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ABSTRACT: This study aims to identify and analyze the determinant factors that influence customer loyalty.
The sample technique used in this study uses judgment non-probability sampling, namely purposive sampling
using several criteria that the researcher determined at the beginning of the study. The sample used was 109
people. While the analysis technique used in this study is to use path analysis. The research results obtained:
(1) service quality affects customer loyalty; (2) the discount rate affects customer loyalty; (3) customer
satisfaction affects customer loyalty; (4) service quality influences customer satisfaction; (5) the discount rate
affects customer satisfaction; (6) customer satisfaction affects loyalty through customer satisfaction; (7) the
discount rate affects loyalty through customer satisfaction. So it can be interpreted that the use of customer
satisfaction variables is a good intervening variable in explaining the variation in effect between service
variables and partial discount rates on customer loyalty either directly or indirectly.
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l. INTRODUCTION

In the era of globalization, technological developments have resulted in increased competition,
especially in the service and product business sector. Many companies offer quality products and services and
are able to compete in the market (Tjiptono & Gregorius, 2012). In line with the progress and development of
the business world as it is today, it will increasingly reflect a highly competitive business situation, where the
success of this competency is determined by market anticipation and quick response to any changing needs and
consumer behavior.

The biggest challenge for golf course service providers is the increasing number of new competitors,

especially the challenge of increasing the NOP (number of players) or the number of golfers, both frequent
visitors and new players. In meeting these challenges, efforts are needed to improve service quality (Lupiyoadi
& Hamdani, 2017; Griffin, 2015) and provide discount rates (Sutisna, 2018) to encourage players to come,
because the more discounts offered, the more they will minimize their expenses.
Golf course providers must be able to compete with their competitors in providing quality services that have an
impact on customer satisfaction and loyalty. A golf course provider is said to be successful in winning business
competition, if they are able to provide better products and services than their competitors, while being able to
adapt to any environmental changes, (Brady & Cronin, 2016).

Emeralda Golf Club is a golf course provider company that always tries to improve the quality of its
service to satisfy its customers. Customer satisfaction in question includes all service lines, both from field
services and services at club houses (locker rooms, restaurants, registration, porters and bag drops). If customer
satisfaction has been achieved, it will create an attitude of loyalty from customers, where golfers have a
tendency to make reservations again at the Emeralda Golf Club.

Brady & Cronin (2016), stated that service quality is a reflection of consumer evaluative perceptions
received at a certain time. Service can also be interpreted as the behavior of producers in order to meet the
needs and desires of consumers in order to achieve satisfaction for the consumers themselves. From every
service provided to customers, usually the customer will evaluate the products and services that have been
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received and from the results of the evaluation process carried out, the customer will be able to judge whether
or not he is satisfied with the products and services he gets.

Sutisna (2018), mentions the discount rate as a strategy in marketing by providing a product price
reduction from the normal price within a certain period. Golf course managers are required to always innovate
in determining rates and provide good service to customers in order to build trust and loyalty because customer
satisfaction is everything. Especially now that many new golf courses have started to open services in the
Jabodetabek area, especially Jakarta and Bogor.

Customer satisfaction directly affects customer loyalty. Lupiyoadi & Hamdani (2017), stated that a
high level of customer satisfaction can increase customer loyalty and prevent customer turnover, reduce
customer sensitivity to price, reduce marketing failure costs, increase advertising effectiveness and improve
business reputation. Griffin (2015), states that customer loyalty shows planned and repeated purchasing
behavior, has specific prejudices about what is purchased and from whom the product is obtained. In line with
the description above, it is expected that player loyalty can increase due to the satisfaction they feel due to good
service quality and attractive discount rates from a golf course.

Il. LITERATURE REVIEWS

Customer loyalty is a deeply held commitment to repurchase a preferred product or service in the
future even though situational influences and marketing efforts have the potential to cause customers to switch
(Kotler & Keller, 2017; Oliver, 2015). Griffin (2015) and Kotler & Armstrong (2018), there are several
indicators that can be used to measure customer loyalty: (1) make repurchases; (2) purchases between product
and service lines; (3) refer to others; (4) exhibit immunity to the pull of competitors.
Service quality as a measure of how good the level of service provided is in accordance with customer
expectations or a reflection of the customer's evaluative perception received at a certain time, (Tjiptono &
Chandra, 2015; Brady & Cronin, 2015). Lakasana (2018) and Kottler & Armstrong (2018), there are several
indicators that can be used to measure service quality including: (1) tangible; (2) reliability; (3) responsiveness;
(4) assurances; and (5) empathy.
A discount rate is a price discount given by the seller to the buyer as a reward for activity at a certain normal
price and from the buyer which is pleasing to the seller, (Kotler & Keller, 2017; Tjiptono, 2008). Sutisha
(2002) and Lestari (2018), there are several indicators that can be used to measure the discount rate including:
(1) the amount of the discount; (2) discount period; and; (3) types of products that get discounted prices).
Customer satisfaction is a customer's feeling of pleasure or disappointment that arises from comparing the
perceived performance of products or results to their expressions (Kotler & Keller, 2017; Garpersz, 2016,
Irawan, 2013). Hamdani (2017), Ratha & Aksa (2017), there are several indicators that can be used to measure
customer
satisfaction including: (1) general or overall satisfaction; (2) confirmation of expectations; and (3) comparison
with the ideal situation.

I1l. FORMULATION OF THE PROBLEM

1. In general, golf course service providers in Indonesia, in their pursuit of high growth, pay little attention to
service quality and strategies to provide the best discount rates and satisfy their visitors. In fact, if viewed in the
long term, service quality and discount rates have an impact on customer satisfaction and can be used as a
strategy to win business competition.

2. The existence of almost the same facilities at every golf course, provides a wide opportunity for the public to
choose which golf course they think can provide more services and discount rates according to the needs and
desires of each customer. This has resulted in increasing competition in the golf course industry in attracting
new players or potential customers.

IV. RESEARCH PURPOSES
1. Effect of service quality on customer loyalty.
2. Effect of discount rate on customer loyalty.
3. Effect of customer satisfaction on customer loyalty.
4. Effect of service quality on customer satisfaction.
5. Effect of discount rate on customer satisfaction.
6. The effect of service quality on loyalty through customer satisfaction.
7. Effect of discount rate on loyalty through customer satisfaction.
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V. METHODS
This research uses quantitative methods and the type of research used is explanatory research with an

association research approach, namely research that explains the influence of causality between research
variables through hypothesis testing on the same data. The population in this study are employees at the
Emerald Golf Club in Depok City. The sampling technique uses Slovin sampling with the judgment sampling
method of probability sampling. The number of samples in this study were 109 respondents.

Satisfaction

Customer

Discounts Loyalty
Rate Customer

Image 1. Research design

VI. RESULTS AND DISCUSSION

1. Validity test

0.777 0.185 Valid
0.693 0.185 Valid
0.805 0.185 Valid
0.755 0.185 Valid
0.693 0.185 Valid
0.761 0.185 Valid

Source: Primary data processed with SPSS version 26, 2023.

Table 1. Service Quality Validity Test

It can be explained that the service quality variable has a Pearson product moment correlation value greater
than the value of r table df 109, sig 0.05, which is 0.186. This can be interpreted that the entire statement of
the variable service quality is valid. Following are the results of testing the validity of the data on the
discount rate variable, namely as presented below.

B2l 0534 0.185 Valid
B2 0662 0.185 Valid
X230 0768 0.185 Valid
X4 0.701 0.185 Valid
X250 0706 0.185 Valid
@6 0708 0.185 Valid

Source: Primary data processed with SPSS version 26, 2023.

Table 2. Discount Rate Validity Test

It can be explained that the discount rate variable has a Pearson product moment correlation value that is
greater than the value of r table df 109, sig 0.05, which is 0.186. It can be interpreted that the whole
statement of the discount rate variable is valid. Following are the results of testing the validity of the data on
the customer satisfaction variable, namely as presented below.
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71 0.608 0.185 Valid
2 0.625 0.185 Valid
73 0.723 0.185 Valid
74 0.612 0.185 Valid
Z5 0.701 0.185 Valid
z6 0.660 0.185 Valid

Source: Primary data processed with SPSS version 26, 2023,
Table 3. Customer Satisfaction Validity Test

It can be explained that the customer satisfaction variable has a Pearson product moment correlation value
that is greater than the value of r table df 109, sig 0.05, which is 0.186. This can be interpreted that the
entire statement of the variable customer satisfaction is valid. Following are the results of testing the
validity of the data on the customer loyalty variable as presented below.

L ¥I . ose12 0.185 Valid
=20 0.675 0.185 Valid
| RER 0.185 Valid
CYE 0809 0.185 Valid
B 0695 0.185 Valid
e 0.769 0.185 Valid
B 0739 0.185 Valid
| ¥ | 0.715 0.185 Valid

Source: Primary data processed with SPSS version 26, 2023,

Table 4. Customer Loyalty Validity Test

It can be explained that the discount rate variable has a Pearson product moment correlation value that is
greater than the value of r table df 109, sig 0.05, which is 0.186. This can be interpreted that the entire
statement of the variable customer loyalty is valid.

2. Reliability Test

0.842 Reliable
0.769 Reliable
0.730 Reliable
0.872 Reliable

Sace: Primary data processed with SPSS version 26, 2023.
Table 5. Reliability Test Results

It can be explained that the variables of service quality, discount rate, customer satisfaction and customer
loyalty have a Cronbach's alpha value greater than the value of r table df 109, sig 0.05, which is 0.186. This
can be interpreted that all the variables in this study are valid.
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3. Test Path Analysis
Following are the results of path analysis testing on structure I, which are as presented below.

Service quality 0418  0.000
Discount rates 0.513 0.000 0.469
Source: Primary data processed with SPSS version 26, 2023.

Table 5. Results of Path Analysis (Structure I)

It can be explained that the service quality variable has a p value of 0.000 < an alpha significance value of
0.05. This means that the service quality variable influences customer satisfaction. The beta coefficient
value of 0.418 indicates that if the service quality variable increases by one unit, then the customer
satisfaction variable will also increase by 0.418 times and vice versa.

Meanwhile, the discount rate variable has a p value of 0.000 < an alpha significance value of 0.05. This
means that the discount rate variable affects customer satisfaction. The beta coefficient value of 0.513
indicates that if the discount rate variable increases by one unit, then the customer satisfaction variable will
also increase by 0.513 times and vice versa.

The R square value of 0.469 can be interpreted that variations in the influence of service quality and
discount rate variables can affect customer satisfaction by 0.469 or 46.90%. Meanwhile, the remaining
53.10% is explained by variations in other variables not included in the model and error values. Below is a
summary of the results of path analysis testing on sub-structure I.

4000 X1 i,
/" 0.418
o Y =0 .531
\ 0.813
I.000 2 /

Source: Primary data processed with Smart PLS version 2.0, 2023.

Figure 2. Sub Structure 1

Following are the results of path analysis testing on structure 11, namely as presented below.

Service qualty

0.361 0.000
Discount rates 0.455 ~0.000
Customer ' '
satisfaction 0.299 0.000 0.681

Source: Primary data processed with SPSS version26, 2023,
Table 6. Results of Path Analysis (Structure I1)

It can be explained that the service quality variable has a p value of 0.000 < an alpha significance value of
0.05. This means that the service quality variable influences customer loyalty. The beta coefficient value of
0.361 indicates that if the service quality variable increases by one unit, then the customer loyalty variable
will also increase by 0.361 times and vice versa.

The discount rate variable has a p value of 0.000 < an alpha significance value of 0.05. This means that the
discount rate variable affects customer satisfaction. The beta coefficient value of 0.455 indicates that if the
discount rate variable increases by one unit, then the customer loyalty variable will also increase by 0.455
times and vice versa.

The customer satisfaction variable has a p value of 0.000 < an alpha significance value of 0.05. This means
that the variable customer satisfaction has an effect on customer loyalty. The beta coefficient value of 0.299
indicates that if the customer satisfaction variable increases by one unit, then the customer loyalty variable
will also increase by 0.455 times and vice versa.
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The R square value of 0.681 can be interpreted that variations in the influence of service quality variables,
discount rates and customer satisfaction can affect customer loyalty by 0.681 or 68.10%. Meanwhile, the
remaining 31.90% is explained by variations in other variables not included in the model and error values.
Below is a summary of the results of path analysis tests on sub-structure I. Below is a summary of the
results of path analysis tests on sub-structure I1.
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Source: Primary data processed with Smart PLS version 2.0, 2023.
Figure 2. Sub Structure |

After testing the hypothesis with path analysis using sub-structures I and 11, the results of the total path
analysis can be obtained, which are as presented below.

Source: Primary data processed with Smart PLS version 2.0, 2023.
Figure 2. Total Structure

Furthermore, tests were carried out to measure the level of ability of the customer satisfaction variable in

mediating the service quality variable and the discount rate on customer loyalty partially, namely as
presented below.

[ Tesst sramatic el
fy & B3 Sobef bets 3 JTEST1ME | 0012857
. o | et 3 18715 00VSEN
Goodman et 1 MELSL | 00311543
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Source: Primary data processed with SPSS version 26, 2023.

Table 6. Customer Satisfaction in Mediation

Service Quality Against Customer Loyalty

It can be explained that the calculated t value (sobel test) is 3.217 > the t table value is 1.983. It can be
interpreted that the variable customer satisfaction can mediate the direction of the influence of service
quality variables on customer loyalty either directly or indirectly.
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Source: Primary data processed with SPSS version 26, 2023.
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Table 7. Customer Satisfaction in Mediating Discount Rate Against Customer Loyalty

It can be explained that the calculated t value (sobel test) is 3.91 > the t table value is 1.983. This can be
interpreted that the variable customer satisfaction can mediate the direction of the influence of the discount
rate variable on customer loyalty either directly or indirectly.

V. CONCLUSION
Based on the results of the discussion above, the research results obtained include:
. Service quality affects customer loyalty.
. Discount rate affects customer loyalty.
. Customer satisfaction affects customer loyalty.
. Service quality affects customer satisfaction.
. Discount rate effect on customer satisfaction.
. Service quality influences loyalty through customer satisfaction.
. Discount rate affects loyalty through customer satisfaction.

~NOoO O~ WN B

REFERENCES

[1] Agarwal, R., Ankit, M., Dheeraj, M. 2022. Customer Happiness as a Function of Perceived Loyalty
Program Benefits — A Quantile Regression Approach. Journal of Retailing and Consumer Services.
64(1):102-116.

[2] Ahn, J., Amjad, S., Junkun, P. 2021. Impacts of Cruise Industry Corporate Social Responsibility
Reputation on Customer's Loyalty: Mediating Role of Trust and Identification. International Journal of
Hospitality Management. 92(1):706-715.

[3] Aksara., 1. 2017. The Effect of Discount Rates on Impulse Buying (Study of Visitors to Matahari
Department Store Johan Plaza, Jember. Journal of Economics. 6 (1): 1-12.

[4] Arikunto, S. 2018. Introduction to Research A Practice Approach (Revised Edition 17). Jakarta: Rhineka

Cipta.

[5] Boksberger, P., Melsen, L. 2011. Perceived Value: A Critical Examination of Definitions, Concepts and
Measures for the Service Industry. Journal of Services Marketing. 25(1): 229-240.

[6] Chaker, N., Lisa, L., Duleep, D. 2021. Can Customer Loyalty to a Salesperson be Harmful? Examining

Customer Perception of Salesperson Emotional Labor Strategies Post Ethical Transgressions. Industrial
Marketing Management. 96(1):238-253.

[7] Cooper, D., Skindler. 2010. Business Research Methods. Jakarta: PT Erlangga.

[8] Deng, Z., Lu, Y., Wei, K., Zhang, J. 2013. Understanding Customer Satisfaction and Loyalty: An
Empirical  Study of Mobile Instant Message in China. International Journal of Business and
Management. 16(3):29-35. [8] Farkas, A, Argyro, K., Ralf, W. 2020. Product Assortment and Space
Allocation Strategies to Attract Loyal and Non-Loyal Customers. European Journal of Operational
Research. 285(3):1058-1076.

[9] Ghozali, 1. 2013. Structural Equation Models, Concepts and Applications with the AMOS 19.0 Program.
Semarang: Diponegoro University.

[10] Ghozali, I. 2016. Multivariate Applications with the IBM SPSS 23 Program Edition 8. Semarang:
Diponegoro University.

[11] Ghozali, 1. 2014. Structural Equation Modeling Alternative Methods with Partial Least Square (PLS)
Edition 4. Semarang: Diponegoro University.

[12] Griffin, J. 2015. Customer Loyalty: Growing and Maintaining Customer Loyalty. Jakarta: Salemba
Empat. [13] Ha, H., Janda, S., Muthaly, S. 2010. A New Understanding of Satisfaction Model in
Repurchase Situation. European Journal of Marketing. 44(7):997-1016.

[14] Keller, A., Mila, V., Dirk, T. 2022. How Displaying Price Discounts Can Mitigate Negative Customer
Reactions to Dynamic Pricing. Journal of Business Research. 148(1):277-291.

[15] Kottler, P. Armstrong, G. 2018. Principles of Marketing (Global 17th Edition). United Kingdom:
Pearson Education.

[16] Kottler, P., Keller. 2016. Marketing Management (15th Edition). Harlow: Pearson Education. [17] Li,
M., Shanshan, H. 2022. Contactless but Loyal Customers: The Roles of Anxiety and Sociability in The
Hotel Service Context. Journal of Retailing and Consumer Services. 66(1):77-89.

[18] Lin, C., Douglas, B. 2022. The Impact of Introduction to a Customer Loyalty Program on Category Sales
and Profitability. Journal of Retailing and Consumer Services. 64(1):102-117.

[19] Lung-Hsu, C., Judy, C. 2023. Understanding the User Satisfaction and Loyalty of Customer Service
Chatbots. Journal of Retailing and Consumer Services. 71(1):103-117.

[20] Matsuoka, K. 2022. Effect of Revenue Management on Perceived Valuem Customer Satisfaction and

AJHSSR Journal Page |176



American Journal of Humanities and Social Sciences Research (AJHSSR) 2023

Customer Loyalty. Journal of Business Research. 148(1):131-148.

[21] Mahmoodjanloo, M., Reza, T., Armand, B. 2020. A Multi-Modal Competitive Hub Location Pricing
Problem with Customer Loyalty and Elastic Demand. Computer & Operations Research. 123(1):105-
119.

[22] Nick, J., Bombaij, F. 2022. Designing Successful Temporary Loyalty Programs: An Exploratory Study
on Retailer and Country Differences. International Journal of Research in Marketing. 39(4): 1275-1295.

[23] Nguyen-Phuoc, D. Diep, N., Phuong, T. Diem-Trinh, T., Lester, W. 2020.134 (1) 96-112.

[24] Olli, T., Heikki, K., Hannu, S. 2020. Personalization and Hedonic Motivation in Creating Customer
Experiences and Loyalty in Omnichannel Retail. Journal of Retailing and Consumer Services.
57(1):233- 247.

[25] Pekovic, S., Sylvie, R. 2020. Recipes for Achieving Customer Loyalty: A Qualitative Comparative
Analysis of the Dimensions of Customer Experience. Journal of Retailing and Consumer Services.
56(1):171-186.

[26] Poku, K., Zkari, M., Soali, A. 2013. Impact of Service Quality on Customer Loyalty in the Hotel
Industry: ~ An Empirical Study from Ghana. International Review of Management and Business
Research. 2(2): 600- 609.

[27] Rashed, F., Masoumeh, F. 2014. Impact of Service Quality, Trust and Perceived Value on Customer
Loyalty in Malaysia Services Industries. Procedia: Social and Behavioral Sciences. 164(1):294-304.

[28] Santoso. 2011. Parametric Statistics: Concepts and Applications with SPSS. Jakarta: Salemba Empat.

[29] Savila, 1., Ruhmaya, N., Adhi, S. 2019. The Role of Multichannel Integration, Trust and Offline to
Online Customer Loyalty Towards Repurchase Intention: An Empirical Study in Online to Offline
(020) E Commerce. Procedia Computer Science. 161(1):859-866.

[30] Sugiyono. 2017. Quantitative Research Methods and R&D (Twentieth Edition). Bandung: Alphabet.

[31] ©  Schiffman, G., Kanuk, L., Kumar, R. 2010. Consumer Behavior (Tenth Edition). Prentice Hall: Dorling
Kindersley.

[32] Shiu, E. 2010. Reliability, Validity, Generalizability and the Use of Multi Item Scales. Marketing Scales
Handbook. 1-24.

[33] Srivastava, M., Alok, K. 2018. Mechanics on Engendering Customer Loyalty: A Conceptual Framework.
IIMB Management Review. 30(3):207-218.

[34] Sugiyono. 2017. Quantitative Research Methods and R&D (Twentieth Edition). Bandung: Alphabet.

[35] Thanh, N., Le-Anh, T., Nguyen, D. 2021. Evaluation of Factors Impacting the Player Loyalty in Golf
Course Business. Management Science Letters. 11(1): 155-164.

[36] Tjiptono, F. 2018. Principles of Total Quality Service. Yogyakarta: Andi.

[37] Yang, C., Ching-Cheng, C. 2017. How Relationship Marketing, Switching Costs and Service Quality
Impact Customer Satisfaction and Loyalty in Taiwan's Airfreight Forwarding Industry.
Transportmetrica A Transport Science. 13(8): 679-707.

[38] Yu, T., Dean, A. 2013. The Contribution of Emotional Satisfaction to Loyalty. International Journal of
Service Industry Management. 12(3): 234-250.

[39] Wahab, N., Lailatul, F., Siti, A., Siti, N. 2016. The Relationship Between Marketing Mix and Customer
Loyalty in Hijab Industry: The Mediating Effect of Customer Satisfaction. Procedia Economics and
Finance. 37(1): 366-371.

[40] Wang, J., Ashok, K. 2018. The Distinct Influence of Power Distance Perception and Power Distance
Values on Customer Satisfaction in Response to Loyalty Programs. International Journal of Research in
Marketing. 36(4): 580-596.

[41] Zakaria, 1., Baharom, A., Abdul, K., Noor, A., Mohd, R., Mohd, A. 2014. The Relationship Between
Loyalty Program, Customer Satisfaction and Customer Loyalty in Retail Industry: A Case Study.
Procedia — Social and Behavioral Sciences. 129 (1): 23-30.

AJHSSR Journal Page |177



