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Introduction

The development of the culinary business now provides great opportunities
for business actors with changes in people's lifestyles. The Food and Beverage
(F&B) business is one type of culinary business that continues to be in demand,
especially after experiencing a decline during the pandemic but began to show a
positive recovery in 2022 CNBC Indonesia (2023). Intense competition in the food
and beverage (F&B) industry in Indonesia, including in the city of Mataram, West
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Nusa Tenggara. This encourages companies to always present diverse innovations
to attract consumer interest and maintain customer loyalty.

Mixue is a franchise company that provides ice cream products and tea
drinks. According to Mixue's LinkedIn page, the company first opened a store in
Indonesia in 2020 at Cihampelas Walk, Bandung. By the end of March 2022, there
were 317 Mixue stores in Indonesia according to data from Pandaily. This
achievement helped the company achieve an operating income of Rp57.2 billion,
with a net profit of around Rp5.04 billion, according to IDX Channel (2023).

Consumer loyalty can be interpreted as an act of commitment made by
consumers by making continuous purchases of products or services in the future.
This can be influenced by ongoing situations and strategies implemented by the
company, which can change consumer behavior towards other brands.

The company must do several things that can bind the hearts of customers
to remain loyal to the company's products. One of them is the best service for
consumers. When the service received by consumers is in accordance with
expectations and desires, the quality of service can be considered good and
satisfying. Service Quality can be described by the perception of the comparison
between expectations and the actual performance of the services received by
customers. Because service quality must be seen as a process of activities that add
value to the relationship between buyers and sellers. Apart from the service quality
factor, to increase consumer loyalty, it is also necessary to pay attention to the price
offered to customers and what will be obtained at that price. (Tjiptono, 2008) states
that price can also be set to prevent competitors from entering, maintain customer
loyalty, support repeat sales and others.

According to the research of (Alamsyah, Budiyanto, and Mufti, 2022)
regarding the Analysis of the Effect of Service Quality and Product Quality on
Customer Loyalty (Study on Elvano Brand Crystal Ice Consumers in Mojokerto) in
line with this study where Service Quality has a positive effect on Customer Loyalty.
According to (Jaya, Bagja and Somantri, 2020) research on the Effect of Price and
Product Quality on Indosat Ooredo Internet Costumer Loyalty in Sukabumi is in line
with this research where Price has a positive effect on Customer Loyalty.

Based on the phenomena that have been described and also supported by
various theoretical studies from previous research, it can be found an interesting
thing that service quality and price will certainly greatly affect consumer loyalty,
which is an important thing that must be considered, maintaining a brand means
improving performance and maintaining company survival. In this case, the
researcher considers that research is needed related to the effect of service quality
and price on Mixue products on Customer Loyalty. So in this study, the researcher
took the title "The Effect Of Service Quality And Price On Customer Loyalty For
Mixue Products In Mataram City”.
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LITERATURE REVIEW

Theory of Consumer Behavior

According to (Kotler, 2009) consumer behavior is the study of how
individuals, groups, and organizations choose, buy, use, and how goods, services,
ideas, or experiences satisfy their needs and wants. According to (Engel, Blackwell
and Miniard, 1994) consumer behavior is the action directly involved in obtaining,
consuming, and spending products and services, including the processes that
precede and follow these actions.

Customer Loyalty

Loyalty is a commitment that is owned to buy and use the same product or
service. Customers who repeatedly go to the same place to satisfy desires by
obtaining and paying for products or services (Kotler and Keller, 2016). Then loyalty
According to (Tjiptono, 2011) loyalty is the behavior of repeated purchases of a
brand.

Service Quality

According to Kotler in (Alma, 2007) reveals that service quality is a way of
working by the company to make continuous quality improvements starting from the
processes, products, and services produced by the company. According to
(Tjiptono, 1997) states that Service Quality is the fulfillment of customer needs and
desires and the accuracy of their delivery to balance customer expectations.

Price

Price is the amount of money charged for a product and service or the amount
of value that customers exchange to benefit from owning or using a product or
service (Kotler and Armstrong, 2008). Price is the only element in the marketing mix
that generates revenue, all other elements symbolize costs. (Ali, 2009) says that
Price is all forms of monetary costs sacrificed by consumers to obtain, own, utilize
a number of combinations of goods and services from a product. For companies,
pricing is a way to differentiate their offerings from competitors.

HYPOTHESIS

H1: It is suspected that Service Quality has a positive effect on Customer Loyalty
for Mixue Products in Mataram City.

H2 : It is suspected that Price has a positive effect on Customer Loyalty on Mixue
Products in Mataram City.

METHOD

The type of research used in this study is quantitative research with an
associative approach, which is research that asks about the relationship between
two or more variables, (Sugiyono, 2013). The relationship used in this study is a
casual relationship. Casual relationship is a causal relationship, which consists of
independent variables (variables that affect) and dependent (variables that are
affected) according to (Sugiyono, 2013).
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RESULT AND

DISCUSSION

Classic Assumption Test Result

1. Normality Test

Table 1 Normality Test Result

Normal P-P Plot of Regression Standardized Residual
Dependent Variable: CUSTOMER_LOYALTY
10

Expected Cum Prob

Observed Cum Prob

From table 1 The Normal P-P Plot is normally distributed. This can be seen
from the points that spread along the diagonal line and are normally distributed.

2. Multicoleniarity Test

Tabel 2 Result Multicolinearity Test

Coefficients?

Collinearity
Statistics
Model Tolerance| VIF
1 (Constant) |
Service Quality 903 | 1.108
Price
03| 1108

a. Dependent Variabel: Repurchase Intention

Based n the above table 2, it can be observed that the data has tolerance
value > 0.10 and VIF < 1.10. therefore, it can be concluded tha there is no
multicolliinerarity issue in the regression model assessing the influence of service

quality, price.
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3. Heteroscedasticity Test
Tabel 3 Result Heteroscedasticy Test

Scatterplot
Dependent Variable: CUSTOMER_LOYALTY

Regression Studentized Residual

4 3 2 1 [

Regression Standardized Predicted Value

From the analysis of the method above, it can be seen that if there is no
clear pattern, and the dots spread above and below the number 0 on the Y axis,
then there is no heteroscedasticity, while if there is a certain pattern, such as the
dots forming a certain pattern, it indicates that heteroscedasticity has occurred.
Hypothesis testing
1. Multiple Linear Regression Test

Tabel 4 Result Multiole Linear Regression Test

Coefficients?

Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta T Sig.
T T T T 1
1 (Constant) .753 3.241 2.232 .817
SERVICE_QUALIT .323 .068 .396 4.774 .000
Y
PRICE .339 .073 .384 4.635 .000

Based on the results of data processing in the table above, the multiple linear
regression equation model can be formulated as follows:
Description: Y = 0.753 + 0.323X1 + 0.339X2 + e
Constant: 0.735
Y = Customer Loyalty
b1:0.323
X1 = Service Quality
b2:0.339
X2 = Price
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Based on this equation can be described as follows:

. The constant value (a) is 0.735. This means that if there is no influence of the

independent variables consisting of the variables Customer Loyalty, Service
Quality, Price, then the amount of the dependent variable (Customer Loyalty) is
0.735.

. The regression coefficient value of the Service Quality variable (b1) is 0.323 and

has a positive influence on Customer Loyalty.This means that if there is any
increase in the Service Quality variable, it will increase the Customer Loyalty
variable by 0.323, assuming that the other independent variables are constant.

. The regression coefficient value of the Price variable (b2) is 0.339 and has a

positive influence on Customer Loyalty. This means that if there is an increase in
the Price variable, the Customer Loyalty variable will increase by 0.339, assuming
that the other independent variables are constant.

. From the multiple linear regression equation, it can be seen that how the influence

of the independent variables (Service Quality and Price) on the dependent
variable (Customer Loyalty). A positive effect indicates that changes in the
independent variable are in the same direction as changes in the dependent
variable.

Model Feasibility (F Test)
Tabel 5 Result Model Feasibilty

ANOVA?
Model Sum of Squares df Mean Square F Sig.
i Regression 331.284 1 331.284 34.011 000°
Residual 954.556 98 9.740
Total 1285.840 99

a. Dependent Variable: CUSTOMER_LOYALTY

b. Predictors: (Constant), PRICE

Based on the table above, the results of the F test show that the Fcount

value is 34.011 with a significance level of 0.000 less than the standard level of
significance of 0.05, using Ftabel = dfl (k-1) df2 (n-k) or Ftabel where n is the amount
of data and k is the number of independent and dependent variables so that Ftabel
is obtained = dfl (k-1) df2 (n-k).

-Df1:3-1=2
-Df2: 98 -3=95
- Testing is carried out at a = 5%, then the Ftabel value is 3.09

Based on the above calculations, it is known that the Fcount value is

34.4011> Ftable 3.09 and the significance level is smaller than the standard level of
significance 0.000> 0.05. It can be stated that 2 variables (Service Quality and Price)
have a very large and significant influence on Customer Loyalty.
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3. Model Fit Test (T Test)
Tabel 6 Result Model T Test

Coefficients?

Standardized
Unstandardized Coefficients Coefficients

B Std. Error Beta

Model T Sig.
T T T 1
1 (Constant) 753 3.241 2.232 817
SERVICE_QUALIT 323 .068 .396 4.774 .000
Y
PRICE 339 .073 .384 4.635 .000

a. Dependent Variable: CUSTOMER_LOYALTY

Based on the table above, it can be seen that:

Service Quality variables partially have a positive effect on Customer
Loyalty, this can be seen from the tcount (2,232) > ttable (1,661) and significance
(0.000) <0.5, it can be stated that Customer Loyalty has a positive and significant
effect on Customer Loyalty. So the hypothesis reads Customer Loyalty has a positive
and significant effect on Customer Loyalty.

Price variables have a positive and significant effect partially on Customer
Loyalty. This can be seen from the tcount (4.774) > ttable (1.661) and significant
(0.000) <0.5, it can be stated that Price has a positive and significant effect on
Customer Loyalty. So the hypothesis reads Price has a positive and significant effect
on Customer Loyalty.

4. Analysis of the Coefficient of Determiation (R2)
Tabel 7 Analysisi of the Coeffient of Determination Test

Model Summary

Adjusted R Std. Error of
Model R R Square Square the Estimate

1 .632° .399 .386 2.82282

a. Predictors: (Constant), Price, Service Quality

The result of determination is a description of the ability of the independent
variable to explain the variance of the dependent variable. In this study, the
independent variables used are Service Quality (X1) and Price (X2) while the
dependent variable used is Customer Loyalty. After regression analysis, the
determination value is 0.399, meaning that the ability of the independent variables,
namely Service Quality (X1) and Price (X2) is 0.399 or 39.9% while the remaining
60.1% is influenced by other variables not included in this study.

Discussion of Research Result

Based on the result of the research conducted on the variables in this study,

several findings can be explained as follows :

Effect of Service Quality on Customer Loyalty

Based on the results of the study, it was found that Service Quality has a
positive and significant effect on Customer Loyalty for Mixue Products in Mataram
City. This means that the service provided by the company is good so that
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consumers continue to buy Mixue products. Mixue must maintain quality and further
improve service to consumers so that consumers are more comfortable and happier
in buying Mixue products.

These results support Aini's (2018) research on "The Effect of Service
Quality and Customer Trust on Customer Satisfaction and its Impact on Customer
Loyalty in Islamic Banking" that the descriptive research results show that service
quality, Custumer Trust, Customer Satisfaction and Customer Loyalty at Islamic
Banks in Banda Aceh City are relatively good, this indicates that all variables are
perceived better by customers. Research for the third hypothesis obtained an
explanation that service quality affects Customer Loyalty at Islamic Banks in Banda
Aceh City.

Effect of Price on Customer Loyalty

The results of this study are in accordance with Tomida and Satrio's (2016)
research on "The Effect of Price and Brand Image on Customer Loyalty for Yongki
Komaladi Footwear Products" testing the hypothesis using a partial test (t test)
obtained the results that Price has an influence on Customer Loyalty for Yongki
Komaladi footwear products in Surabaya. Price is the value of an item that can be
expressed in money. Customers tend to choose to get goods with higher quality by
spending lower costs so that goods provided by producers with low prices have a
higher chance of being chosen by customers.

Manufacturers who provide goods of good quality at low prices continuously
can stimulate consumers to make repeat purchases. This can affect consumer
loyalty to these goods. So it is perceived that Price has a relationship with consumer
loyalty.

Conclusion

From the description of the previous discussion, the authors can conclude
that the results of research on the effect of Service Quality and Price on Customer
Loyalty on Mixue Products in Mataram City are as follows:

1. Service Quality has a positive and significant effect on Customer Loyalty. This
means that if the higher the Service Quality, it will increase Customer Loyalty,
otherwise if the Service Quality is lower or not in accordance with consumer
expectations, the lower the Customer Loyalty.

2. Price has a positive and significant effect on Customer Loyalty, meaning that if
the Price is higher, Customer Loyalty will be higher, otherwise if the Price is less
in accordance with what consumers get, Customer Loyalty will be lower.
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