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Abstract. The aim of this study is to determine the relationship between behavioural intention with
customer repurchase intention, customer satisfaction, perceived service quality, perceived
product quality and perceived price fairness in automobile industry, particularly in service
garage. This study is specified at particular authorized automobile workshops in Indonesia. The
non-probability purposive sampling was performed to obtain the samples of this research.
Methodology: the survey was conducted online, using the main instrument of the data
collection — the questionnaire which was adopted from previous researchers. The samples were
obtained from a survey conducted for two weeks with 174 respondents. The four set of variables
were then tested to ensure the validity and reliability along with the assumption test to ensure
the normality, linearity, homoscedasticity and multi-collinearity, which was concluded as
powerful enough to be used for this research. The statistical analyses results have supported all
hypotheses stated in the research. As a result the study found positive and significant
relationship of perceived service quality, perceived product quality, and perceived price fairness
with customer satisfaction. In addition, in the second stage, customer satisfaction was also
proven to have significant and positive relationship with repurchase intention. This study can be
improved by adding the sample numbers, enlarge the samples with different car brands, and
have further study on additional dependent variables. However, the current result has provided
valuable inputs for automobile service garage to increase the customer repurchase intention.

Keywords: customer repurchase intention, customer satisfaction, perceived service quality,
perceived product quality, and perceived price fairness

JEL Classification: M21, M31, M30.

INTRODUCTION

The importance of this study was promoted in the frame of broader problem where company or
car repair services spend most of their energy and fund to attract new customers as the importance
of retaining customers who were left behind. A previous study by Dawkins and Reichheld, 1990
showed 5% enhancement rate in retention led to an increase in the net present value of customers
between 25% and 85% in a wide range of industries, from credit card to insurance brokerage, and
from motor services to office building management. The target of retaining customers is commonly
coming from loyal customers, which is normal since the most probable customers visiting the
company are the loyal customers.
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Unlike the automobile selling in which the customers will probably return in three to four years,
car repair services have privilege of frequent visit from customers related to the needs of their car
repair, routine service, or accessories upgrade. The period after buying new car until customers
repurchase again in three or four years later is a potential period for automobile dealers to sell their
car maintenance services. However, the customers might have more options to bring their car for
maintenance in different car repair dealers, either authorized or unauthorized. This is the challenge
for automobile dealers to keep their customers bring their car or maintenance service in their
dealers. Thus, the researchers choose the study on this sector as the available data that sufficient,
thought and able to deliver added value to the related business.

In order to make customers repurchase and repeat their order to the same automobile dealer.
Hussain et al. (2011) said that a business must increase its customer satisfaction level by either
lowering the expectation of the customers or improving the customer perception of its service.
When the services elicit satisfaction and contentment from the customers, Bowman and Narayadas
(2001) in (Hussain et al, 2011) said that they will normally return to the provider and may bring
along friends and colleagues, who can be potential customers. In contrary, dissatisfied customers
will share their experience with others and an enterprise may never know the unexpected
occurrence in the future. In today’s competitive environment, keeping customer satisfaction level is
very important for business to obtain customer loyalty and possible repurchase within the same
outlet.

To increase customer satisfaction level for car repair business in automobile sector, automobile
services need to increase the quality of after sales (Hussain et al., 2011). Service quality is an
important outcome of comparison between customer expectations, both before and after their
experience of service (Groonroos, 2007 in Ismail and Yunan, 2016). If the customer expectation of
service performance conform their perception of service, it may lead to an inducement of service
quality (Groonroos, 2007). Perceived service quality is customers’ judgment regarding the overall
excellence or superiority of a service (Zeithaml, 1998). Customersperceive the quality of service
based on the overall experiences of a service. When customersare satisfied with the quality of the
service, it will invoke an intention to repurchase the service or product.

Consumers have several perceptions about the superiority of a product, since a superior product
will ensure the product reliability, sustainability, and durability (Saleem et al, 2015). Customers buy
a product to satisfy their needs and expect a good quality product. If the product’s actual outcome
goes beyond their expectation, the consumers will be satisfied and may plan to repeat the order. In
the contrary, when the product evokes disappointment, it will generate a negative response not to
buy the product anymore. Customers already have preconceived notions about quality of product,
price, and appearance before purchasing it. Saleem et al. (2015) said that after using a product,
purchase intention may increase or decrease depends on the quality of the product and the benefits
that the customer receives. If the quality is high, then repurchase intention is also high.

Most customers will compare the benefits of service that they get with the money they spend to
determine whether the service is worthy or not. Xia et al. (2004) in Dai (2010) stated that when
customers discover disadvantage, inequality, and unfited price, fairness perception could trigger
negative emotions such as disappointment and anger which may lead to negative consequence of
behavioral intentions (e.g. intention to spread negative word of mouth, complaints, switching to
competitor, etc.). Xia et al. (2004) said that consumer assessments of whether a seller’s price can be
reasonably justified are considered as the perceived price fairness. When customers believe that the
seller gives fair price for the service or product, they intent to repeat and buy the product again.
Gunmesson (2002) said that the customer perception of price fairness influences the perceived
value, satisfaction, and it produces different emotion and behavioral response.

Some previous studies on customer behavior and its interrelationship with customer value and
satisfaction have been done, for example, Wahyuningsih (2011) had investigated the relationship
among customer value, satisfaction and behavioral intention of car insurance. Phuong and Trang
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(2018) had investigated the relationship of perceived service quality, perceived system quality, and
information quality towards repurchase intention on Grab and Uber customers. Therefore, this study
fit the gap in analyzing the elements of customer satisfaction, perceived service quality, perceived
product quality and perceived price fairness in automobile car service business especially in
Indonesia (particularly Toyota Authorized Service Garage). Considering the level of car growth,
high number of car in Indonesia, and number of car repair service, the managers and business
owners need to know the behavioral perception of their customers especially the repurchase
intention in order to enlarge their competitive advantage. Furthermore, this study is intended to fill
these gaps, which means that managers will be able to access the major variabel affecting customer
repurchase intention. Managers should be able to build strategic marketing decision to improve
company marketing and earning oppotrinity. For further research, this study should be able to
contribute basic customer perceived behaviour in Toyota service garage that can be applied in other
service garage brands.

To invoke the customers’ willingness to repeat order and repurchase the car service in the same
dealer, business owners or managers must fill in customer expectation. However, customer
expectation often does not meet the business reality, and sometimes customer value regarding
service quality, product quality and price fairness change overtime, which makes it more difficult to
fulfill. Therefore, this study focused to determine the relationship between behavioral intention with
customer repurchase intention, customer satisfaction, perceived service quality, perceived product
quality and perceived price fairness in automobile industry, particularly in service garage.

LITERATURE REVIEW
Perceived Service Quality

Perceived service quality has been defined by Czepiel (1990) as customers’ perception of how
good and rigorous a service meets or exceeds the expectation. To build the perception about quality
of service is a long term process which is determined by quality of the service (Ismoyo et al., 2017).
The quality of service was helped company to increase the market share if perceived service quality
meets or over the expectation, and vice versa (Anderson and Zeithanml, 1984, as cited in Hussain,
Bhatti and Jilani, 2011). Therefore, in the modern era, the high competition in business leads the
managers to redefine their strategy to compete with their competitors and to focus their attention on
service quality (Thamnopoulos, Tzetziz and Laois, 2012). Customers will consider to choose a
service or product because of personal perception regarding superiority and perfection of the given
product or service.

In automobile repair service business, the excellent service which is given by company to the
customers is an essential success element to survive and win the high competition (Hussain, Bhatti
and Jilani, 2011). The customers may have many choices to repair their car in any workshop based
on their preference which can fulfill their expectation, but they need an excellent service for their
car. Eventually after purchasing, the customersare attracted more to a good after-care and
maintenance service. They will confirma better engagement with the service garagethan with the
dealer where they gought the car (DMA Foresight factory research, 2017). If the customers enjoy
the service experience, they will normally return to the provider and may bring along friends and
colleagues. On the other hand, dissatisfied customers will share their experience with others and
organization,and never know what is going on to hit after (Bowman and Narayadas, 2001).

Soon et al. (2014) said that automobile company should always perform good quality car
service, show high responsiveness, care, and solve the car problem faced by the customer promptly,
so the customers are confident about the integrity of the company. The company also has to make
sure that the car has a good performance on the road after service. Customers come to the
automobile repair workshop with a hope that their car problem can be solved by the workshop and
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will not face the same problem in the future. Therefore, the workshop should make sure all
problems that the customers bring have been solved completely. Shammaryi& Samerkanina (2014)
in their research concluded that car owners expect to receive excellent quality of service not only
while the purchasing process is going on, but also after the car has been purchased. In addition, it is
also said that today’s customers expect to receive an automatic reminder when their vehicles’
periodic service is duein order to book a service appointment easily as well as to receive personal
treatment.

The processes of delivering services determine the quality of service and pivotal for the
customers to gather their notion about the perceived service quality (Cronin et al., 2000;
Parasuraman, 2000). Hussain, Bhatti and Jilani (2011) concluded in their study that delivery time,
process, promise commitment of installation, and warranty showed direct relation with customer
satisfaction. Based on those studies, it can be summarized that car owners who come to automobile
repair expect their car to be maintained with an excellent process, on time delivery, and all of their
car problems are completely solved.

Acording to the studies above and some previous researchconducted by Mensah (2018), Phuong
and Trang (2018), Ismoyo et al. (2017), Al-Shamari and Kanina (2014), Ismail and Yunan (2016),
Izogo and Ogba (2014) which altogether found that service quality has positive and significant
impact toward customer satisfaction and purchase intention, the researchers statedthe first
hypothesis for this research regarding the perceived service quality as follows:

H1: Perceived service quality has positive and significant effect towardscustomer satisfaction.

Perceived Price Fairness

Perceived price fairness is defined as consumers’ subjection assessment of whether the
difference between a seller’s price and the price of other parties is reasonable, acceptable, or
justifiable (Bolton et al., 2003). Itis said that price fairness is a process that is recognized by
customers as an outcome which is reasonable and acceptable. Moreover, the influence of
customers’ perceived price fairness will depend on the offer price that the customers received. Dai
(2010) argued that fairnessis very subjective since it is based on what the customers perceived
regardless the perception is correct or not. Therefore, price fairness is a critical element until the
customers perceive anunfair price (Dai, 2010).

Pricing is very important for the company to reach the profit and to keep the existence in the
competitive market. Management should be careful to determine the price because the price affects
the sales and the acceptance of product in the market. Moreover, price also provides link between
quality of service and customer expectation (Bassey, 2014). It means that higher price will be
followed by higher expectation from the customers to get better quality of service and experience of
product.

A finding in 2005 from a study conducted by Homburg, Koschate, and Hoyer revealed the
existence of strong positive impact of customer satisfaction on willingness to pay. Thus, the
customers who are satisfied with the service in the past will not only seek for the service provider in
the future, but also have willingness to pay premium price for the service. Lindgreen et al. (2000)
said that retained customers may pay higher price than newly acquire customers, and less likely to
receive discounted offer that are often made to acquire new customers. The study of Homburg et al.
(2005) was strengthened by the study of Soon et al. (2014) which mentioned that car buyers will
value the quality of service and product more than the chargedprice since it is high involvement
product. Agyapong and Ghana (2011) said that most customers prefer good service than lower price
since they are willing to pay a little extra to get better or more efficient services.

Based on some studies mentioned in the previous paragraph, the researchers hypothesized that:

H2: Perceived price fairness has positive and significant effect towards customer satisfaction.
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Perceived Product Quality

Perceived product quality is an important element of the marketing strategies which aims to
build brand image and increase the market share (Tsioutsou, 2005). Perceived quality is the
consumers’ judgement about a product’s overall excellence or superiority (Zeithaml, 1988 in
Tsioutsou, 2005). Perceived product quality is related to superiority of product or service which
customers experienced when using the product or service to satisfy their needs (Kottler etal., 2002
in Saleem et al., 2015). Customers calculate product superiority in term of how much happiness
they received from that product (Jiang and Wang, 2006). Consumers will find the product which
can fulfill the whole supremacy and excellence (Zeithaml, 1988). Therefore, perceived products
quality will drive the customers’ perception to decide purchasing a product when the value and core
function meet their needs.

Perceived quality is a global assessment ranging from “bad” to “good”, characterized by high
abstraction level and refers to specific consumption setting (Tsioutsou, 2005). Before going to
purchase a product, customers have a perception about product quality, price and appearance, but
after using a product, purchase intention increases or decreases depending on their experience when
using the product. Rust and Oliever (1994) in Tsioutsou (2005) argued that perceived quality is both
pre and post purchase construct. Customers consider perceived quality as more specific concept
based on the product or service (Saleem et al., 2015).

In line with the studies before, the researchersstated a hypothesison perceived product quality
that:

H3: Perceived product quality has positive and significant effect towards customer satisfaction.

Customer Satisfaction

Customer satisfaction can be written as the needs and goals to achieve a pleasure level of
fulfillment and emotional response provided by a service (Olivier, 1997). It is a variable that is
very important for an enterprise as strategic indicator, or for a company’s success and long-term
competitiveness (Anderson et al., 2008). The benefits of customer satisfaction are not limited to
automobile industry. The benefits have been revealed as the following:

e Customer satisfaction has a direct and strong relation with customer loyalty. More satisfied
customers are more loyal to the firm (Hag, 2012).

e The customer satisfaction is the most important part of any automobile service sector.
Thus,the main job of service industry is to improve client satisfaction and quality of service which
is helpful to improve the number of new clients (Kumar and Singh, 2016).

e Satisfied consumersare less likely to switch to other companies (Wahyuningsih, 2011)

e Customer satisfaction is an important element in delivering service for understanding and
satisfying the customers’ needs and wants, which further can increase market share resulting from
the repeat purchases and referrals (Kotler, 2000).

e Customer satisfaction is very important as satisfied customers will add the value of the
brand and spread a positive word of mouth as well as help in making good reputation of brand.
Satisfied customers will be able to make long term profitable relationship with the brand (Hanif,
Hafeez and Riaz, 2010).

In this study, in the first stage customer satisfaction functioned as dependent variable to three
independent variables including perceived service quality, perceived product quality, and perceived
price fairness. The second stage of the evaluation, customer satisfaction functioned as independent
variable towards repurchase intention.
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Some researchers such as Zaw (2014), Soon et al. (2014), Mensah (2018), Lang Tang et al.
(2015), said that when customer are satisfied will impact positively and significant towards
repurchase intention. Thus, the researchers hypothesized that:

H4: Customer satisfaction has positive and significant effect towards repurchase intention.

Repurchase Intention

Repurchase is defined as a realized action of customers in buying or using the products again
(Ibzan, Balarade and Jakada, 2016). Customers who buy or use a product or service for the first
time will have potential to repeat purchase (Peyrot and Doren, 1994). Repurchase intention can be
stated as “the individual’s judgment about buying again a designation service from the same
company, taking into account his or her current situation and likely circumstances” (Hellier et al.,
2003). It is clear from the definition that customers will tend to repurchase if they have good
experiences withthe products or services. Thus, it can also be mentioned that customers are more
likely to repeat their transaction with the same company if they think that what they have received
is worth what they have given up (Wahyuningsih, 2011). In this study, repurchase intention was
obtained from surveys of current customers by assessing their tendency to purchase the same brand,
same product or service from the same company.

Chart of Hypothesis Statement

Four hypotheses stated previously can be briefly depicted in the following chart:

Perceived Hl -+
Service Quality :
(PSQ)
H2:+
Perceived Customer Repurchase
Product Quality Satisfaction (CS) Intention (RI)
(PPQ) R >

/ Ha - +
Perceived Price

Fairness (PPF) H3:+

Figure 1. Chart of Hypothesis Statement

H1: Perceived service quality has positive and significant effect towards customer satisfaction.
H2: Perceived product quality has positive and significant effect towards customer satisfaction.
H3: Perceived price fairness has positive and significant effect towards customer satisfaction.
H4: Customer satisfaction has positive and significant effect towards repurchase intention.
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METHODOLOGY
Data and Methodology

The non-probability purposive sampling was performed to obtain the samples of this research.
This method was targeting the people who own Toyota car and regularly use the service of
authorized dealer workshop to repair and maintain their car.The valid samples collected were 174
from 200 surveys done by the researchers. The survey was conducted online in all over Indonesia,
and in-site survey in several Toyota authorized dealers in North Sumatera. The main instrument of
the data collection was the questionnaire which was adopted from previous researchers, Soon et al.
(2014) and other researchers. The questions were closed-ended questions with a 5-points Likert
scale, the scores were coded 5 for strongly agree, 4 for agree, 3 for neutral, 2 for disagree, and 1 for
strongly disagree. The questionnaire was distribured for 2 weeks in November 2018 with 87%
response (174 out of 200 survey).

The four set of variables were then tested to ensure the validity and reliability along with the
assumption test to ensure the normality, linearity, homoscedasticity and multi-collinearity, which
was concluded as powerful enough to be used for this research.

Measurement of Independent Variables

The study applied multi-items (instrument) scales to measure the model construct. Every
variable was tested using three to five instruments with the following detail:

The measurement of perceived service quality (PSQ) was derived from the study by Soon et al.
(2014). The existing instrument was considered suitable since it was dedicated for automobile
industry which was in line with the objective of this study. Five instruments were questioned to
capture as much as possible the spectrum of PSQ with the following list of questionnaire:

° Employees of Toyota garage always perform good quality car service to their customers

o Employees of Toyota garage show their high responsiveness towards customers’ request
when servicing their car

o Customers are very confident with the car service provided by Toyota

. Employees of Toyota garage show their caring to the customers when servicing their car

o Employees of Toyota garage always understand the car problems that the customers faced
and able to solve the problems in time.

The second variable is perceived product quality (PPQ), in which the researchers measured the
customers’ point of view before purchasing the product, using the adopted instrument from the
previous study (Stylidis et al., 2015). The PPQ was measured based on three major components
which are related to visual quality, feeling quality, and overall performance. The overall
questionnaire instrument was a combination of the studies by Stylidis et al. (2015) and Soon et al.
(2014) with the following list of questionnaires:

o Toyota’s products have the best performance

o Toyota garage always replaces the spare-part with a good quality spare-part.

o Product replacement such as oil machine and other spare parts by Toyota garage fulfill the
customer expectation on product quality.

The instrument to measure the perceived price fairness was an adopted instrument used by
previous researchers (Hermann et al., 2007 and Soon et al., 2014) which is intended to measure a
relative comparison of product or service price with other competitors in the same environment.
The construct was build based on fivequestionnaire instruments as follows:

o The price of Toyota service garage is reasonable
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o All customers pay the same price when they maintain their car in the same city with the
same problem

o Toyota service garage and spare part is not overpriced.

o The price of Toyota service garage is in accordance with the quality of the service

o The price of Toyota service garage is acceptable compare to other service garages

Measurement of Dependent Variables

Customer satisfaction was measured by adopting instrument which was developed by Soon et al.
(2014) with the main focus questionnaire on overall satisfaction performance, and willingness to
spread positive word of mouth advertisement, the questionnaires were listed below:

e | am very satisfied with overall performance of Toyota garage

e | believe that | make a good decision in using Toyota service garage

e | will spread positive word of mouth about Toyota service garage to my relatives and
friends.

The variable of repurchase intention as the final dependent variable to be tested measured the
customer intention to use the same service repeatadly. The instrument used in this study was an
adopted version of Rahman et al. (2014) and Soon et al. (2014) focusing on the intention of the
customers to repeat the use of the service :

e |lintent to return to use Toyota service garage

e | search for information about Toyota service garage from time to time

e | always talk about Toyota service garage with my friends

e | like to compare Toyota service garage to other brands from time to time
e | believe that Toyota garage and its products are the most suitable for me.

FINDING AND DISCUSSION

Table 1 describes the demographics of the respondents. It indicates that the majority of
respondents’ characteristic was male (68%), aged between 31 to 40 years old (44%) and worked as

employees (62%).

Table 1
Respondents* Demographics
Respondents’ Characteristics Sub Profile Percentage (%)

Gender Male 68 %
Female 32 %

Age Less than 20 2%

20 — 30 years old 15%

31 — 40 years old 44 %
More than 40 39 %
Occupation Employee 62 %
Entrepreneur 24 %

House Wife 6%

Student 5%

Pensioner 2%

Military and Police 2%

Source: own study
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Respondents’ demographics shows that the majority of the respondents wasadult people who
had enough critical thinking to give their proportional review on the service based on their
experiences. Convergent validity is based on the guidelines assessment proposed by Hair et al.
(2009) where the construct is valid when KMO test indicates value of greater than 0.7. Table 2
describes the validity of all constructs with KMO value of 0,702 to 0,863.

Table 2
Validity Test
Variable | KMOTest | PUrers df Sig (Hasitr?t‘:f‘;gog) Validity

PPSQ 0,863 348,742 10 0,000 >0.7 Valid
PPQ 0,702 166,696 3 0,000 >0,7 Valid
PPF 0,843 488,274 10 0,000 >0,7 Valid
cs 0,730 298,426 3 0,000 >0,7 Valid
RI 0,728 334,303 3 0,000 >0,7 Valid

Source: own study

Cronbach’s Coefficient Alpha test (between 0-1) was applied to describe the reliability of all
factors. The variables are considered acceptable and reliable when the calculation result is greater
than or equal to 0.60 (Sekaran, 1992). In this study, the measure model contained 5 latent variables
and 21 measurements.

Table 3
Reliability Test
Variable | Crombach’s Alpha | N of Item Sta”gf‘)zdgi(g’fggg)‘ e Reliability
PPSQ 0.856 5 0.6 Reliable
PPQ 0.802 3 0.6 Reliable
PPF 0.889 5 0.6 Reliable
Cs 0.884 3 0.6 Reliable
RI 0.858 5 0.6 Reliable

Source: own study

Table 3 shows that the reliability test of five latent variables was above 0.7 which provides
indication of reliable acceptance.Since the reliability, validity, and four classic tests had been
passed, the data analysis was proceed to the first stage of linier regression by analysing the impact
of three independent variables including perceived service quality (PPQ), perceived product quality
(PPQ), and perceived price fairness (PPF) towards dependent variable of customer satisfaction
(CS). Multi-regression analysis method was applied with a confidence level of 95% and alpha 0.05.
Using IBM-SPSS software, the results are described in the following table.

Table 4
Model Summary of Customer Satisfaction Variable
Model Summary®
Model R R Square Adjusted R Std. error of the

Square Estimate
1 776° 0,603 0,596 0,39615
a. Predictors: (Constant), PPF, PSQ, PPQ
b. Dependent Variable: CS

Source: own study
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The first linier regression between PSQ, PPQ, and PPF as independent variables with CS as
dependent variable showed that 60% (R2 = 0.6) of customer satisfaction could be explained by the
three independent variables, and the rest 40% would be explained by other variables which are out
of the scope of this study.

Table 5
ANOVA
ANOVA?
Model Sum of df Mean Square F Sig.
Squares
1 Regression 40,494 3 13,498 86,008 .000°
Residual 26,679 170 0,157 - -
Total 67,173 173 - - -
a. Dependent Variable: CS
b. Predictors: (Constant), PPF, PSQ, PPQ

Source: own study

The simultaneous test of all independent variables indicated the result of F values of 86,008 with
significance of 0.000 (< 0.05). It concluded that the three independent variables are good predictors
of customer satisfaction simultaneously.

Table 6
Coefficients Regression
Coefficients®
Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF
1  (Constant) | 0,506 0,243 - 2,086 | 0,038 - -
PSQ 0,345 0,076 0,308 4,529 | 0,000 0,506 1,977
PPQ 0,208 0,076 0,196 2,738 | 0,007 0,456 2,192
PPF 0,332 0,055 0,391 6,045 | 0,000 0,559 1,788
a. Dependent Variable: CS

Source: own study

From the regression test, coefficient of independent variable of perceived of service quality
toward dependent variable of customer satisfaction was 0,345 with t value 4,529 and level of
significant 0.000 < 0.05. Thus, hypothesis null is rejected and Hs is accepted. It means that there is a
positive and significant impact of perceived service quality toward customer satisfaction. Every
change of perceived service quality variable by 1 scale will increase customer satisfaction by 0.34.
The findings are in line with the research from Mensah (2018), Phuong and Trang (2018), Ismoyo
et al. (2017), Al-Shamari and Kanina (2014), Ismail and Yunan (2016), 1zogo and Ogba (2014),in
which perceived service quality has strong and positive impact towards customer satisfaction.

The test regression coefficient of variable perceived product quality towards dependent variable
customer satisfaction showed coefficient regression of 0.208 with t value 2.738 and level of
significant 0.007 (< 0.05). This result means that hypothesis null is rejected and H, is accepted.

There is a positive and significant effect of perceived product quality towards customer
satisfaction. Every change of perceived product quality variable by 1 scalewill increase customer
satisfaction by 0.208. The findings are also in line with research result from Tsoutsou (2005) and
Saleem et al. (2015) which found a positive and significant impact of perceived product quality
toward customer satisfaction.
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The test regression coefficient of variable perceived of price fairness toward dependent variable
customer satisfaction showed coefficient regression 0.332 with t value 6.045 and level of significant
0.000 (< 0.05). This result means that hypothesis null is rejected and Hs is accepted. There is a
positive and significant effect of perceived price fairness toward customer satisfaction. Every
change of perceived price fairness variable by 1 scale will increase customer satisfaction by
0.332.These findingsare in line with the research dinding from Dai (2010) and Bassey (2014).

The linier equation is served below:

CS =0.506 + 0.345. PSQ + 0.208. PPQ + 0.332. PPF

Individually, by comparing the constant value of each variable, PSQ had the most positive
relationship with customer satisfaction, followed by PPF and PPQ. Furthermore, the second stage of
the hypothesis analysis in this study is assessing the impacts of customer satisfaction towards
repurchase intention by using linier regression technique.

Table 7
Model Summary of Repurchase Intention Variable

Model Summary®

Model R R Square Adjusted R Std. error of the
Square Estimate
1 .761° 0,579 0,576 0,42658

a. Predictors: (Constant), CS
b. Dependent Variable: RI
Source: own study

Table 7 shows that R square valuewas 0.579, it means that repurchase intention as dependent
variable could be explained 58% by customer satisfaction as independent variable and the rest 48%
was explained by other variable(s) outside this researchparameter.

Table 8
ANOVA
ANOVA?
Model Sum of df Mean Square F Sig.
Squares

1 Regression 43,028 1 43,028 236,450 .000°

Residual 31,300 172 0,182 - -

Total 74,328 173 - - -
a. Dependent Variable: RI
b. Predictors: (Constant), CS

Source: own study

Table 8 result shows F values of 236.450 with significance of 0.000(< 0.05), it indicates that the
independent variables are good predictors of repurchase intention as dependent variable.
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Table 9
Coefficients Regression of Repurchase Intention variable
Coefficients®
Unstandardized Standardized Collinearity Statistics
Model Coefficients Coefficients t Sig.
B Std. Error Beta Tolerance VIF

1  (Constant) | 0,639 0,213 - 3,002 | 0,003 - -
CS 0,800 0,052 0,761 15,377 | 0,000 1,000 1,000

a. Dependent Variable: RI

Source: own study

Hypothesis 4 is intended to prove the impact of customer satisfaction towards repurchase
intention. Table 9 shows a regression coefficient of 0.800 with t value of 15.377 and significant
level of 0.000 (< 0.05). This result means that hypothesis null is rejected and H, is accepted. There
is a positive and significant effect of customer satisfaction towards repurchase intention. Every
change of customer satisfaction variableby 1 scale will increase repurchase intention by 0.800. The
linier equation is served below:

R1=0.639 + 0.8.CS

The regression signifies the important relation between customer satisfaction with repurchase
intention. The result confirms the result of some previous researches such as Zaw (2014), Soon et
al. (2014), Mensah (2018), and Lang Tang et al. (2015).

CONCLUSION

The statistical analyses results have supported all hypotheses stated previously. The three
variables PSQ, PPQ, and PPF were having positive and significant relationship towards customer
satisfaction. In addition, among the three variables, perceived service quality is the most influential
predictor to customer satisfaction. This study also successfully supports the hypothesis saying that
customer satisfaction has positive and significant relationship towards repurchase intention. It can
also be concluded that the foundations of repurchase intention of Toyota authorized service garage
in Indonesia are perceived service quality, perceived product quality, perceived price fairness and
customer satisfaction. Overall, the most likely outcome and further studiesare list of actions to be
performed by the service garage dealer in persuading the customers in their behavioral perception
sector tackling their perception of service quality, product quality, and price fairness.

However, a room of improvement on this study is identified from two corners; the first is
enlarging the scope of the study by gathering more samples from different car brand and garage to
have more general application. The second is targeting more explanation of dependent variables by
adding other independent variable(s), signifies by R2 of around 0.6. The other 40% of customer
satisfaction explanation should be studied further.

RESEARCH IMPLICATION

The results of this study can be used by automobile company especially Toyota dealer
authorized service garage and possibly other car repair services in order to increase their rate or
repurchase customers by paying attention on the three variables; PSQ, PPQ and PPF. The
management should be more focused on the strategic programs to enhance the service quality for all
level of employees from front line level to back office employees to increase the practice of high
quality service. The management should drive every employee to serve beyond the expectation of
the customers. Furthermore, the management must focus on improving product quality and keep the
product reliable. When the product meets the needs of the customers, it will build a positive
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perception of the product and drive the customers to repeat the order. On the other hand, when the
management wants to determine the price, they must formulate the price carefully to have fairness
comparison with the quality of product and service with economic and profitability consideration.
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JOCJIIKEHHA KYHIBEJBHOI NOBEIIHKHA Y C®EPI OBCJIYTOBYBAHHSA
HA IMPUKJAJII KOMIOAHII ABTOMOBLIBHOI'O CEPBICY

YAFET EKA PRASETYA, marictpanT ¢akynbTeTy MEHEDKMEHTY, YHIBepcuTeT binyc, 3axigHa

Jxakapra, [Hn0He31s
JULFREE SIANTURI, wmarictpant ¢akyiabTeTy MEHEKMEHTY, YHiBepcuteT binyc, 3axigHa

Jxakapra, [Hn0He31s

MeTor0 aHOTO JOCHIDKEHHS € BH3HAUEHHS B3a€MO3B'SI3KY MK KYIIBEJIIBHOIO TOBEIIHKOIO 1
HAMIpOM KJIi€EHTa B TMHTaHHI NPUAO0AHHS Ta TOAIBIIOTO BHKYIY MPOAYKIi, a TaKOXK
3JIOBOJICHICTIO CIIOKMBA4a OJCP)KYBAHOIO SIKICTIO OOCIYrOBYBaHHS, SIKICTIO TPOJIYKTY 1
nepeadavyBaHOIO CIPAaBEUIMBOIO IIHOI B aBTOMOOUIBHIM MPOMMCIOBOCTI, 0COOIMBO B cdepi
nociayr. JlaHe IOCHTiKeHHS TPOBOJMIIOCS B CICIiaJIi30BaHMX aBTOPU30BAHMX aBTOMOOUTBHHX
Mmaiicrepusax B IHjonesii. 3 MeTO0 OTpUMaHHSA HaHUX JJIsl TPOBEJCHHS JOCIIJDKCHHsA, Oyna
MpoBeAcHa IMOBIpHICHA IIiTboBa BHOIpka. ONUTyBaHHS MPOBOAMIIOCS B PEXKHMI OHIAWH 3
BUKOPUCTAHHSIM OCHOBHOTO IHCTPYMEHTY 300py IaHMX — aHKETH, sKa Oyna TepedHsATa Bil
nonepeaHix AociigHuKiB. Jani Oynu oTpuMaHi B XOJi ONMUTYBAaHHS, K€ MPOBOAUIIOCA MPOTITOM
JIBOX THXKHIB 32 y4acTio 174 pecroHAeHTIB. 3rofgoM Oyiu MpOTeCTOBaHI YOTHPU HAOOPH 3MIHHHX,
o0 rapaHTyBaTH JOCTOBIPHICTh 1 HaAIMHICTh MPOBEACHUX OOuHMClIeHb. B pe3ynbTari AaHOro
JOCHIUKeHHsT Oyno BHUSBICHO TMO3UTHBHMN 1 3HAYyIIMH 3B'SI30K  OAEPIKYBaHOI  SIKOCTI
00CITyroByBaHHS, SIKOCTI MPOAYKTY 1 mepeadadyBaHOIO CIPaBEUIMBOIO I[IHOK 3 3aJJOBOJICHICTIO
cnoxxuBada. Kpim toro, Ha qpyromy etami 0yj0 TakoX JAOBEICHO, IO 33J0OBOJICHICTh KIIIEHTIB Ma€e
ICTOTHUH 1 TIO3UTHBHHMI B3a€MO3B'SI30K 3 KYIIBEIbHOIO TMOBEIIHKOIO 1 KIIEHTCHKUM HaMipom
puaOaHHS 1 MOJAIBIIOr0 BUKYIY MPpoAyKii. JlaHe qociipkeHHsT MOXe OyTH MOKPAIIEHO IIISTXOM
JOJaBaHHSl KpUTEPiiB BinOOpy, MOro 30UIbLICHHS, BIANOBIAHO 1O JOCHIIKEHHS KYyHiBEIbHOI
MOBE/IHKHU T10 BiJHOIIECHHIO JI0 PI3HUX MapoOK aBTOMOOLIIB 1 MOJAIBIIOIO BUBYCHHS JOAATKOBHX
3aNeXHUX 3MIHHUX. [IpoTe, MOTOYHWI pe3ynbTaT HajgaB IiHHI JaHi [ aBTOCEPBICY, fKi
JIOTIOMOKYTh 30UTBIIMTH aKTUBHICTh KYIiBEIHHOI MTOBEIIHKH.

KurouoBi cjioBa: kymiBelbHa MOBEIIHKA, HaMip BHKYIy, 33JJ0OBOJICHICTh CIOKHMBaya, SIKICTb
00CITyroByBaHHS, SIKICTb IPOAYKTY, CIIpaBEeJIMBa LI1HA.

HNCCIEJOBAHUE NOKYHATEJBCKOI'O ITIOBEJEHUSA B COEPE
OBCJIY’KUBAHUSA HA ITIPUMEPE KOMITAHUU ABTOMOBUJIBHOI'O CEPBUCA

YAFET EKA PRASETYA, wmaructpant ¢akyiabTeTa MEHEKMEHTa, YHUBepcuTeT bunyc,
3anannas Jlxakaprta, UHnoHesus

JULFREE SIANTURI, maructpanT ¢akyiapTeTa MEHEIKMeHTa, YHUBepcuTeT bunyc, 3anaaHas
xakapra, Manone3us

[enpro JaHHOTO MCCIENOBaHUS SBISETCS ONPEACICHUE B3aUMOCBSI3H MEKIY IOKYIAaTEIbCKUM
MOBEJICHMEM M HaMEepeHHEeM KJIMEHTa B BOINPOCE MPHOOpPETeHUs M JajJbHEHMIIEero BbIKYIa
MPOJYKIIMH, a TAKXKE YAOBIETBOPEHHOCTHIO NOTPEOUTENS TOTy4YaeMbIM Ka4eCTBOM 00CTY>KUBaHUS,
KayecTBOM MpPOJAYKTa W  HOpPEArojaraéMoil  crpaBeUIMBOM  IIEHOM B aBTOMOOMJIbHOU
IPOMBIIUICHHOCTH, 0CO0eHHO B cdepe yciayr. JlaHHOE HCCI€OBaHUE IPOBOAMIOCH B
CMEeLMAIN3UPOBAHHBIX ABTOPU30BAHHBIX ABTOMOOMIBHBIX MacTepckux B Wuponesun. C 1enbro
MOJIy4EHUsl TAaHHBIX JUIsl MPOBEACHUS HCCIe0BaHUs, Obljla MIPOU3BEAECHA BEPOSITHOCTHAS 1eeBast
BbIOOpKa. Omnpoc MpOBOAMICS B PEeKUME OHJANH C HMCIOJIB30BAaHHMEM OCHOBHOIO HMHCTPYMEHTA
cOopa TaHHBIX — aHKEThI, KOTOpasi ObUIa MepeHsTa OT NPEAbLAYIINX HccieaoBarteneil. Jlanuple ObuIH
IIOJIy4eHBbl B XOJ€ OIpoca, KOTOPBIM IPOBOAWICS B TEYEHHE JBYX Heaenp ¢ ydactueMm 174
pecroH/iIeHToB. BrocneacTBun ObUTM MPOTECTUPOBAHBI YETHIpe Habopa MEpPEeMEHHBIX, UYTOOBI
rapaHTHPOBATh JIOCTOBEPHOCTh M HAJICKHOCTH MPOBOJHMMBIX BBIYMCICHHNA. B pe3ynbrare maHHOrO
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UCCIieIoBaHMs Obula OOHApYXKEHa IIOJIOKUTENIbHAS W 3HAuMMasl CBS3b IIOJIY4aeMOro KadecTBa
oOciyXKMBaHHs, KadecTBa MPOAYKTa W  BOCHPUHUMAeMOW  CIpaBeIJMBOM  IIeHOH ¢
YIIOBJIETBOPEHHOCTHIO moTpeduTensa. Kpome Toro, Ha BTOpoM 3Tare ObUIO TaKXKe JOKa3aHO, YTO
YIOBJIETBOPEHHOCTh KIUEHTOB HMEET CYHIECTBEHHYI0O U TMOJIOKUTEIbHYIO B3aUMOCBSI3b C
MOKYNaTEIbCKUM TOBEACHUEM U KIMEHTCKUM HaMEpPEHHEM MPHOOPETEHUS U TaTbHEUIIEr0 BBIKYIIa
npoaykiuu. /laHHOe uccieqoBaHie MOXKET OBbITh YIYUILIEHO IyTeM J00aBleHusl KpuTeprueB 0Toopa,
€ro YBEJIMYEHUs, B COOTBETCTBUU C MCCIENOBAHUEM IOKYNATEIbCKOIO IMOBEIEHUS B OTHOLICHUHU
pa3IMYHBIX MapoK aBTOMOOWJIEH W JaJbHEWIIEro M3y4eHHUs JOMOJHUTEIbHBIX 3aBUCHUMBIX
IepeMeHHbIX. TeM He MeHee, TeKyIMI pe3yibTaT NPeJoCTaBUil LIEHHbIE JTaHHBIE JIJIsl aBTOCEPBHUCA,
KOTOpBIE TOMOTYT YBEJIUYUTh AKTUBHOCTh MOKYIATEIBCKOTO MOBEACHHUS.
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