ACKNOWLEDGEMENT

First of all, I would like to give my respects and gratitude to Jesus Christ for
every blessing and grace in my life, both in physical and spiritual health to this day,
so that I can complete this thesis entitled “The Influence Of Service Quality,
Customer Perceived Value, Customer Satisfaction, Towards Customer Loyalty In
Uniqlo” as it should be. I also want to thank those who have helped me in
completing this thesis, including.

1) Ms. Gracia S. Ugut, M.B.A., Ph.D as the Dean of Faculty of Economics Pelita
Harapan University.

2) Ms. Isana S.C. Meranga, S.P., M.M., as the Head of Department of
Management Pelita Harapan University.

3) Dr. Sidik Budiono, S.E., M.E., author’s thesis supervisor who has been guiding
and directing the authors in preparing the thesis.

4) Lecturers at Pelita Harapan University who have taught me during my studies
at this university

5) Beloved family who have supported me both morally and physically

6) Friends in arms who have become reinforcements during my studies period.

The author realizes that this thesis is far from perfect, therefore I expect
suggestions and criticisms for me personally, so that the same error does not occur

in similar matters. I hope this-thesis can be-a reference for readers.

Authors,

vii



TABLE OF CONTENTS

page
COVER PAGE ....cuuuiviriiricininnnnnssississississsssssssssssssssssssisssssssssssssssssssssssssssssnses i
FINAL ASSIGNMENT STATEMENT AND UPLOAD AGREEMENT......ii
THESIS APPROVAL ...cucoiiinintinintissisnisisisssssssssssssssississsssssssssssssssssssssssssons iii
THESIS DEFENSE COMMITTEE .....cciininiininneissensnnsssssssssassssssssssssosssssssses iv
ABSTRACT ...uuouiriirinininsensensnissnssississsssssssssssssssssssssstsssssssssssssssssssssssssssssssssssssss \4
ACKNOWLEDGEMENT ......ccoviniiiiinsinsensenssnssissississsssssssssssssssssssssssssssssssssses vii
TABLE OF CONTENTS....cotivtititinninnicississessssssssssssssssssissssssssssssssssssssssssanes viii
LIST OF FIGURES ......couiuiiiiiicicissnnsnnensnissississisessessssssssssssssssssssssssssssosssses X
LIST OF TABLES iucouuuceissiiiinnicsensensnssssssisscsssssssssssisssescssssionsesssssssssssssssssssnses xi
CHAPTER T  INTRODUCTION ..ccccceveeericsersnesasssanssnssnssssssasosasssssssssssssssosass 1
1.1 Background ..........ccocoioiiiiiiiiiiiiiec e 1
1.2 Research QUeStion............ccueeiiveeeiiieeesseeeeeeeieneeeereeennes 6
1.3 The Purpose of Study .........cceeveiiiiiniiiiniiiieciieeeee, 7
1.4 Benefit of the Study.......ccceeviiiiiiiieiiiiieeeee e, 7
ININRENEIEH domic ... AN ...........\ ......... 7
B420EOr the Company i A ..o B 8
1.5 Systematic of Writing.........cceevveeviienieiiieiieeieeeieeee e 8
CHAPTERII LITERATURE REVIEW ...ccciccinnnniecncnniccsssnnisssssassasssennns 10
2.1  Customer Loyalty ...ccoooienieiiieiiiiniieieeiccees e 10
2?7 ServiGEMUNEIL y ... TR . ........... £ 0l 11
2.3 Customer Perceived Value..............ccccooeveviiiiiininnnn, 15
2.4 Customer SatisfaCtion..........iiivureeeeeeeeiieeiiiiiie e 17
2.9 WRescarch-MedCK. J R g r s ot oo 19
CHAPTER III' METHODOLOGY ...cccccciiesiiniisicissioessssnssssssssnssesssssssasssnans 20
3.1—Research Paradigm.....ccooo i 20
3.2 —Research TYPe i aiiin et 21
3.3 Research Strategies...cccceeiirienvueereeniieiieeieeieeeie e 22
3.4 Unit of Analysis ..o 23
3.5 Data Collection Ethics.......c.cccceeevieiiieiiieniieiiecieeene, 24
3.6 Data Collection Method ...........cccoeeviieiiiiniiiieiiieenne, 24
3.7 Conceptual Definition and Operational......................... 25
3.8 Measurement Scale..........ccceeviieriieiiieniienieeee e 28
3.9 Population and Sample.........ccceeveeriiieiiiniiiieieee 29
3.10 Validity TeSt...ccuieeiieiieiiieiieie et 32
3.11 Reliability Test ....ccceevvieriieiiiiieiieeie e 33
CHAPTER IV RESULTS AND DISCUSSIONS....ccccctrrntecsssnnsesssnssacssnnns 34
4.1  Data ColleCtion........ccccueevueeriiesiienieeiieeie e eiee e 34
4.2  Gender and Age of Respondent...........ccceeveeviieniiennnnnns 34

viii



4.2.1 Respondents’ Occupations ...........cceeeeeeecveennennne 35

4.2.2 Respondents Visit Frequency.........ccccceeeveennenne. 36
4.2.3 Money Spent per Visit......ccccceevveevieenereecieenneenne. 36
4.3  Pre-Test Study AnalysiS......ccccceeveiieniieniienieniieieeeiens 37
4.3.1 Pre-Test Validity ......cccveerieeiieniieiieieeieeee 37
4.3.2 Pre-Test Reliability.......ccccceeviieniiiiiiieeiieee, 38
4.4 Actual Study ....coceeeiiiiiiieie e 39
441 MEAN ...eeiiiiieiieeiie et 39
4.4.2 Validity Test on Actual Data (n = 250
Respondents) ........coceeeeiieniieniienieeiiecieeieeee 40
4.43 Reliability Test on Actual Test (n= 250
Respondents) ........coceeeeiieniieniienieeiiecie e 41
4.4.4 Normality Test.......ccoervereniiiiiiiiiieiiecie et 42
4.4.5 Multicollinearity Test.......ccoociemvireiienireiiiaiene, 43
4.4.6 HeteroscedastiCity.......ccovveevueeriienieenieeiieeeene 43
4.5 Multiple Linear Regression Analysis, T-test, F-test,
Coefficient of Determination Result............c................ 45
4.5.1 Multiple Linear Regression Analysis................ 45
OB CSt . ................ SSSSSSSESEESEL 4 ... % ......... 47
OB est........... ACSERSNEIAEN ..........%........ 49
4.5.4 Coefficient of Determination.................cccu....... 50
4.6 DESCUSSION .......... SRR SR .. 8...........%..... 51
CHAPTERY CONCLUSION AND RECOMMENDATIONS......ccccee.... 52
B.1  COUEEIOL, ........... N S ........... STl 52
5.2 Theoretical Implications.........cccecveevvreiieriieeniiiiieeniennne, 53
5.3 Managerial Implications................ccceeevviiivieeniiniie e 54
5.4 Research Limitation .......cccciiieneeeveeniiesiieniesiieesiae e 55
Sie s NEHO T B ag,  S— O e A 56
REFERENCESE S o e foe o Wi et /577 asssusstsaile s scescsssossse 57
APPENDIX .. o isssitrsvessisssivwee o AL 080000088 0 oo e s0es0sesessssssese A-1

X



LIST OF FIGURES

page
Figure 2.1 Research Model.........coouoiiiiiiiiiiiiiicceeee e 19
Figure 4.1 P-PlOt o 42
Figure 4.2 Scatterplot......cccoeviiiiiiiiieieiieseeeeeeee e 44




Table 3.1
Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 4.5
Table 4.6
Table 4.7
Table 4.8
Table 4.9
Table 4.10
Table 4.11
Table 4.12
Table 4.13
Table 4.14

LIST OF TABLES

page
Conceptual Definition and Operational.............c.ccoeevervieniennnnn. 25
GENAET ...t 35
Occupations of the Respondents .............cocceeevieniiinienieenienees 35
Frequent Visits per Month...........ccccoeeviiniiiiiienieiiieieeicceeee 36
Money Spent Per ViSit.....c.ccccueevuierieeiiienieeieenie e eniee e seee s 37
Validity Test Result in Pre-Test ........ccceeveviienieiiienieeieeiieee 38
Reliability Test in Pre-Test..........ccceevuieriiiiiienieeiieieeieeieeee 39
Average Value of the Indicators........cooeneeeeieicdiniienieciceie, 39
Validity Test on Actual Test Results...........ccioeeciieniiiiieninnn, 40
Reliability Test on Actual Test Result.........ccocevviieiiiiiieninninn. 41
Multicollinearity Test........ccoeeviieiiiiiieiieieerie et 43
Result of Multiple Linear Regression Analysis..........cic.ccueennee.. 46
T-TeSuuumu_—_, . ....................... JSSSSE 4. . .%.......... 47
F-TeRhCE— ..................... (S .. ... \....... 50
Summary of Determination Value of the Model b...................... 50

xi



