perawatan hewan peli lharaan ILndonesila. 

https://www.futurem larketilnsilghts.coml/reports/ilndonesila-pet-care-mlarket dilakses pada 18 Septem lber 2025 

Zeilthamll, V. A., Biltner, ML. J., & Grem ller, D. D. (2013). Servi lces mlarketilng: ILntegratilng custom ler focus across 

the filrml (6th ed.). New York: MLcGraw-Hilll ILrwiln. 

 

 

 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj

