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Abstract:  Competition in the medical device distribution industry is becoming 

increasingly intense, prompting companies to boost customer loyalty through 

service quality and product knowledge. This study aims to analyze the 

influence of service quality and product knowledge on customer loyalty 

through customer satisfaction at PT Rukun Putera Bersama. This study 

employs a quantitative approach using a survey method administered to 95 

Business-to-Customer (B2C) customers selected via purposive sampling. Data 

were collected via a questionnaire using a Likert scale and analyzed using 

Structural Equation Modeling–Partial Least Squares (SEM-PLS) with 

SmartPLS 4. The results indicate that service quality and product knowledge 

have a positive and significant effect on both customer satisfaction and 

customer loyalty. Customer satisfaction also has a positive and significant 

effect on customer loyalty and was found to partially mediate the effects of 

service quality and product knowledge on customer loyalty. This study 

provides an empirical contribution to explain the development of customer 

loyalty through the roles of service quality, product knowledge, and customer 

satisfaction in the context of the medical device distribution industry, a topic 

that has been limited in previous research. 
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1. Introduction 

The medical equipment distribution industry in Indonesia is experiencing rapid growth in line 

with rising demand for healthcare services, advances in medical technology, and an increase 

in the number of healthcare facilities. These conditions have led to a rise in the number of 

medical equipment manufacturers and distributors, making competition within the industry 

increasingly fierce. Data from the Ministry of Health of the Republic of Indonesia show that 

as of 2025, there are 812 registered medical device manufacturers and 5,661 registered 

distributors. This increase in the number of businesses provides customers with more options 

when selecting medical device suppliers, requiring companies to maintain their competitive 

edge through high-quality service and accurate product information. 
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Figure 1. Statistics on the Legal Status of the Distribution of Medical Devices and  

PKRT in Indonesia (February 2024 – October 2025) 

Source: Directorate of Medical Device Production and Distribution, Ministry of Health of the 

Republic of Indonesia (2025) 

 

The increase in the number of medical device and PKRT marketing authorizations 

indicates that more products and businesses are entering the medical device industry. This 

situation gives customers more choices of distributors, making customer loyalty a key 

challenge for companies. Customers no longer consider price alone; they also evaluate 

service quality, response speed, ease of communication, and the clarity of product 

information before making a purchase. Increasing competition is driving companies to build 

long-term relationships with customers by improving service quality and deepening their 

understanding of products. 

PT Rukun Putera Bersama is a family owned company that has been in the medical 

device distribution business since 2000. Although it has maintained long-standing business 

relationships with its customers, the company faces challenges in retaining customer loyalty. 

Based on the company’s operational data, the number of active customers shows a downward 

trend in several segments during the 2023–2025 period. In the Business-to-Business (B2B) 

segment, the number of active customers is projected to decline from 133 in 2023 to 95 in 

2025, while the Business to Government (B2G) segment is expected to see a decline in 2024 

before rebounding in 2025. Meanwhile, the Business to Customer (B2C) segment also saw a 

decline in the number of active customers compared to previous years, indicating challenges 

in retaining customer relationships amid increasingly fierce competition. 

In addition to the decline in the number of active customers, the company’s observations 

indicate that some customers have begun comparing offers with other distributors, requesting 

reconfirmation of product specifications, and showing changes in transaction frequency. 

These conditions indicate that customer loyalty is no longer built solely through long-term 

relationships but is also influenced by the customer experience during interactions with the 

company. On the other hand, competition in the Business to Customer (B2C) segment is 

intensifying with the emergence of other medical device distributors, medical supply stores, 

pharmacies, and marketplaces such as Shopee and Tokopedia, which offer similar products at 

competitive prices. In addition to price, some competitors also offer faster customer service 

responses, ease of communication, ordering flexibility, and more comprehensive product 

information, leading customers to become more selective in choosing a distributor. 
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Figure 2. Decline in the Number of Active Customers by Segment 

Source: Internal Operational Data of PT. Rukun Putera Bersama (2023–2025). 

 

In this context, service quality and product knowledge are two factors expected to play a 

key role in building customer loyalty. Findings from observations and interviews with 

company representatives indicate that there are still challenges in the service process, such as 

inconsistent responses and suboptimal communication of product information. Additionally, 

B2C customers still require explanations regarding the specifications, benefits, and usage of 

medical devices before making a purchase. Therefore, improving service quality and product 

knowledge is a key strategy for enhancing customer satisfaction while maintaining customer 

loyalty. 

Theoretically, service quality refers to a company’s ability to provide service that meets 

or exceeds customer expectations. Responsive, reliable service that instills trust is believed to 

enhance customer satisfaction and foster loyalty. Meanwhile, product knowledge describes a 

company’s ability to provide information about a product’s characteristics, benefits, 

specifications, and usage, thereby helping customers make purchasing decisions. According 

to Expectation Confirmation Theory (ECT), customers will be satisfied if the performance 

they receive meets or exceeds their expectations, and that satisfaction subsequently fosters 

customer loyalty. 

Furthermore, the results of previous studies still show inconsistencies. Some studies have 

found that service quality has a direct effect on customer loyalty, while others indicate that 

this effect occurs through customer satisfaction as a mediating variable. Similar 

inconsistencies have also been found in the relationship between product knowledge and 

customer loyalty, where some studies show a positive effect, while others find no significant 

effect. These differing results indicate that the relationships among the variables are still 

influenced by industry context and customer characteristics, thus requiring further testing 

within the medical device distribution industry. 

Research on the relationship between service quality, product knowledge, customer 

satisfaction, and customer loyalty has been extensively conducted in the banking, retail, e-

commerce, and service sectors. However, studies examining the relationship among these 

four variables simultaneously in the medical device distribution industry particularly among 

Business to Customer (B2C) customers remain relatively limited. Therefore, this study aims 

to analyze the influence of service quality and product knowledge on customer loyalty 

through customer satisfaction at PT Rukun Putera Bersama. The results of this study are 

expected to provide an empirical contribution to the development of marketing literature, 

particularly regarding the formation of customer loyalty in the medical device distribution 
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industry, while also serving as input for the company in formulating strategies to improve 

service quality and strengthen product knowledge. 

Based on the literature and the identified research gap, this study proposes the following 

hypotheses: 

H1: Service quality has a positive effect on customer loyalty. 

H2: Product knowledge has a positive effect on customer loyalty. 

H3: Service quality has a positive effect on customer satisfaction. 

H4: Product knowledge has a positive effect on customer satisfaction. 

H5: Customer satisfaction has a positive effect on customer loyalty. 

H6: Customer satisfaction mediates the relationship between service quality and customer 

loyalty. 

H7: Customer satisfaction mediates the relationship between product knowledge and 

customer loyalty. 

 

2. Literature Review 

2.1. Theoretical Foundation 

Expectation Confirmation Theory (ECT) developed by Oliver (1980) explains customer 

satisfaction as the result of a comparison between initial expectations and the actual 

performance perceived after consuming a product or service. Customers initially form 

expectations based on previous experiences, market information, and communication from 

service providers. These expectations subsequently serve as a reference for evaluating actual 

performance. When perceived performance meets or exceeds expectations, positive 

confirmation occurs and leads to higher customer satisfaction. Conversely, performance 

below expectations results in negative disconfirmation and dissatisfaction. Satisfaction 

formed through this confirmation process subsequently influences customers’ post-purchase 

attitudes and behavioral intentions, including repurchase intentions and loyalty. 

In this study, ECT provides the theoretical foundation for explaining the relationships 

among service quality, product knowledge, customer satisfaction, and customer loyalty. 

Product knowledge contributes to the formation of customer expectations by providing 

information regarding product characteristics, benefits, and functions, whereas service quality 

represents the actual performance experienced by customers during their interactions with the 

company. When the information and services received meet or exceed customer expectations, 

confirmation occurs, resulting in greater customer satisfaction and subsequently encouraging 

customer loyalty. Thus, customer satisfaction serves as an important mechanism linking 

customers’ evaluation of company performance to their subsequent behavioral responses. 

 

2.2. Previous Studies 

Service Quality (X1) 

Service quality refers to customers’ evaluation of the services received compared with 

their expectations. Parasuraman et al. (1988) conceptualized service quality through five 

dimensions: reliability, responsiveness, assurance, empathy, and tangibles. Reliability 

represents the ability to provide accurate and consistent services; responsiveness reflects the 

willingness to respond promptly to customer needs; assurance concerns employees’ 

knowledge, competence, and professionalism; empathy reflects personalized attention to 

customers; and tangibles represent the physical aspects supporting service delivery. 

Consistent service quality contributes to customer satisfaction, trust, and the development of 

long-term relationships with a company (van Esch et al., 2020; Knoppen et al., 2022).  In the 
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medical equipment distribution industry, service quality is particularly important because 

customers require not only appropriate products but also reliable delivery, responsive 

communication, accurate information, and professional assistance. Therefore, higher service 

quality is expected to strengthen both customer satisfaction and customer loyalty. 

 

Product Knowledge (X2) 

Product knowledge refers to the customer’s understanding of a product, including its 

attributes, benefits, functions, and ability to provide solutions to customer needs. Adequate 

product knowledge enables customers to evaluate product suitability and make more 

informed purchasing decisions. In the medical device distribution industry, product 

knowledge is particularly important because customers may encounter products with different 

specifications, functions, and applications. Clear and accurate information provided by the 

company can help customers develop a better understanding of the products and reduce 

uncertainty during the purchasing process. Therefore, higher product knowledge is expected 

to increase customer confidence, satisfaction, and loyalty. 

 

Customer Satisfaction (M) 

Customer satisfaction refers to customers’ evaluation of whether the performance of a 

product or service meets their prior expectations. In accordance with ECT, satisfaction 

emerges when perceived performance meets or exceeds expectations, whereas dissatisfaction 

occurs when performance falls below expectations (Oliver, 1980). Customer satisfaction is 

therefore not merely an immediate evaluation of a transaction but also an important 

antecedent of subsequent customer behavior. Previous studies demonstrate that customer 

satisfaction contributes to customer loyalty and may function as a mediating mechanism 

between company-related factors and loyalty. Kaulu et al. (2025), for example, found that 

customer satisfaction mediates the relationship between service quality and customer loyalty, 

while Soliha et al. (2020) demonstrated its mediating role in the relationship between product 

knowledge and loyalty. These findings indicate that positive evaluations of service and 

product information may first generate satisfaction before developing into long term loyalty. 

 

Customer Loyalty (Y) 

Customer loyalty reflects customers’ commitment to maintaining their relationship with 

a company, including their willingness to make repeat purchases and recommend the 

company to others. Loyalty develops through repeated positive experiences that strengthen 

customers’ confidence in the company and reduce their willingness to switch to alternative 

providers. In the context of medical equipment distribution, customer loyalty is particularly 

important because relationships between distributors and customers tend to involve repeated 

transactions and continued interactions. Consequently, maintaining service performance and 

providing reliable product information are expected to strengthen customers satisfaction and 

ultimately their willingness to continue purchasing from the same distributor. 

 

The Effect of Service Quality on Customer Loyalty 

Service quality reflects customers’ evaluation of the services provided by a company 

based on their expectations and actual experiences. In the medical device distribution 

industry, service quality is important because customers require reliable delivery, responsive 

communication, accurate information, and professional assistance. When customers receive 

consistent and responsive services, their confidence in the company can increase, 
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encouraging them to maintain their relationship and make repeat purchases. Previous studies 

have shown that service quality has a positive effect on customer loyalty (Ashiq & Hussain, 

2024 Kaulu et al., 2025). Therefore, better service quality is expected to strengthen customer 

loyalty. 

H1: Service Quality has a positive effect on Customer Loyalty. 

 

The Effect of Product Knowledge on Customer Loyalty 

Product knowledge enables customers to understand product attributes, benefits, 

functions, and suitability for their needs. In the medical device distribution context, adequate 

product information is particularly important because customers may need to understand 

technical specifications and product usage before making purchasing decisions. Clear and 

accurate product information can reduce uncertainty and increase customers’ confidence in 

the products offered by the company. Greater confidence may encourage customers to 

repurchase and maintain their relationship with the company. Soliha et al. (2020) found that 

consumer product knowledge positively influences customer loyalty. Therefore, higher 

product knowledge is expected to contribute to stronger customer loyalty. 

H2: Product Knowledge has a positive effect on Customer Loyalty. 

 

The Effect of Service Quality on Customer Satisfaction 

Customer satisfaction is formed through customers’ evaluation of the performance they 

receive compared with their prior expectations. Based on Expectation Confirmation Theory, 

satisfaction occurs when perceived performance meets or exceeds customer expectations. 

Service quality represents an important aspect of the actual performance experienced by 

customers during their interactions with a company. Reliable, responsive, and professional 

services can create positive experiences and increase the likelihood that customers feel 

satisfied. Previous studies have demonstrated a positive relationship between service quality 

and customer satisfaction (Abdul et al., 2024; Kaulu et al., 2025). Therefore, higher service 

quality is expected to increase customer satisfaction. 

H3: Service Quality has a positive effect on Customer Satisfaction. 

 

The Effect of Product Knowledge on Customer Satisfaction 

Product knowledge provides customers with information that helps them evaluate 

whether a product is appropriate for their needs. In the medical device distribution industry, 

information regarding product characteristics, benefits, functions, and usage can reduce 

uncertainty and help customers make more informed purchasing decisions. When the 

information provided is clear and consistent with the actual product experience, customers 

are more likely to perceive that their expectations have been fulfilled. This condition can 

increase customer satisfaction. Previous research by Anaztasya et al. (2025) and Soliha et al. 

(2020) found that product knowledge has a positive effect on customer satisfaction. 

Therefore, better product knowledge is expected to increase customer satisfaction. 

H4: Product Knowledge has a positive effect on Customer Satisfaction. 

 

The Effect of Customer Satisfaction on Customer Loyalty 

Customer satisfaction represents the extent to which customers perceive that their 

expectations have been fulfilled through their experience with a company. According to 

Expectation Confirmation Theory, positive confirmation between expectations and actual 

performance produces satisfaction, which subsequently influences customers’ post-purchase 
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behavioral intentions. Satisfied customers are more likely to repurchase, maintain their 

relationship with the company, and recommend the company to others. Previous studies have 

also demonstrated a positive relationship between customer satisfaction and customer loyalty 

(Naini et al., 2022; Supriyanto et al., 2021). Therefore, higher customer satisfaction is 

expected to strengthen customer loyalty. 

H5: Customer Satisfaction has a positive effect on Customer Loyalty. 

 

The Mediating Role of Customer Satisfaction in the Effect of Service Qualtity on 

Customer Loyalty 

Service quality can influence customer loyalty not only directly but also through 

customer satisfaction. High-quality service creates positive customer experiences that can 

fulfill or exceed customer expectations, thereby increasing satisfaction. Satisfied customers 

are subsequently more likely to repurchase and maintain their relationship with the company. 

Thus, customer satisfaction can serve as a mechanism through which service quality is 

translated into customer loyalty. Previous studies have demonstrated the mediating role of 

customer satisfaction in the relationship between service quality and customer loyalty (Kaulu 

et al., 2025; Isniati et al., 2024). Therefore, customer satisfaction is expected to mediate the 

relationship between service quality and customer loyalty. 

H6: Customer Satisfaction mediates the relationship between Service Quality and Customer 

Loyalty. 

 

The Mediating Role of Customer Satisfaction in the Effect of Product Knowledge on 

Customer Loyalty 

Product knowledge can also influence customer loyalty through customer satisfaction. 

Adequate product information helps customers understand product characteristics, benefits, 

and functions, allowing them to evaluate whether the product meets their needs. When the 

product experience is consistent with the information received, customers are more likely to 

experience satisfaction. This satisfaction can subsequently encourage repeat purchases and 

strengthen their relationship with the company. Soliha et al. (2020) found that customer 

satisfaction mediates the relationship between consumer product knowledge and customer 

loyalty. Therefore, customer satisfaction is expected to mediate the relationship between 

product knowledge and customer loyalty. 

H7: Customer Satisfaction mediates the relationship between Product Knowledge and 

Customer Loyalty. 

 

Research Model 

 

      H1 

 

                          H3                                                           H6 

                                                                                          H5 

                                                                                           H7 

                      H4 

                                                                                  H2 

 

                             H1                                                                                             

 

Product 

Knowledge (X2) 

Service Quality 

(X1) 

Customer 

Satisfaction (M) 

Customer 

Loyalty (Y) 
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3. Research Method 

This study employed a quantitative approach with a causal associative research design to 

examine the direct and indirect effects among Service Quality, Product Knowledge, 

Customer Satisfaction, and Customer Loyalty. Service Quality and Product Knowledge were 

treated as independent variables, Customer Loyalty as the dependent variable, and Customer 

Satisfaction as the mediating variable. The research was conducted on Business to Customer 

(B2C) customers of PT Rukun Putera Bersama, a medical device distributor located in 

Mojokerto, East Java, Indonesia. 

The population consisted of 125 B2C customers of PT Rukun Putera Bersama in 2025. 

The sample was determined using the Slovin formula with a 5% margin of error, resulting in 

95 respondents. Respondents were selected using non-probability sampling with a purposive 

sampling technique. The selection criteria included active customers who had made at least 

three purchases within the previous year, had direct interaction with the company, were 

located in East Java, and were willing to participate in the study. 

Primary data were collected through a structured questionnaire distributed online using 

Google Forms. The questionnaire measured respondents’ perceptions of the four research 

variables using a Likert scale. Secondary data were obtained from relevant scientific 

literature and internal company documents. Service Quality was measured through five 

dimensions: reliability, responsiveness, assurance, empathy, and tangibles. Product 

Knowledge was measured based on customer’s understanding of product attributes, benefits, 

and solutions. Customer Satisfaction represented customer’s evaluation of whether their 

experiences met their expectations, while Customer Loyalty reflected customer’s intention to 

repurchase, maintain their relationship with the company, and recommend the company to 

others. 

 

4. Results and Discussion 

4.1  Results 

Before evaluating the structural model, the measurement model (outer model) was 

assessed to determine the validity and reliability of the research constructs. The evaluation 

included convergent validity, discriminant validity, and construct reliability to ensure that the 

indicators adequately represented Service Quality, Product Knowledge, Customer 

Satisfaction, and Customer Loyalty. Subsequently, the structural model (inner model) was 

evaluated to examine the explanatory and predictive power of the proposed research model. 
 

Table 1. Convergent Validity Assessment (Outer Model) 

Variable Item Loading Factor AVE Result 

Service Quality    X1.1  0.945   0.897   Valid  

X1.10  0.951  Valid  

X1.2  0.953  Valid  

X1.3  0.939  Valid  

X1.4  0.945  Valid  

X1.5  0.936  Valid  

X1.6  0.946  Valid  

X1.7  0.962  Valid  

X1.8  0.934  Valid  
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X1.9  0.961  Valid  

Product Knowledge    X2.1  0.936   0.887   Valid  

X2.2  0.957  Valid  

X2.3  0.935  Valid  

X2.4  0.945  Valid  

X2.5  0.931  Valid  

X2.6  0.946  Valid  

Customer Satisfaction  

 
M1  0.944   0.900   Valid  

M2  0.955  Valid  

M3  0.958  Valid  

M4  0.953  Valid  

M5  0.938  Valid  

M6  0.944  Valid  

Customer Loyalty Y1  0.937  0.889 Valid  

Y2  0.942  Valid  

Y3  0.939  Valid  

Y4  0.946  Valid  

Y5  0.944  Valid  

Y6  0.948  Valid  

Source: Processed by the author (2026). 

 

The convergent validity assessment showed that all retained indicators achieved outer 

loading values above the recommended threshold of 0.70. These results indicate that the 

measurement indicators adequately represent their respective latent constructs and satisfy the 

convergent validity criteria. 

Table 2. Fornell Locker 

 Customer 

Loyalty  

Customer 

Satisfaction  

Product 

Knowledge  

Service 

Quality  

Customer 

Loyalty  
0.943     

Customer 

Satisfaction  
0.693  0.949    

Product 

Knowledge  
0.480  0.473  0.942   

Service Quality  0.586  0.656  0.267  0.947  

Source: Processed by the author (2026). 

 

The Fornell Locker criterion was used to assess discriminant validity by comparing the 

square root of the Average Variance Extracted (AVE) of each construct with its correlations 

with other constructs. The results show that the square root of the AVE for each construct 

was higher than its correlations with other constructs, indicating that all constructs met the 

discriminant validity criteria. 
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Table 3. Cross Loading 

Item 
Customer 

Loyalty 

Customer 

Satisfaction 

Product 

Knowledge 

Service 

Quality 

M1 0.639 0.944 0.485 0.613 

M2 0.689 0.955 0.436 0.627 

M3 0.650 0.958 0.458 0.614 

M4 0.675 0.953 0.456 0.608 

M5 0.630 0.938 0.436 0.616 

M6 0.662 0.944 0.419 0.653 

X1.1 0.578 0.620 0.234 0.945 

X1.10 0.538 0.618 0.241 0.951 

X1.2 0.580 0.633 0.338 0.953 

X1.3 0.594 0.630 0.231 0.939 

X1.4 0.510 0.554 0.213 0.945 

X1.5 0.596 0.631 0.228 0.936 

X1.6 0.547 0.680 0.272 0.946 

X1.7 0.542 0.597 0.246 0.962 

X1.8 0.521 0.612 0.239 0.934 

X1.9 0.530 0.621 0.284 0.961 

X2.1 0.391 0.432 0.936 0.244 

X2.2 0.447 0.459 0.957 0.278 

X2.3 0.469 0.403 0.935 0.190 

X2.4 0.485 0.456 0.945 0.268 

X2.5 0.407 0.407 0.931 0.207 

X2.6 0.499 0.501 0.946 0.310 

Y1 0.937 0.676 0.457 0.559 

Y2 0.942 0.622 0.391 0.565 

Y3 0.939 0.649 0.450 0.555 

Y4 0.946 0.643 0.494 0.514 

Y5 0.944 0.641 0.479 0.500 

Y6 0.948 0.687 0.443 0.616 

Source: Processed by the author (2026). 

The cross-loading results show that each indicator has a higher loading on its 

corresponding construct than on other constructs. Therefore, all indicators meet the 

discriminant validity criteria and adequately represent their respective constructs. 

Table 4. Heterotrait Monotrait Ratio 

 Customer 

Loyalty  

Customer 

Satisfaction  

Product 

Knowledge  

Service 

Quality  

Customer Loyalty      

Customer 

Satisfaction  
0.709     

Product 

Knowledge  
0.489  0.482    

Service Quality 0.595  0.666  0.269   

Source: Processed by the author (2026). 
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The HTMT results show that all values range from 0.269 to 0.709, which are below the 

recommended threshold of 0.90. Therefore, all constructs meet the discriminant validity 

criteria and are empirically distinct from one another. 

Table 5. Reliability Test 

Variable Cronbach's Alpha Composite Reliability 

Customer Loyalty  0.975  0.980  

Customer Satisfaction  0.978  0.982  

Product Knowledge  0.974  0.979  

Service Quality 0.987  0.989  

Source: Processed by the author (2026). 
 

The reliability test results show that all constructs have Cronbach’s Alpha and Composite 

Reliability values above the recommended threshold of 0.70. Cronbach’s Alpha values range 

from 0.974 to 0.987, while Composite Reliability values range from 0.979 to 0.989. 

Therefore, all constructs demonstrate satisfactory internal consistency and reliability.  

Table 6. R-Square 
 R-square R-square adjusted 

Customer Loyalty 0.545 0.530 

Customer Satisfaction 0.525 0.515 

Source: Processed by the author (2026). 
 

The R-square results show that Customer Loyalty has an R² value of 0.545, indicating 

that 54.5% of its variance is explained by Service Quality, Product Knowledge, and Customer 

Satisfaction. Meanwhile, Customer Satisfaction has an R² value of 0.525, indicating that 

52.5% of its variance is explained by Service Quality and Product Knowledge. The remaining 

variance is explained by other factors outside the research model. 

Table 7. F-Square 

 Customer 

Loyalty 

Customer 

Satisfaction 

Product 

Knowledge 

Service 

Quality 

Customer Loyalty     

Customer 

Satisfaction 
0.196    

Product 

Knowledge 
0.075 0.200   

Service Quality 0.075 0.635   

Source: Processed by the author (2026). 

 

The F-square results show that Service Quality has a large effect on Customer 

Satisfaction (f² = 0.635), while Product Knowledge (f² = 0.200) and Customer Satisfaction (f² 

= 0.196) have medium effects. Meanwhile, Service Quality and Product Knowledge have 

small direct effects on Customer Loyalty (f² = 0.075). 

Tabel 8. Q Square 
 Q²predict RMSE MAE 

Customer Satisfaction 0.504 0.717 0.553 

Customer Loyalty 0.427 0.770 0.643 

Source: Processed by the author (2026). 
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The Q Square results show that Customer Satisfaction (Q² = 0.504) and Customer 

Loyalty (Q² = 0.427) have Q² values greater than zero, indicating that the model has 

predictive relevance for both endogenous constructs. 
 

Figure 3. Hypothesis Testing Results 

 
 

Table 9. Hypothesis Test 

 Original 

sample (O) 

T statistics 

(|O/STDEV|) 

P 

values 
Result 

Customer Satisfaction -> Customer 

Loyalty  
0.433 4.324 0.000 Significant 

Product Knowledge -> Customer 

Loyalty  
0.209 2.547 0.011 Significant 

Product Knowledge -> Customer 

Satisfaction  
0.320 4.232 0.000 Significant 

Service Quality -> Customer Loyalty  0.246 2.791 0.005 Significant 

Service Quality -> Customer 

Satisfaction  
0.570 8.430 0.000 Significant 

Product Knowledge -> Customer 

Satisfaction -> Customer Loyalty  
0.139 2.840 0.005 Significant 

Service Quality -> Customer 

Satisfaction -> Customer Loyalty  
0.247 3.563 0.000 Significant 

Source: Processed by the author (2026). 
 

The hypothesis testing results show that all direct and indirect effects in the research 

model are statistically significant, as all t-statistics exceed 1.96 and p-values are below 0.05. 

Customer Satisfaction has a significant positive effect on Customer Loyalty (0.433), while 

Product Knowledge significantly affects both Customer Loyalty (0.209) and Customer 

Satisfaction (0.320). Service Quality also has significant positive effects on Customer 

Loyalty (0.246) and Customer Satisfaction (0.570), with the strongest direct effect found in 

the relationship between Service Quality and Customer Satisfaction. Furthermore, the indirect 
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effects of Product Knowledge (0.139) and Service Quality (0.247) on Customer Loyalty 

through Customer Satisfaction are also statistically significant. Therefore, all proposed 

hypotheses (H1–H7) are supported. 

Table 10. Model Fit Assessment 
 Saturated model Estimated model 

SRMR 0.038 0.038 

NFI 0.890 0.890 

Source: Processed by the author (2026). 

The model fit assessment shows an SRMR value of 0.038 for both the saturated and 

estimated models, which is below the recommended threshold of 0.08, indicating an 

acceptable model fit. Furthermore, the NFI value of 0.890 indicates a relatively good fit, as 

the value approaches 1. Overall, these results suggest that the proposed model demonstrates 

an adequate fit with the observed data and can be used for further hypothesis testing. 

 

4.2 Discussion 

The Effect of Service Quality on Customer Loyalty 

The results indicate that Service Quality has a positive and significant effect on 

Customer Loyalty, with a path coefficient of 0.246. This finding suggests that better service 

quality increases customers’ willingness to maintain their relationship with PT Rukun Putera 

Bersama. The result is relevant to the respondents’ purchasing characteristics, as 60% had 

made three to five purchases within the previous year. Repeated transactions provide 

customers with sufficient experience to evaluate the company’s reliability, responsiveness, 

and professionalism. Therefore, consistent and responsive service can strengthen customers’ 

confidence and encourage repeat purchases. This finding is consistent with Ashiq and 

Hussain (2024) and Abdul et al. (2024), who found that service quality positively influences 

customer loyalty. 

The Effect of Product Knowledge on Customer Loyalty 

Product Knowledge has a positive and significant effect on Customer Loyalty, with a 

path coefficient of 0.209. This indicates that clear information regarding product 

characteristics, benefits, functions, and usage can strengthen customers’ confidence and 

encourage them to continue purchasing from the company. This finding can also be 

associated with the respondent profile, in which 56.8% were entrepreneurs who may require 

adequate product information when making purchasing decisions. The result supports Soliha 

et al. (2020), who found that greater consumer product knowledge contributes to stronger 

customer loyalty. Therefore, PT Rukun Putera Bersama should maintain the ability of its 

sales personnel to provide clear and relevant product information to customers. 

The Effect of Service Quality on Customer Satisfaction 

Service Quality has a positive and significant effect on Customer Satisfaction, with a 

path coefficient of 0.570, representing the strongest direct effect in the structural model. This 

indicates that customers place substantial importance on their actual service experience, 

including responsiveness, delivery accuracy, ease of communication, and employee 

professionalism. The finding is also relevant to the respondent profile, which is dominated by 

customers aged 26–35 years (49.47%), a productive-age group with considerable 

expectations regarding service convenience and responsiveness. The result is consistent with 

Abdul et al. (2024) and Kaulu et al. (2025), who found that better service quality leads to 
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higher customer satisfaction. Thus, maintaining consistent service performance is essential 

for PT Rukun Putera Bersama in strengthening customer satisfaction. 

The Effect of Product Knowledge on Customer Satisfaction 

Product Knowledge also has a positive and significant effect on Customer Satisfaction, 

with a path coefficient of 0.320. Clear information regarding product characteristics, benefits, 

functions, and usage helps customers select products that match their needs and consequently 

improves satisfaction. This finding is consistent with Anaztasya et al. (2025) and Soliha et al. 

(2020), who found a positive relationship between product knowledge and customer 

satisfaction.  However, its effect is lower than that of Service Quality (0.320 vs. 0.570). This 

difference may be interpreted in the context of the respondents’ geographical characteristics. 

Most respondents were located in Mojokerto (34.7%), Sidoarjo (25.3%), Lamongan (17.9%), 

and Jombang (16.8%), indicating that customers were largely concentrated within the 

company’s regional market areas. In this context, direct service experiences, responsiveness, 

and accessibility may be more salient in shaping satisfaction than product information alone. 

Nevertheless, domicile was not tested as a variable in the structural model; therefore, this 

explanation should be interpreted as contextual rather than causal. 

The Effect of Customer Satisfaction on Customer Loyalty 

Customer Satisfaction has a positive and significant effect on Customer Loyalty, with a 

path coefficient of 0.433. This result indicates that customers who are satisfied with the 

products and services provided by PT Rukun Putera Bersama are more likely to repurchase, 

maintain their relationship with the company, and recommend it to others. The relatively 

strong effect of Customer Satisfaction also highlights the importance of customers’ 

accumulated experiences with the company. Since all respondents had conducted repeated 

transactions, their satisfaction was formed through actual and recurring interactions rather 

than a single purchase experience. This finding confirms that satisfaction is an important 

mechanism for transforming positive customer experiences into long-term loyalty. 

 

The Mediating Role of Customer Satisfaction in the Effect of Service Qualtity on 

Customer Loyalty 

Customer Satisfaction significantly mediates the relationship between Service Quality 

and Customer Loyalty, with an indirect effect of 0.247. Since the direct effect of Service 

Quality on Customer Loyalty also remains significant, Customer Satisfaction acts as a partial 

mediator. This means that service quality can strengthen loyalty through two mechanisms: 

directly through customers’ positive perceptions of the service and indirectly by first 

increasing their satisfaction. The finding supports Expectation Confirmation Theory (ECT), 

in which satisfaction develops when customers’ actual experiences meet or exceed their 

expectations and subsequently influence post-purchase behavior. The result suggests that 

improvements in service quality should not only focus on retaining customers directly but 

also on creating service experiences that consistently generate satisfaction. The partial 

mediation role identified in the final model is also consistent with the theoretical 

interpretation presented in the stud 

The Mediating Role of Customer Satisfaction in the Effect of Product Knowledge on 

Customer Loyalty 

Customer Satisfaction also significantly mediates the effect of Product Knowledge on 

Customer Loyalty, with an indirect effect of 0.139. As the direct relationship between 

Product Knowledge and Customer Loyalty remains significant, Customer Satisfaction also 

functions as a partial mediator in this relationship. This means that adequate product 
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information can directly strengthen customers’ confidence and loyalty while simultaneously 

increasing satisfaction by helping customers understand and select products that match their 

needs. This finding is consistent with Soliha et al. (2020), who found that Customer 

Satisfaction mediates the relationship between consumer product knowledge and Customer 

Loyalty, and is also supported by Anaztasya et al. (2025) regarding the positive effect of 

Product Knowledge on Customer Satisfaction. 

Overall Findings and Managerial Implications 

Overall, the findings reveal that Service Quality is the most important strategic priority 

for PT Rukun Putera Bersama. Although both Service Quality and Product Knowledge 

significantly influence Customer Satisfaction and Customer Loyalty, Service Quality shows 

the strongest effect on Customer Satisfaction (β = 0.570), compared with Product Knowledge 

(β = 0.320). Moreover, the effect-size analysis also shows that Service Quality has the largest 

contribution to Customer Satisfaction. Therefore, if the company must prioritize one strategy, 

improvements in service reliability, responsiveness, delivery accuracy, communication, and 

employee professionalism should receive greater attention. Product Knowledge remains 

important but should function as a complementary strategy through continuous improvement 

of sales personnel’s ability to explain product specifications, benefits, functions, and usage. 

This combination can strengthen customer satisfaction and ultimately support long-term 

loyalty. This priority is also consistent with the conclusion of the final thesis revision, which 

identifies Service Quality as the dominant strategy for improving satisfaction and loyalty. 

 

5. Conclusion 

This study concludes that Service Quality and Product Knowledge play important roles in 

strengthening Customer Loyalty at PT Rukun Putera Bersama, both directly and indirectly 

through Customer Satisfaction. Service Quality and Product Knowledge have positive and 

significant effects on Customer Satisfaction and Customer Loyalty, while Customer 

Satisfaction also has a positive and significant effect on Customer Loyalty. Furthermore, 

Customer Satisfaction partially mediates the effects of both Service Quality and Product 

Knowledge on Customer Loyalty. These findings indicate that customer loyalty is not formed 

solely through customers’ direct perceptions of service and product information, but also 

through the satisfaction generated from their overall purchasing experience. 

The novelty of this study lies in demonstrating the simultaneous roles of Service Quality 

and Product Knowledge in building Customer Loyalty through Customer Satisfaction within 

the medical device distribution context, particularly among B2C customers. A key finding is 

that Service Quality has a stronger contribution to Customer Satisfaction than Product 

Knowledge, making service quality the primary strategic factor in strengthening customer 

relationships. At the same time, the partial mediating role of Customer Satisfaction indicates 

that Service Quality and Product Knowledge can build loyalty through both direct and 

satisfaction-based mechanisms. Therefore, the findings provide a more comprehensive 

explanation of how customer loyalty can be developed in the medical device distribution 

business. 

Based on these findings, PT Rukun Putera Bersama should prioritize improvements in 

Service Quality by strengthening responsiveness, communication, delivery accuracy, and 

service reliability. Product Knowledge should also be continuously improved through regular 

product training for sales and customer service personnel to ensure that customers receive 

clear information regarding product characteristics, functions, benefits, and usage. Future 

studies are recommended to examine additional determinants of Customer Loyalty, such as 
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Customer Trust, Perceived Value, Relationship Marketing, Corporate Image, and Price, while 

involving larger samples, broader geographical coverage, and other medical device 

distributors to improve the generalizability of the findings. These recommendations are 

consistent with the practical and future-research suggestions in your thesis. 
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