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Abstract

Disclosure of information, when linked to service activities, helps encourage people to become more aware of
their rights and obligations. Therefore, the hope to be able to get the best service is now also starting to depend
on government organizations. The research objective is to analyze the effect of service quality on satisfaction and
public trust. This research is explanatory. The research location is the North Buton Regency Investment and One-
Stop Integrated Services (PTSP) Service with a target population of 149 people processing permits. The
measurement was carried out using a Likert scale (Summated Scale) with five categories on a scale of 1 to 5,
namely: (1) strongly disagree, (2) disagree, (3) neutral, (4) agree, (5) strongly agree. The analysis used to answer
the hypothesis in this research uses a Structural Equation Model (SEM) using the AMOS 26 program package.
There is a positive and significant influence between service quality on satisfaction with a beta coefficient of 0.903
and a probability of 0.000. There is a positive and significant effect of service quality on trust with a beta
coefficient of 0.572 and a probability of 0.004. There is a positive and significant influence between satisfaction
on trust with a beta coefficient of 0.369 and a probability of 0.044. There is a positive influence between service
guality on trust which is mediated by satisfaction. The nature of this mediation is partial mediation with a beta
coefficient of 0.517. the better the service quality, the satisfaction will increase. The better the service quality, the
more trust will increase. The higher the satisfaction felt, the greater the trust. Service quality can indirectly
influence trust through satisfaction.
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Public services can invest their limited resources
in participation programs, but participation can grow

1. INTRODUCTION
A service government that is largely

monopolistic in nature causes market competition to
become a weak concern for public service managers
in providing quality services. If the service received is
in line with expectations, then the quality of service is
perceived as good and satisfying. Linearly, if the
service received exceeds consumer expectations,
service quality is considered ideal (Parasuraman et al.,
1988). Otherwise, if the service received is lower than
expectations, the quality of the service is perceived as
poor. adding that consumer satisfaction is the level of
someone's feelings after comparing the performance
or service results in accordance with their expectations
(KOTLER et al., 2005).

if there is trust between government agencies as public
servants and the public who receive services from
government public service agencies. According to
(Siagian & Cahyono, 2014) Trust is the confidence of
a party regarding his intentions and behavior towards
another party, namely public trust is defined as the
public's expectation that service providers can be
trusted or relied upon to fulfill their promises.
Community participation in every decision making
makes it possible for public service providers to be
more responsive. The main thing that is an indicator
that public service providers are responsive to the
community is the emergence of service innovation.
The concept of innovation has not developed
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optimally in the public sector. This is because most
public sector organizations are less challenged,
because they are in a non-competitive climate, and do
not even feel that they have problems in terms of
survival. So, itis natural that the concept of innovation
is less developed in the public sector. However, the
changes that occur in the public administration
process require that many other things also change
(Wulandari et al., 2020).

Quality and high-quality services are the main
concern of public organizations. Openness of
information, when linked to service activities, helps
encourage people to become more aware of their
rights and obligations. Therefore, the hope of being
able to get the best service is now starting to depend
on government organizations (Hidayat, 2022) The
implementation of good public services depends on
the bureaucratic conditions in a country. Bureaucratic
conditions provide a special climate for the
implementation of optimal public services. Optimal
public services cannot yet be realized in Indonesia.
The condition of public services in Indonesia is still
very low. This opinion is reinforced (Keni & Juliana,
2020), which explains that the quality of a service
purchased by consumers is related to the satisfaction
of consumers who use the service in question. If
consumers are satisfied, it means the quality is good,
but if they are not satisfied then the quality is bad.

Study (Mokhtar, 2011) also supports that service
guality significantly influences customer satisfaction.
In research (Jahanshahi et al., 2009) also supports that
customer satisfaction is influenced by service quality.
Customer trust is the foundation of business, it is a
way to retain customers (Laely, 2016). Kemudian
(Diza et al., 2016) in its findings said that trust has a
positive impact and a significant relationship on
customer satisfaction. In research (Sahanggamu et,
2015) states that there is a relationship of trust with a
significant positive influence on customer satisfaction.
Apart from that, in research (Gul, 2014) proves that
the trust variable has a significant effect on
satisfaction. Customers who are increasingly
dissatisfied will show that customers have low trust in
the company (Leninkumar, 2017) also found where
there is a positive and significant influence on the
customer satisfaction variable due to trust.

The research objective is to analyze the influence
of service quality on satisfaction and public trust as
well as the influence of service quality on trust. The
novelty of this research is that the researcher tries to

find the relationship between each factor that is
interrelated with a crossed triangle, so that the
relationship between each variable is obtained.

2. METHODS

This research is explanatory, with the aim of
explaining the position of the variables studied as well
as the relationship and influence between one variable
and another. The research location is the North Buton
Regency Investment and One Stop Integrated Services
(PTSP) Service with a target population of 149 people
taking care of permits. The research location is the
North Buton Regency Investment and One Stop
Integrated Services (PTSP) Service. The target
population in this research was all 149 people
processing permits. The measurement was carried out
using a Likert scale (Summated Scale) with five
categories of choice on a scale of 1 to 5, namely: (1)
strongly disagree, (2) disagree, (3) neutral, (4) agree,
(5) strongly agree . The analysis used to answer the
hypothesis in this research uses a Structural Equation
Model (SEM) using the AMOS 26 program package.

Measuring the dimensions of the quality of the
services delivered is the focus of an assessment that
reflects the perceptions of cultivating farmers
regarding five dimensions of quality consisting of:
physical evidence (tangibles), reliability,
responsiveness, assurance and empathy. Then the
measurement of satisfaction is linked to four
dimensions that describe positive responses to
behavior after using the services offered by the PTSP
Service which include: (1) satisfaction with the
performance of the services delivered; (2) satisfied
with the conformity of service performance with
expectations, (3) satisfied with service performance
which is very impressive, (4) satisfied with service
performance which does not disappoint. Furthermore,
the trust measurement describes the public's sense of
trust in the PTSP Service which includes: Shared
Value Dimension, Communication Dimension and
Opportunistic Behavior Dimension.

Service Quality L’ H

Figure 1. Research Thinking Flow
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3. RESULTS AND DISCUSSION
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Figure 2. Complete model of test results for the
influence between variables
Based on the model testing results as seen in the
image above, they can be presented in the following
table:
Table 1. Research Results of Direct and Indirect

goodness of M indoks
CHI-SQUARE = 154,090
PROBABILITY= 000

Influences
. Beta A .
Exogeno Interveni Endogeno .. probabili informati
coefficie
us ng us ty on
nt
Direct Influence
Quality  satisfactio 0903 0000  significant
of service n
satisfactio -
0 Trust 0,572 0,004 significant
alit -
Qu |y_ - Trust 0,369 0,044 significant
of service
Indirect Influence
Quallty_ satisfactio Trust 0517 - Partl_al_
of service n mediation

The findings show that the community feels that
the services provided by the North Buton Regency
Investment and One-Stop Integrated Services Service
are in line with expectations. In the sense that there is
no gap between what is expected and the service
experienced. The influence of service quality on
satisfaction is adopted from research (Caruana, 2002).
Customers will feel satisfied if the quality
performance of the services provided is in line with
expectations and vice versa, customers will feel
dissatisfied if it does not meet the expectations given

by the company. Thus, it is logically required for the
management of the North Buton Regency Investment
and One-Stop Integrated Services Service to continue
to improve the quality of services according to what
the community expects because it affects the
satisfaction of the community who process business
permits.

The findings also show that service quality has a
positive and significant effect on people's satisfaction.
This positive influence has an impact on people's
satisfaction. Based on these findings, it was found that
the service quality variable is an important variable in
measuring trust which is mediated by satisfaction.
Thus, the better the quality of service provided by the
North Buton Regency Investment and One-Stop
Integrated Services Service, the greater the level of
community satisfaction.

Satisfaction and dissatisfaction are customer
responses to evaluations of the perceived
disconfirmation between previous expectations (other
performance norms) and the actual performance of the
product that is felt after using it. The main variables
that determine customer satisfaction are expectation
and perceived performance (Parasuraman et al.,
1988). If perceived performance exceeds expectations
then the customer will be satisfied, but if the opposite
is true then the customer will feel dissatisfied. This
means that if the quality of service is improved, the
greater the public's satisfaction with the services
offered by the North Buton Regency Investment and
One-Stop Integrated Services Service. This happens
because the high quality of service is in line with
community expectations which is supported by the
empathetic attitude of PMPTSP employees which
includes ease in carrying out relationships, including
employee friendliness, namely attention/politeness at
work and the ability of employees to communicate in
language that is easy to understand, resulting in
increased satisfaction in the community.

Service quality has a big influence on customer
satisfaction, word-of-mouth communication, repeat
purchases, customer loyalty, market share and
profitability (Manyanga et al., 2022)(Sugama &
Sukaatmadja, 2020). Customers who are dissatisfied
will have feelings of sentiment towards the
goods/services they have purchased and will have
little chance of making a repeat purchase (Rita et al.,
2019). On the other hand, customers who feel
satisfaction with the quality of services provided by
the company will develop a positive attitude and a
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high sense of trust in the company's goods/services.
(Wulur et al.,, 2020). The existence of a positive
attitude and customer trust in goods/services will
encourage customers to make repeat purchases
continuously so that customer loyalty will be formed
even though in reality it is rare to find customers who
are completely loyal to a particular brand (Alfiyanto
et al., 2020). customer satisfaction can be built
through the quality of goods/services, service,
company value (Taufik et al., 2022). This shows that
service quality is a variable that really determines
customer satisfaction.

Based on the findings, all variable indicators and
dimensions forming latent variables of service quality
assessed according to community perception are
positively related to community satisfaction. The
results of the analysis show that changes in improving
each service quality indicator can increase the level of
community satisfaction, this supports the service
quality theory (Parasuraman et al., 1988)(Caruana,
2002) that service quality has a significant positive
effect on community satisfaction. If service quality is
improved, satisfaction with PMPTSP employee
service will increase. This proves that service quality
is one of the factors that can build customer
satisfaction and trust. Customers will feel satisfied and
confident if the quality of service provided by the
provider meets their expectations and conversely
customers will feel disappointed or dissatisfied if the
quality of service provided by the company does not
meet their expectations. The concept of service quality
according to (Parasuraman et al., 1988) is a concept
consisting of five dimensions, namely: tangible,
reliability, responsiveness, assurance and empathy.
These dimensions play an important role in shaping
the level of customer trust.

Based on the measurement model through
confimatory factor analysis, the five variable
dimensions that have a large contribution or role in the
formation of the service quality latent variable are
empathy. In this research, it is formed through two
variable indicators/statement items, namely employee
friendliness, namely attention/politeness at work and
employee ability to communicate with easy to
understand language. Following assurance, reliability,
tangible, assurance and responsiveness. Whereas
(Parasuraman et al., 1988) as the founder of Serqual,
he found that the reliability dimension was the most
important dimension in describing the quality of
services provided in restaurant services. The results of

this research are different from the results of previous
researchers because the characteristics of the products
and services offered, the research object and the
conditions at the time of the research are different
resulting in different measurement results.

The results of this research support theory and
research on customer satisfaction (KOTLER et al.,
2005)(M. Hasan Ma’ruf & Abdullah Zailani, 2021)
(Bramantyo, 2021)(Susanti, 2021)(Sulaiman et al.,
2022)(Tanisah & Maftuhah, 2015)(Duriat &
Vaughan, 2020)(Keni & Juliana,
2020)(Boonlertvanich, 2019)(Husodo, 2018)(Fitri et
al., 2018)(Elrado et al., 2014)(Caruana, 2002). Service
quality influences customer satisfaction. Service
guality has a positive and significant effect on
community satisfaction because employees serve the
community professionally as expected and vice versa.
The higher the service quality of PMPTSP employees
to the permit management community, the higher the
satisfaction. This means that what makes the public
satisfied is the service provided by PMPTSP
employees based on the information provided to the
public. Thus, both theoretically and empirically prove
that service quality has a positive and significant effect
on satisfaction. If the relevant management aims to
increase satisfaction, then the strategy that can be used
from the perspective of the community as customers
is to improve service quality, especially serious
attention to evidence of reliability, namely the ability
and dependability in carrying out promised services in
a timely and reliable manner because it is based on the
results of confimatory factors. analysis shows that the
dimension of the reliability variable has a small role
or contribution from the five indicators forming the
service quality variable.

The quality of service referred to in this research
is the public's assessment of the services of PMPTSP
employees based on the dimensions of tangible,
reliability, responsiveness, assurance and empathy, in
this case which can foster public trust. According to
(Vivek et al., 2012), trust is formed when there is
confidence and a feeling of security (confidence) in
one party regarding the integrity and reliability of the
exchange partner. Customer trust is the belief that
someone will find what they want in another person.
Based on these two definitions, it appears how
important the confidence factor is. (Nadiah et al.,
2019).

Based on the research results, it shows that the
service quality variable has a positive and significant
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influence on the trust variable, which means that there
is a tendency for trust to increase due to the service
quality variable. This means that every increase in
service quality is in a positive direction with
increasing trust. The current findings coincide with
those of scholars (Gul, 2014)(Chinomona & Sandada,
2013)(Yap et al, 2012)(Rasheed & Abadi,
2014)(Vuuren, 2012)(Alireza Mosavi, 2012)

The results of this research are supported by
empirical data showing that the average respondent's
answer to each statement item used to measure each
indicator dimension of the service quality variable is
that the majority agree and strongly agree. This means
that based on the experience that has been felt by
respondents so far, they agree that the quality of
services provided by PMPTSP employees is relatively
good so that it has been able to foster a sense of trust
in the business permit management community. If we
look at the dimensions of service quality, the
dimension that makes the biggest contribution is the
empathy dimension which is in item X5.2, namely the
ability of PMPTSP Service employees to
communicate in language that is easy to understand.
This means that the public believes that the service
capabilities through good and easy to understand
communication provided by employees are always on
time, thereby creating a sense of public trust in
PMPTSP Service employees.

As theoretical support for opinions (Cronin &
Taylor, 1992). If there is good service quality, then
expectations for the service provided will be fulfilled
so that customers will feel they have benefited from
the interaction. One component of growing trust is
through the process of community interaction with
organizations as service providers through the quality
of services they have experienced. The quality of
service found in interactions with customers will
shape their expectations and influence trust. In the
world of public services, better service quality will
provide customers with a comprehensive perception
of the superiority of the organization's services. These
include assessing reliability and integrity as a service
partner. A company that is able to meet customer
needs and expectations, cares & pays attention to
customers, is able to keep promises, has credibility, is
able to be competent in technological developments,
is a service that is considered to have quality service.

The results of this study are also supported by
research results (BRAMANTYO, 2021)(Susanti,
2021)(Boonlertvanich, 2019)(Duriat & Vaughan,

2020)(Elrado et al., 2014) (Parasuraman et al., 1988)
which states that service quality has a positive and
significant influence on the trust variable, so it can be
said that both the results of this research and the results
of previous research both prove that service quality
has an influence on increasing public trust.

Based on the measurement model through
confimatory factor analysis, the five variable
dimensions that have a large contribution or role in the
formation of the service quality latent variable are
empathy. In this research, it is formed through two
variable indicators/statement items, namely employee
friendliness, namely attention/politeness at work and
employee ability to communicate with easy to
understand language. Following responsiveness,
tangible, assurance and reliability. Whereas
(Parasuraman et al., 1988) as the founder of Serqual,
he found that the reliability dimension was the most
important dimension in describing service quality.
The results of this research are different from the
results of previous researchers because they are
caused by the characteristics of the products and
services offered, the research object and the conditions
at the time of the research which are different resulting
in different measurement results.

Companies that want to win the competition in
the service business can pay full attention to customer
satisfaction, especially people who process business
permits. Full attention to customer satisfaction will
have a positive impact on the organization, in this case
the employees. Customers/public who feel satisfied
when using the service can form customer/community
trust so that they will feel compelled to make repeat
purchases from the PMPTSP Service. This is
confirmed by several studies such as research
conducted by (Norhermaya & Soesanto, 2016) where
every company has the goal of developing customer
trust through customer satisfaction so that the
company is able to retain its customers for a long
period of time. The results of this research state that
customer satisfaction has a significant effect on
customer trust. If we look at the contribution of the
satisfaction indicator, the largest contribution value is
Y1.4 regarding satisfaction with the service
performance which did not disappoint and Y1.1
regarding satisfaction with the service performance
delivered. This means that the level of public
satisfaction regarding service performance and
impressive service performance makes the public trust
the PMPTSP Service.
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Beliefs are all the knowledge held by society and
all the conclusions made about objects, their attributes
and benefits. Considering that belief is cognitive
knowledge about an object, attitude is a response to
feelings or views that we have about an object
(Mowen and Minor 2002:322). The relationship
between satisfaction and customer trust is that the
higher the customer's satisfaction with a product or
service, the higher the level of customer trust in a
product or service. Customer commitment to a product
or service is trust in using a product or service which
includes recommendations and trust (Nugroho, AW,
Sudaryanto, 2013). In line with theory (Swan &
Nolan, 1985) which says that long-term customer trust
will be realized if customers have a high level of trust
in a product or company. This is in line with the results
of research conducted by (Laely, 2016) shows that
customer satisfaction has a positive and significant
effect on customer trust.

According to research conducted by (Walter et
al., 2000) states that customer satisfaction has a
significant effect on customer trust. Customer
satisfaction is an attitude based on a customer's
experience, where this past experience supports the
development of trust felt by the customer in the
company. Customers trust the company's honesty and
ability to meet customer needs and requests. If
customers are satisfied then they will trust the
company.

The results of this study are also supported by
research results (BRAMANTYO, 2021)(Susanti,
2021) (Duriat & Vaughan, 2020) (Boonlertvanich,
2019)(Norhermaya & Soesanto, 2016) (Elrado et al.,
2014) which states that satisfaction has a positive and
significant influence on the trust variable, so it can be
said that both the results of this research and the results
of previous research both prove that satisfaction has
an influence on increasing the trust of cultivating
farmers.

Based on the measurement model through
confirmatory factor analysis, the three variable
dimensions that have a large contribution or role in
forming the satisfaction latent variable are satisfaction
with service performance that does not disappoint.
Followed by Satisfaction with the conformity of
service performance with expectations, Satisfaction
with the very impressive service performance and
Satisfaction with the service performance delivered.
Meanwhile, for the trust variable, the one that has a
big contribution or role in forming the trust latent

variable is Opportunistic Behavior, followed by
communication and Shared Value. Share value
regarding the public's sense of trust in employee
abilities, such as trust in the ability to provide services
regarding business permits, Opportunistic Behavior
regarding the public's desire to maintain long-term
relationships, such as trust in ongoing relationships
with the organization and communication regarding
the public's trust in the ability to provide information.
such as a sense of trust that the information provided
Is in accordance with the needs of the community, for
example information on  business  license
requirements.

The quality of services provided to customers
will greatly influence customer satisfaction.
Customers will feel satisfied if the service they receive
meets expectations. Therefore, customers always want
service products to have excellent service quality so
that customer expectations can be met. Companies, in
this case the PMPTSP Service, which provide good
quality services will make their customers, especially
the public, satisfied and have confidence in the
company/department and will most likely become
customers who are loyal to the services provided.

Consistency in the quality of a service can
provide long-term benefits for the company, namely
creating a positive perception from customers towards
the company and resulting in satisfaction (Naini et al.,
2022). Customers who are satisfied with the service
they have received will make the customer trust the
company and have high hopes that they will use the
service again in the future. As the opinion expressed
by (Iman, 2017) that customer trust is a perception of
reliability from the consumer's perspective based on
experience or a sequence of transactions or
interactions characterized by the fulfillment of
expectations for product performance and satisfaction.

The results of this study are also supported by
research  results (Keni & Juliana, 2020)
(Boonlertvanich, 2019)(Elrado et al., 2014) which
state that service quality has a positive and significant
influence on the trust variable which is mediated by
satisfaction, so it can be said that both the results of
this research and the results of previous research both
prove that service quality influences on increasing
public satisfaction and trust.

The mediating relationship between the
satisfaction variable and the influence of service
quality on trust can be seen from the indirect influence
value of 0.517. When compared with the direct
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influence value of 0.369, the influence of service
quality on trust can be mediated because it has a
greater value. However, this value can be categorized
as partial mediation. This means that the quality of
service provided by PMPTSP Service employees,
whether in terms of comfort and physical appearance,
ability and reliability in service, quick responsiveness
in providing services, security guarantees from
employees and an empathetic attitude, will make
people trust, whether through or without satisfaction.

4. CONCLUSION

There is a positive and significant influence
between service quality and satisfaction. This means
that the better the quality of service, the greater the
satisfaction. There is a positive and significant
influence between service quality and trust. This
means that the better the quality of the service, the
greater the trust. There is a positive and significant
influence between satisfaction and trust. This means
that the higher the satisfaction felt, the greater the
trust. There is a positive influence between service
guality on trust which is mediated by satisfaction. The
nature of this mediation is partial mediation. This
means that service quality can indirectly influence
trust through satisfaction.

From the phenomenon that occurs, PTSP Service
services cannot build satisfaction among the people
who process permits, which can lead to low trust,
namely: (1). The process of making a permit is slow,
(2). Only 1 service operator can run the application,
thus slowing down the service process, (3). Internet
network problems that cause slow service in the
business license registration process, (4). Employee IT
knowledge is still low, and (5). In 2021, North Buton
Regency received public service standard compliance
assessment results with a score of 62.61 and entered
the yellow zone. This result has increased compared
to the results of the assessment of compliance with
public service standards in 2019, which was 50.39 and
was included in the red zone category. Several
indicators that cause Butur to be included in the yellow
zone category include the absence of electronic
indicators (website), SK from complaint officials,
community satisfaction index (IKM), and incomplete
service standards such as requirements, procedures,
service products, costs and time periods.

5. REFERENCES

Alfiyanto, C., Indriani, F., & Perdhana, M. S. (2020).
The Effect Of Service Quality On Consumer
Trust And Customer Satisfaction To Improve
Customer Loyalty On Go-Car Transportation
Online In Semarang City. Diponegoro Journal
Of Economics, 9(1), 58. Hittp://Ejournal-
S1.Undip.Ac.ld/Index.Php/ime

Alireza Mosavi, S. (2012). A Survey On The
Relationship Between Trust, Customer Loyalty,
Commitment And Repurchase Intention. African
Journal Of Business Management, 6(36), 10089—
10098. Https://Doi.Org/10.5897/Ajbm11.2141

Boonlertvanich, K. (2019). Service Quality,
Satisfaction,  Trust, And Loyalty: The
Moderating Role Of Main-Bank And Wealth
Status. International Journal Of Bank Marketing,
37(1), 278-302. Https://Doi.Org/10.1108/1jbm-
02-2018-0021

Bramantyo, B. A. (2021). Pengaruh Kualitas
Pelayanan Dan Kepuasan Pelanggan Terhadap
Kepercayaan Dan Loyalitas Pelanggan Kapal
Laut Di Kota Makassar. In Universitas
Hasanuddin. Universitas Hasanuddin.

Caruana, A. (2002). Service Loyalty: The Effects Of
Service Quality And The Mediating Role Of
Customer Satisfaction. European Journal Of
Marketing, 36(7-8), 811-828.
Https://Doi.Org/10.1108/03090560210430818

Chinomona, R., & Sandada, M. (2013). Customer
Satisfaction, Trust And Loyalty As Predictors Of
Customer Intention To Re-Purchase South
African Retailing Industry. Mediterranean
Journal Of Social Sciences, 4(14), 437-446.
Https://Doi.Org/10.5901/Mjss.2013.VV4n14p437

Cronin, J. J., & Taylor, S. A. (1992). Measuring
Service Quality: A Reexamination And
Extension. Journal Of Marketing, 56(3), 55.
Https://Doi.Org/10.2307/1252296

Diza, F., Moniharapon, S., & Ogi, I. W. J. (2016).
Pengaruh Kualitas Pelayanan, Kualitas Produk
Dan  Kepercayaan  Terhadap  Kepuasan
Konsumen (Studi Pada Pt. Fifgroup Cabang
Manado). Jurnal Emba, 4(1), 109-119.
File:///C:/Users/User/Documents/Proposal/Jurna
I/Pengaruh Kualitas Pelayanan, Kualitas Produk
Dan  Kepercayaan  Terhadap  Kepuasan
Konsumen (Studi Pada Pt. Fifgroup Cabang
Manado).Pdf

Duriat, A., & Vaughan, R. (2020). The Effect Of E-
Ktp Service Quality On Community Satisfaction
In Kramatmulya District. Policy: Journal Of
Administrative Sciences, 7(February), 145-149.

Elrado, M., Yulianto, E., & Kumadji, S. (2014).
Pengarun  Kualitas Pelayanan  Terhadap
Kepuasan , Kepercayaan Dan Loyalitas. Jurnal
Administrasi Bisnis, 15(2), 1-9.

Jurnal lImiah Ekonomi Islam, ISSN: 2477-6157; E-ISSN 2579-6534




Jurnal llmiah Ekonomi Islam, 10(01), 2024, 27

Fitri, Dita Indah, Hariyanto, M., & Sahuri, C. (2018).
Kualitas Pelayanan Dan Kepuasan Pedagan
Dalam Membayar Retribusi Pasar. Jurnal limu
Administrasi Negara, 14(4), 463-468.

Gul, R. (2014). The Relationship Between Reputation,
Customer Satisfaction, Trust, And Loyalty.
Journal Of Public Administration And
Governance, 4(3), 368.
Https://Doi.0rg/10.5296/Jpag.V4i3.6678

Hidayat, W. (2022). Analisis Inovasi Pelayanan
Publik Berbasis Aplikasi Tangerang Live Di
Kota Tangerang. Jurnal Studia Administrasi,
3(2), 48-57.
Https://Doi.0rg/10.47995/Jian.VV3i2.65

Husodo, D. W. K. (2018). Implementasi Kebijakan E-
Budgeting Dalam Perencanaan Pembangunan
Berbasis Anggaran (Studi Pada Bagian Bina
Program Pemerintah Kota Surabaya). Jurnal
Ilmu Administrasi Negara, 15(1), 96-103.

Iman, T. (2017). Pengaruh Brand Equity Dan Brand
Trust Terhadap Loyalitas Pelanggan Teh Botol
Sosro Di Kota Bandung. Jurnal Stei Ekonomi,
26(2), 253-265.
Https://Doi.Org/10.36406/Jemi.VV26i2.227

Jahanshahi, A. ., Gashti, M. A. ., Mirdamadi, S. .,
Nawaser, K., & Khaksar, S. M. S. (2009). Study
The Effects Of Customer Service And Product
Quality On Customer Satisfaction And Loyalty.
International Journal Of Humanities And Social
Science, 1(June 2011), 253-260.

Keni, & Juliana. (2020). Prediksi Kualitas Pelayanan
Dan Kepercayaan  Terhadap  Loyalitas
Pelanggan: Kepuasan Pelanggan Sebagai
Variabel Mediasi. Jurnal Manajerial Dan
Kewirausahaan, li(1), 110-121.

Kotler, P., Wong, V., Saunders, J., & Armstrong, G.
(2005). Principles Of Marketing. Fourth
European Edition. In Pearson (Vol. 38, Issue
151).

Laely, N. (2016). Analisis Pengaruh Kepercayaan Dan
Harga Terhadap Loyalitas Pelanggan Dimediasi
Kepuasan Pada Pt. Telkomsel Di Kota Kediri.
Jmm17, 3(02), 61-74.
Https://Doi.Org/10.30996/Jmm17.V3i02.802

Leninkumar, V. (2017). The Relationship Between
Customer Satisfaction And Customer Trust On
Customer Loyalty. International Journal Of
Academic Research In Business And Social
Sciences, 7(4), 450-465.
Https://Doi.Org/10.6007/ljarbss/\V/7-14/2821

M. Hasan Ma’ruf, & Abdullah Zailani. (2021). Effect
Of Service Quality And Servicescape On Hotel
Customer Satisfaction In Solo. International
Journal Of Economics, Bussiness And
Accounting Research, 6(1), 143-149.
Https://Doi.Org/10.29040/ljebar.VV6i2.4679

Manyanga, W., Makanyeza, C., & Muranda, Z.
(2022). The Effect Of Customer Experience,
Customer Satisfaction And Word Of Mouth
Intention On Customer Loyalty: The Moderating
Role Of Consumer Demographics. Cogent
Business And Management, 9(1), 1-20.
Https://D0oi.Org/10.1080/23311975.2022.20820
15

Mokhtar, S. S. M. (2011). The Relationship Between
Service Quality And Satisfaction On Customer
Loyalty In Malaysian Mobile Communication
Industry. School Of Doctoral Studies (European
Union)  Journal  School  Of  Doctoral
Studieseuropean Union) Journal, 1(1), 32-38.
Http://Www.liuedu.Eu/Press/Journals/Sds/Sds_
2011/Bme_Article4.Pdf

Nadiah, Arina, & Ikhrom. (2019). The Students’ Self-
Confidence In Public Speaking. Elite Journal,
1(2), 1-11.
Https://Www.Elitejournal.Org/Index.Php/Elite

Naini, N. F., Sugeng Santoso, Andriani, T. S., Claudia,
U. G., & Nurfadillah. (2022). The Effect Of
Product Quality, Service Quality, Customer
Satisfaction On Customer Loyalty. Journal Of
Consumer Sciences, 7(1), 34-50.
Https://Doi.Org/10.29244/Jcs.7.1.34-50

Norhermaya, Y. A., & Soesanto, H. (2016). Analisis
Pengaruh  Kepuasan Pelanggan Terhadap
Kepercayaan Dan Loyalitas Pelanggan Untuk
Meningkatkan Minat Beli Ulang (Studi Pada
Online Store Lazada.Co.ld). Diponegoro Journal
Of Management, 5(3), 1-13.

Nugroho, Aw; Sudaryanto, B. (2013). Pengaruh
Kinerja Layanan, Kepercayaan Dan Kepuasan
Terhadap  Loyalitas  Konsumen  Dalam
Menggunakan Jasa  Pengiriman  Barang.
Diponegoro Journal Of Management, 2(3), 1-9.
Http://Ejournal-S1.Undip.Ac.ld/Index.Php/Dbr

Parasuraman, A, Zeithaml, V. A, & Berry, L. L.
(1988). Serqual: A Multiple-ltem Scale For
Measuring Consumer Perceptions Of Service
Quality. Journal Of Retailing, 64(September
2014), 28. Hittps://Doi.Org/10.1016/S0148-
2963(99)00084-3

Rasheed, F. A., & Abadi, M. F. (2014). Impact Of
Service Quality, Trust And Perceived Value On

Customer Loyalty In Malaysia Services
Industries. Procedia - Social And Behavioral
Sciences, 164(August), 298-304.

Https://Doi.Org/10.1016/J.Sbspro.2014.11.080

Rita, P., Oliveira, T., & Farisa, A. (2019). The Impact
Of E-Service Quality And Customer Satisfaction
On Customer Behavior In Online Shopping.
Heliyon, 5(10), E02690.
Https://Doi.Org/10.1016/J.Heliyon.2019.E0269
0

Jurnal lImiah Ekonomi Islam, ISSN: 2477-6157; E-ISSN 2579-6534




Jurnal llmiah Ekonomi Islam, 10(01), 2024, 28

Sahanggamu Et, A. (2015). Analisis Kualitas
Layanan, Servicescape Dan Kepercayaan
Terhadap Kepuasan Nasabah Pada Pt. Bank
Sinarmas Bitung. Jurnal Emba, Vol.3 No.1(1),
1084-1095.
File:///C:/Users/Asus_Id/Downloads/7868-
15538-1-Sm.Pdf

Siagian, H., & Cahyono, E. (2014). Analisis Website
Quality, Trust Dan Loyalty Pelanggan Online
Shop. Jurnal Manajemen Pemasaran, 8(2), 55—
61. Https://Doi.Org/10.9744/Pemasaran.8.2.55-
61

Sugama, I. P. Y., & Sukaatmadja, I. P. G. (2020). The
Effect Of Service Quality On Customers’
Satisfaction And Word Of Mouth. Russian
Journal Of Agricultural And Socio-Economic
Sciences, 98(2), 67—75.
Https://Doi.Org/10.18551/Rjoas.2020-02.09

Sulaiman, S., Sunarsih, S., & Zain, D. (2022). Analisis
Pengaruh Kualitas Pelayanan Publik Terhadap
Kepuasan Masyarakat. Eksos, 18(2), 105-120.
Https://D0oi.Org/10.31573/Eks0s.VV18i2.461

Susanti, F. (2021). The Effect Of Service Quality On
Customer Satisfaction And Trust In Using
Tokopedia Services. Conference Series, 3(1),
241-255. Https://Adi-
Journal.Org/Index.Php/Conferenceseries/Article
IView/364

Swan, J. E., & Nolan, J. J. (1985). Gaining Customer
Trust: A Conceptual Guide For The Salesperson.
Journal Of Personal Selling And Sales
Management, 5(2), 39-48.
Https://D0i.Org/10.1080/08853134.1985.10754
400

Tanisah, & Maftuhah, 1. (2015). Jurnal Dinamika
Manajemen The Effects Of Service Quality ,
Customer  Satisfaction. Jurnal  Dinamika
Manajemen, 6(1), 55-61.

Taufik, A., Santoso, S., Fahmi, M. I., Restuanto, F., &
Yamin, S. (2022). The Role Of Service And
Product Quality On Customer Loyalty. Journal
Of Consumer  Sciences, 7(1), 68-82.
Https://Doi.Org/10.29244/Jcs.7.1.68-82

Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012).
Customer Engagement: Exploring Customer
Relationships Beyond Purchase. Journal Of
Marketing Theory And Practice, 20(2), 122-146.
Https://Doi.Org/10.2753/Mtp1069-6679200201

Vuuren, T. Van. (2012). Customer Satisfaction , Trust
And Commitment As Predictors Of Customer
Loyalty Within An Optometric Practice
Environment. Southern African Business Review,
16(3), 81-96.

Walter, A., Mueler, T. A., & Helfert, G. (2000). The
Impact Of Satisfaction , Trust, And Relationship
Value On Commitment : Theoretical
Considerations And Empirical Results. In The
16th Imp Conference.

Wulandari, H., Afifuddin, & Suyeno. (2020).
Efektivitas Inovasi Program Pelayanan Publik
Berbasis E-Government (Studi Kasus Aplikasi
“Dr . Kepo” Dokter Kependudukan Online Di
Dinas Kependudukan Dan Pencatatan Sipil
Kabupaten Gresik). Jurnal Respon Publik, 14(3),
27-35.

Wulur, L. M., Militina, T., & Achmad, G. N. (2020).
Effect Of Service Quality And Brand Trust On
Customer Satisfaction And Customer Loyalty
Pertamina Hospital Balikpapan. International
Journal Of Economics, Business And Accounting
Research (ljebar), 4(01), 72-83.
Https://Doi.Org/10.29040/ljebar.\VV4i01.908

Yap, B. W., Ramayah, T., & Wan Shahidan, W. N.
(2012). Satisfaction And Trust On Customer
Loyalty: A Pls Approach. Business Strategy
Series, 13(4), 154-167.
Https://Doi.Org/10.1108/17515631211246221

Jurnal lImiah Ekonomi Islam, ISSN: 2477-6157; E-ISSN 2579-6534




